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emember how, when you first learned to drive, you had to 
THINK about every little thing you did? You know: Ease off 
the gas. Depress clutch. Move gearshift. Release clutch. 
Press the accelerator. 


Before you knew it, though, you’d taught your brain to do all that au- 
tomatically — right? You never really had to consciously think your way 
through that process in such painstaking detail again. So you were free to 
think about other things — like how to avoid that oncoming tractor trailer. 


Well, guess what? Copwriting's like that, too. 


When I wrote my first direct response promotion, I had to think my 
way through even the tiniest decisions in every page, paragraph and line 
and even in my word choices. 


But that was nearly 40 years ago. Today, it's all second nature to me. 
And that's good. Because I'm able to tear through my clients' copy at 
near light speed. 


But it's also not so good; because the other part of my job is helping 
younger writers achieve greater successes than I have — and to do it in far 
less time than it took me. 

That requires a fresh set of eyes, a mind for detail and the ability to 


analyze the copywriting process ... to dissect copywriting strategy ... and 
even to parse word choices ... all in ways I haven't had to for decades. 


— I 
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What I really needed in order to pass these secrets along to you was 
a brilliant student of copywriting with tremendous energy, the academic 
background I lack and the knack for dissecting the copywriting process in 
ways that make it easy for new writers to understand. 


Enter Tony Flores... 


Tony - a highly talented copywriter in his own right — is a genius. One 
of the most intense students of direct response marketing and advertising 


I've ever met, 


I can’t tell you how thrilled we are to have his incredible research 
skills on our staff, skills he honed while attending Stanford University 
(one of his good friends even dated Chelsea Clinton!) 


After college, Tony’s business savvy, marketing wisdom and sales 
copy helped double a friend’s natural health company in 2004 and then 
doubled it again in 2005 to nearly $3 million in sales, That’s when copy- 
writing legend (and notoriously tough critic) John Carlton praised his 
writing as “damn good.” 

There is no doubt that Tony has been a Godsend to me; helping me 
pass these proven response-boosting techniques on to a new generation. 
But the greatest value Tony brings has been to thousands who have used 
his analysis of many of the world’s most successful direct response pro- 
motions and his easy-to-understand, plain-English teaching style to hone 
their copywriting skills. 


“For my money, with this course, Tony has set a new 
high-watermark for copywriting training. In my hum- 
ble opinion, the volume you’re now reading is — hands 
down — the clearest, the most comprehensive, the easi- 
est to read, understand and USE course on direct re- 
sponse copywriting I’ve ever seen.” 
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“F can only imagine the difference having the brilliant 
insights that Tony has packed into this course back in 
1973 or 74 would have made in my life and career." 


Even the most cursory reading of the pages that follow is likely to 
spare you many of the blunders and disappointments that punctuate most 
writers? climb to the top — not to mention give you hundreds of tools to 
quickly take your response and your career to the next level. 


But 1 do NOT recommend a cursory reading. Because there are bil- 
lions of dollars in sales in these pages for copywriters and their clients 
who are willing to roll up their sleeves and follow Tony's exercises to the 
letter. 


If you follow Tony’s lead, you will have a completed promotion by 
the time you turn the final page. And I’m betting it will be the best pro- 
motion you have ever written — by along, LONG shot. 


One more suggestion: I have always found that things 
I've learned stick with me longer when I read some- 
thing I want to remember three times: 


My advice: 

First, read each section quickly to get a quick overview of the mate- 
rial. 

Second, read it slowly, marking up the sections that are of the greatest 


help to you. 


Then, copy those sections into your copywriting journal (doing so will 
help you quickly internalize them). 


Most of all, take time to think as you work through these pages. The 
strategies and tactics Tony has packed into this course have made me mil- 
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lions. Internalize them and then apply them with a heaping helping of 
your own creativity and genius, and they'll do the same for you. 


Yours for Bigger Winners, More Often, 


[ Makepeace 


Clayton Makepeace 


Clayton has spent the last 35 years creating direct mail, Internet and 
print promotions that have sold well over $1.5 billion-worth of nutri- 
tional supplements as well as books and newsletters on personal finance, 
investment and health. 


Plus, as a direct marketing consultant, he’s helped four major direct 
marketing firms at least quadruple sales and profits to well over $100 
million per year each. 


As a direct response copywriter, Clayton has created many red-hot di- 
rect mail controls that profitably mailed up to 90 million pieces each ... 
Web-based customer acquisition campaigns that produce profits of up to 
445% ... and customer file campaigns that spin off as much as $1 mil- 
lion per week. 


According to best-selling marketing author Robert W. Bly and the 
American Writers and Artists Institute, Clayton is America’s highest- 
paid marketing coach and copywriter, with royalty income of up to $3 
million per year since 1997. 


And as a mentor, Clayton has helped six young copywriters to six- and 
seven-figure incomes ... is currently mentoring a half-dozen more 
through Response Ink, his direct response marketing agency ... and is 
committed to helping the next generation of direct response business 
owners. marketing pros, copywriters and designers accelerate their 
careers through his free daily e-zine, The Total Package. To subscribe 
point your browser to: www.MakepeaceTotalPackage.com. 


Or, to learn more about ResponseInk — Makepeace's direct response 
agency ~ point your browser to www.responseink.com. 
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Direct Response 101 


‘You can learn copywriting secrets until you're blue in the face, but unless you first inaster the fun- 
damentals of Direct Response Advertising — you'll never be a big player in this business. Here's the 
marketing “quick start” you need to grow your skill and income beyond your wildest dreams. 
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Research: How to Lay the Foundation fer Success 


Before you can pen a single word of copy. you must thoroughly ground yourself in your product. pros- 
pect and market. This is what we call the "Research Phase" and your success — whether you flop or 
write a breakthrough multi-million-dollar contro] — depends largely on how well you apply this power- 
ful 3-step process. 
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Make Em an Ofier He Can't Refuse 


More than any other factor. your Offer is going to determine how well your copy performs. (f you 
miss the mark ... if you offer something that your prospects aren't really looking for ... then nothing 
else you do or say will matter. This chapter gives you dozens of secrets for making an offer your pros- 
pects can't refuse. 
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How te Make Your Prospect LUST After 
Your Product 


While there are millions of reasons why people buy things — they all come down to one thing: Bene- 
fits, One of the biggest skills that separates the million-dollar copywriters from the “also-rans” is their 
ability to select and present the strongest possible benefits. Discover the unique process they use. 


Page 128 


Hew to Prove Every Promise You Make 


It’s ome thing to promise big benefits in your copy, but it’s another thing to actually prove those prom- 
ises! Proof is often the missing ingredient that can quickly send your response through the roof. Dis- 
cover 13 time-tested proof strategies that can multiply your sales and profits by 1,300% or more. 


Page 169 
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The “Big Selling Idea” Secret 


Your ability to write a blockbuster promotion — one that rakes in millions for your client and 
makes you a fortune in royalties — hinges almost entirely upon the quality of your core idea. Often 
called the “Big Selling Idea" — there are seven steps you MUST follow to master it. 


Page 207 


Why Your Headline Is NOT the Most Important 
Part of Your Ad! 


Before top writers go deep into the selling process, they look at the promotion from a "big picture" 
perspective and plan out what they re going to say. This "do or die" process determines the struc- 
ture and message underlying everything presented in your copy — including your headline. 
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The Simple “A-B-€” Process that Makes Your 
Copy invincible 


If you closely examine every great example of copywriting. there's a subtle "skeleton" running 
through it, This subtle element makes the copy crystal clear ... easy to understand ... and ulti- 
mately makes the writing VERY convincing. 
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The #1 Way to Seize Your Prospeet's Attention 


The skill of writing killer headlines is NOT something that comes naturally to most writers! Often. 
it's a struggle for even the most advanced pros. But not anymore! Not when you work through 
these six powerful headline maxims. 
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How to Put the Power of Emotion Into Your Headlines 


One of the skills that’s made Clayton more money than just about anything else is the ability to put 
emotion into his headlines. You see. in crowded or skeptical markets — one of the very best ways 
to stand out is to trigger your prospect's single most powerful emotion in your headline. 


Lees Pag B57 


Breakthrough Advertising: A Step-by-Step Cheat Sheet 


One of the most amazing things about Gene Schwartz's legendary classic Breakthrough Advertis- 
ing is that — better than any other resource on the planet — it gives you a powerful system for per- 
fectly and instinctively adapting your headline to ANY market. 


~... Page 381 
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24 Lead Starters that Get You Off to the Races! 


Tow you lead off your copy — those first 5-10 paragraphs of text — often dictates the tone, momentum 
and level of interest you create. Weak leads are a death sentence for the response-hungry marketer, but 
these 24 lead starters are sure to catapult you into another realm of success and profitability. 
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How to Be More Creative and Productive — 
While Writing the Best Copy of Your Life! 


If you want to write faster and more effectively ... never experience writer's block ... all while pro- 
ducing better copy than ever before — than you owe it to yourself to check this systematic (yet fun!) 
process that you can use every time you sit down at your desk. 
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Fleshing Out the Heart of Your Promotion 


Writing the "middle? of your promotion is often one of the most challenging tasks you face. Every 
paragraph you craft must be tight and persuasive ... your sentences must flow together ... and you 
must keep your prospect's eyes glued to the page. Discover dozens of secrets for keeping your pros- 
pect’s attention riveted to your sales copy — all the way to the sale. 


Page 497 


Ti More Ways to Write Copy with Massive Momentum 


Once you're in the process of writing and refining your body copy, you need to make sure that it’s in- 
fused with as much speed and power as possible. These 11 “Momentum” secrets will ensure that your 
prospect reads to the very end and finishes by taking out his wallet. 


eee PAGE 091 


How to Write irresistible Bullets and Fascinations 


If you could pick 4 or 5 skills to absolutely master as a direct marketing pro. the ability to write world- 
class bullets and fascinations would definitely be one of them. There are a select group of writers 
who've used the secrets in this chapter to make hundreds of millions of dollars for their clients and 
millions for themselves in royalties. 


eee PADE SIT 
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3 How to Seal the Deal 


Gary Bencivenga once paid Clayton what he believed to be the highest compliment someone can 
give a copywriter: He called him a "Master Closer In Print.” And now you too can use Clayton's 
6-slep process to become a master closer. bringing in many more orders than you ever dreamed 


possible. 
Page 607 


10 Ways to Boost the Selling Power of 
Your Guarantee 


Arguably, your very strongest credibility element — what makes otherwise hesitant prospects feel 
Safe and confident about buying with you — is your guarantee. Now discover 10 proven steps — un- 
known to most writers — for crafting A-level guarantee copy. 


.. Page 643 


Lift Notes, Sidebars and E-mails 


As you round up your main promotion, you've got to consider how you might magnify it's power. 
One of the very best ways to do that is through the process of writing lift notes. And the best part 
is. even if you're not writing a direct mail package — these secrets can be used to write powerful 
e-mails ... sidebars ... website copy ... and much more. 
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Your License tg Steal ... and Profit! 


Did you know that one of the most amazing learning tools on the planet is probably sitting on 
your desk right now. collecting dust? That learning tool is your Swipe File! When you access this 
chapter's system for using it, it will make your entire writing process easier, more enjoyable — and 
often many times more profitable. 
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Bonding with Your Prospect- When Making 
Friends Makes You Money 


The extent to which you can create the feeling of friendship and rapport in your promotion plays a 
MASSIVE role in its success. That's what separates 7-figure salespeople from all others — and it's 
what wil] separate your copy from the competition once you use and apply these bonding secrets. 


ce Page 745 
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Information Marketing — How to Sell the World's 
Most Profitable Protiucts 
Asa direct response professional. you simply MUST know how to sell information products: It’s 


one of the most powerful ways to leverage your copywriting and marketing skills — and the pro- 
cess is much easier than y ou think. once vou understand this chapter's step-by-step process. 
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You've Got a Coach for Life! 


In this brief section, you'll discover how to use The Ultimate Desktop Copy Coach 10 produce 
results for yourself and your clients — in the many years to come. 
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OwikCrits Evaluation 


Over the years. Clayton devised a very fast process for judging the strength of a promotion. Called 
QwikCrit — this will quickly tell you what you need to fix in order to make your copy rock solid. 
and achieve the results you deserve. 


Page B19 


Promotional Analysis - Part One & Part Two 


Watch as two of Clayton's most successful promotions are carefully dissected — from the cover 
page al] the way to order form. This will show you exactly how the entire process revealed in The 
Ultimate Deskiop Copy Coach works to produce mega-response. 


Page 877 


Special Bonus: A Brief History of Direct Response Advertising 


To rise to the upper echelon of this business — and then STAY there — you need to know everything 
that has come before you. This section tells the story of some of direct response advertising’s most 
influential characters — and the many timeless lessons and secrets they discovered along the way. 


... Page 969 


Glossary: 


Tf you've ever read through a marketing book or course and not know what something meant 

— that's understandabte! But that should never happen again, once you go through this comprehen- 
sive list of terms used in our industry, Plus. every definition includes useful insuuctional infonna- 
tion, 
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in this Chapter... 


m Why - whether you're a copywriter, marketer 
or business owner — you're literally just hours 
away from writing the strongest ads of your 
life ... 


m How to master direct response fundamentals 
— so you have ALL the foundational tools you 
need to succeed and make money — no matter 
what the industry or advertising medium ... 


m The three most powerful ways to get MORE 
response, sales and profit from ANY piece of 
copy you ever write (overlooked by at least 9 
out of 10 other industry professionals) ... 


m Andsomuch more... 
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elcome to the Uiri- 
mate Desktop Copy 
Coach. You're about 
to take advantage of a 
process that’s made fortunes for a select 
group of writers and marketers. By the 
end of this journey. you will have begun 
to master a system that literally puts 
you ahead of 99% of all other working 


professionals, 


Now let's get down to the nitty 


gritty ... 


Direct Response Advertising is de- 
signed to elicit a very specific response 
in the reader-whether it’s placing an or- 
der. calling an 800-number, download- 
ing a report, or going to a car clearance 
sale. The ad always attempts to motivate 
prospects to take a specific action. 


Direct Response Advertising is first 
and foremost Scientific Advertising. 
That means. in contrast to most of the 
ads you see on TV, in magazines, on 
the radio and more, that every direct 
response ad is carefully tested and mea- 
sured in terms of the results it preduces. 
And its success is determined strictly on 
the basis of these tests. 


It doesn’t matter how clever. how 
“creative” or funny an advertisement is 
~ it must earn its weight in sales. Just as 
you would expect any salesman to do. 


lvs believed that the direct te- 
sponse advertising industry — which in- 
cludes mail. print ads, television, radio, 
and the Internet — produces revenues in 
excess of $2.3 trillion. No matter who 
you are. you've been exposed to more 
direct response ads than you can pos- 


sibly count: 


» That little magazine-like thing 
that arrives in your mail. which 
seems innocuous enough, until 
you flip to the back and realize 
that there’s an order form on the 


last page ... 


»  Thelate night “TV show" you see 
promising you bullet-proof abs. 
offering you an ‘amazing deal and 


guaranteed results ... 


» Those long scrolling web pages 
with eye-popping headlines, urging 
you to click on the link to place 


your order ... 


» The often obnoxious 30-second 
radio spots. where the local car 
dealer passionately proclaims that 


"everything must go!” 


You get the point. Direct response 
ads are everywhere. And everyday, more 
and more smart business owners are 
embracing the power of direct response 


10 grow their business. 


ee a ——— 


14 


www.mukepeaceiotalpackaga.com 


Direct Response 101 


Direct Response 
The Little Guy's Secret Weapon 


While many sizeable companies use 
direct response on some level (even gi- 
ants like Microsoft use direct marketing 
via the Web, and in their business-to- 
business efforts), the beauty of it is how 
well it works for the little guy. 


You see, most small businesses and 
start-ups simply do not have the time or 
the budget it takes to "build up their im- 
age" ... endlessly running ads that don't 
make them money. If you've ever been 
involved in running a smal] business, 
you know that “Cash is King" and that 


every single dollar counts. 


Which means that every ad is an 
investment that must yield the best 
return possible. The small-yet-aggres- 
sively-growing company needs as many 
new customers ... as many orders ... the 
maximum number of sales leads ... it 
needs the maximum of whatever result 
it seeks ... and it simply cannot afford 
to waste precious time and capital on 
advertisements that bring back no mea- 
surable gain. 


The fact that small businesses — of 
which there are at least 25,000 in the 
U.S. and more popping up each day 
— must embrace direct response market- 
ing and is a Godsend for people like us. 
Tt means that the opportunity to apply 


the ad-writing skills vou're learning in 
this course are boundless; and so are the 


opportunities for success and personal 


fortune. 


No Matter What Your Role, 
You Can Use this Course 


While this course has been written 
for the highly serious ad writer — with 
more nitty-gritty tips. strategies and tac- 
tics than any available product - it can 
be used by anyone responsible for creat- 


ing direct response advertisements. 


If you're a copywriter, you can use 
the highly detailed process revealed 
here to turbocharge your skills and write 
dramatically better copy. This is true 
whether you're a freelancer, or an in- 


house writer ... 


If you're a marketing exec. you can 
use this information to oversee writers 
— guaranteeing they deliver better copy. 
and enabling you to tell the difference. 
And because there's quite a bit of direct 
response fundamentals taught here. your 
ability to get your clients results via your 


consulting efforts can't help but soar ... 


And finally, if you're a business 
owner, this course is written in such a 
clear series of steps — with such me- 
ticulous attention to detail — that simply 
walking your existing ads and products 


through this process is bound to increase 
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your sales and profits. You may not like 
writing you own ads, but should you be 
faced with the task, this information is 


sure to be a life-saver ... 


The bottom line is this: No mat- 
ter what your experience level, and no 
matter what your role in the marketing 
process, everything you need to write 
world-class. order-pulling advertise- 


ments is right here. 


Just follow the steps I’ve laid out for 
you ... practice. practice, PRACTICE ... 
and the responsiveness of your advertis- 
ing is guaranteed to be transformed. 


Na Matter What the Medium, 
The Fundamentals Stay the Same 


Throughout this course you will find 
hundreds of successful examples of the 
principals being taught. And most of 
them come from winning direct mail 
pieces. 


Why is that? Especially when most 
writers are going to be using this course 
to produce copy for the Internet first 
and foremost, with only the occasional 
direct mail piece ... TV ad ... or radio 
Spot being created. 


Well, the explanation is simple: The 
fiercely competitive nature of direet 
mail, coupled with the immense cost of 
producing it, has forced major mailers to 
hire sericily the very best copywriters. 


This means that, in general, the most 
powerful copy available for study is 
still what has been proven to work best 
in the mail. Sure, there are exceptions. 
Some amazing ads are being written 
online ... for TV ... in magazines ... 


and more. 


But I bring up this point so that you 
clearly understand that this course is 
based entirely on the best copy available 
— often some of the best copy ever writ- 
ten. And even though it's derived from 
direct mail, the fundamentals stay the 


same no matter what the medium. 


Which means that everything you're 
about to learn can be used to create suc- 
cessful Internet landing pages ... e-mail 
squeeze pages ... video infomercials ... 
radio ads ... and much more. Clayton's 
done it ... I've done it ... and so will 
you, if you just follow the steps. 


When you understand what great 
copy requires ... what it looks like ... 
and what it takes to write it. the medium 
doesn't really matter. You can and will 


adapt. 


The Architecture 
of an Advertisement 


Before we explore the finer points 
of direct response, ] want you to have 
a clear image of the different elements 
that make up an ad. So. let’s take a look 


at Figures 1-1 through 1-8. 
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Then, CORPORATE CEOs skinned you alive... 
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Exposed i in this URGENT 1 Bulletin: 


* Blatant bureaucratic LIES that could cost 


EVERYTHING in 2003-2004 ... 


o Urgent self-defense measures you MUST take NO 
to protect what's left of your nest egg ... 


MARTIN D. WEISS, Ph.D, recently 
awarded a #1 RATING BY MARK 
HULBERT OF CBS MARKETWATCH 
ang the ONLY analys! ta: 


3 Forecast the great TECH WRECK 
SIX MONTHS m advance ... 


3 Warn that EARNINGS SCANDALS 
would smash stocks in 2001 — 
EIGHT MONTHS in advance ... 


> Caution thal BROKERAGE 
SCANDALS would hammer 
stocks FOUR MONTHS in advance. 


Hand picked investments that can 


make you FOUR TIMES RICHER in 
the greatest accounting scandal 


VER! 


W ireet are now trying to 
Set you up for the most 


callous fleecing of individual 
investors EVER. 


Specifically, U.S. government 
bureaucrats have launched a cam- 
Paign of disinformation designed 
to pull the wool over youreyes ... 
to convince you that the U.S. 
economy is strong and improving 
~ and to push you back into the 


very brokers who 
ripped ; your portfolio to shreds in 
2001 and 2002: 


Key economic data issued by 
Washington is being carefully 
massaged io trick you into 
believing the economy is much, 
MUCH stronger than it really is. 


Why? Because Washington 
knows that what I've been telling 
you is absolutely trae: The U.S. 
economy is in far worse shape 


you ipm d. 


JA MN 


This is the *pre-head' - 
.. revealing a credibility element ... 


it’s used for a variety of purposes including ... 
presenting a benefit ... 


and more ... 


calling out the target pros- 


This is the ‘headline’ ~ the part of the ad whose sole purpose is to grab the prospect’s attention 
and interest him in reading ... 


The *deck copy? — which expands on the headline and attempts to further interest the reader, ofien 
with benefits ... 


This is the ‘lead copy’ — which starts the ad off with interesting, high-impact writing and sets up 
the remainder of the ad ... 
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And they won't cost you a dime, 
them are yours FREE when you acce 
(rial membership og 
INVESTOR, 


nothing like a 
lt was rated uh 7 
ca, with the BEST TRACK RECORD of the 160 
services monitored by Mark Hulben of Hulbert 
Financial Digest and CBS MarketWatch for the 12- 
month period to March 2003. 


Why? Simple! My SAFE MONEY INVESTOR 
SERVICE gives vou not only the best advice. but 
also a truly staggering array of tools that put YOU in 
control of your money: One-hundred percent objec- 
live. conflict-of-interest-free economic analysis, rat 
ings and wealth-building advice carefully crafted to 
gel you safcly through this impending catastrophe 
with your wealth intact — and help you grow sub- 
stantially richer as these troubling events unfold, 


2 Right off the bat. you get FOUR valuable gifts 
a ip- 


Wilh your two-year, = 


#1 - a $79 Value, FREE: 

Rake In Profits Of Up 
To 307% In The Great Investor 

SWINDLE Of 2003-2004 
Ata time like this, UNCERTAINTY is 
absiacie TI WTIDIy make prudent, 
profitable investment decisions without a clear 
understanding of ihe most devastating forces that 
will be driving the U. S. economy and stock mar- 
kets in the months ahead? 


In Rake [n Profits Of Up To 307% in the Great 
Investor SWINDLE of 2003-2004, I clear it all up 
for you: 


Y I show you WHY politicians and burcaucrais 
are lying to you about weaknesses in the economy ... 

Y 1 reveal the TRUTH about the carefully hid- 
den weaknesses that virtually guarantee earth-shak- 
ing economic catastrophes ahead ... 


¥ I give you a crystal clear vision of the future 
— including six MORE economie time-bornbs that 
now threaten massive destruction of wealth in 
2003-2004 ... and most importantly ... 


| 
i 
t 
Í 
- | to meet its current obligations! 
f 
| 


| 
The Medicare Myth | 
i Think Medicare will ba there i 
when you need it? Think again! 
sen Doe nTen 
| Budget hnpact DI Medicare tépislatinn 
| 75-Year Untunded Promise 


je 0 n 


Coront Low HR. 3954 


E? without adding provisions for pre- | 
scription drug coverage, Medicare will ' 
need an additional $13.3 TRILLION just | 


... And if EITHER the House or Ssn- 


è versions of the prescription drug ben- i 
fit is adopted into law, Medicare’s deficit — | 
Will skyrocket to between $179 and | 
$20.2 TRILLION. That's far more than the 
j nation's entire GDPI j 


¥ show you how you can make sure YOUR 
money isn't frozen and your invested. wealth is 


PRESERVED as these events unfold .. 


Y I give you solid evidence that 2004 will be 
the worst year yet for stocks 


V I introduce you to investment vehicles that 
are specifically designed to insulate your serious 
money in times like these — and hand you 10 
TIMES the retums you're getting in CDs and 
money market funds, and ... 

V. I give you a cornucapia of other investment 
vehicles that are spinning off ily ENORMOUS 
profits in rising and falling markets ... 


the running copy is saving ... 


1 
2 
ð 


used throughout the copy ... 


This is called a ‘sidebar’ — which makes the ad more readable and reinforces what 


This is a *subhead' — it gives the prospect eye relief and keeps his attention high ... 


These are ‘bullets’ — condensed statements of intrigue, benefit, or emotion — often 
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gh. | Know that many investors 

are bel j d nd bamboozled by brokers 

and others inte holdfag-s uying more. 

Or they themselves sincerely wantio and 1 

. m j : there. If you're among them, you must kno rj 

7 ^m convinced that's just a sneak preview of own (a) à sock with virally no prospects of reco! 

Grofits that die ahead. I fully expect you have ening. or worse. or (b) a company with the very real 

je of opportunitics to double, triple. even likelihood of bankruptcy. 
QUADRERCETU TET Trouble is, with CEOs STILL cffectively 

... And it’s yours, FREE! brokers to hype their companies? stock, 

near impossible to know whom to trust today. 


Gift #2 - a $149 value, FREE: ; 
How Risky Are YOUR Stocks How on earth can you trust anything a bl 


Mutual Funds? Get the truth says? More importantly, how can you kn, 
-— - INSTANTLY! TRUTH about stocks and funds you sje? 


thinking about owning? 


Franki 
advantage of ste i 
stock you own except for us Hus ipee 
er-cyclical stocks recommended by my™S- —" My WEISS RISK RATINGS FOR STOCKS 
MONEY INVESTOR SERVICE. AND MUTUAL FUNDS are America’s ONLY 


me. I'd have you take 


pow 


caüse | invented it! 
pn 


Investigative journalist JACK ANDERSON cals A ESQUIRE notes that Dr. Weiss’ firm is “The 


Dr. Weiss GUTSY and reports that his insurance only company [thai] provides financial grades 
ratings are “THREE TIMES MORE ACCU- free of any possible conflict of interest” 

n "si à 
RATE" than anyone else's in the business. A THE NEW YORK TIMES says Dr. Weiss was 


A THE GENERAL ACCOUNTING OFFICE of "the first to see the dangers and say so unam- 
the U.S. CONGRESS (GAO) heralds the fact biguously" 
that Weiss beat his closest competitor by A FORTUNE says he provides "The most com- 


a factor in warni f aga " 
factor of three to one in warning of prehensive source" of information. 
insurance company failures. 


A BARRON'S agrees, saying the 
GAO report is a “glowing tribute to 
Weiss’ 


A THE WALL STREET JOURNAL 
calls Martin D. Weiss, Ph.D. 


A WORTH says, “Weiss' record ... is so good 
compared with that of his competitors, nervous 
buyers need look no further” 


A According to the LOS ANGELES TIME 
which ran a study on the Weiss ratings, “[gfe 


P lowest-rated shares, including US Aiays 

FEISTYE Group, JDS Uniphase Corp. and 99x, have 
A FORBES names Dr. lost an average of 33.1%, pape highest- 
Weiss "MR. dese of 14.9%" 


INDEPEN- rated stocks were up ag 
E 5 


SAFE MONEY REPORT 


1 This entire middle section of the ad is often called the ‘body copy’ ... 
2 Media mentions like this are just one example of ‘proof and credibility elements’ ... 
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But as a new member of my SAFE MONEY 
INVESTOR SERVICE. you don’t have to pay $15 
for each rating. You get the latest, most up-io-date 


edition copy of 
UR 


RISK RATINGS 
KS AND MUTUAL FUNDS? 


Gift 43 - a $79 value, FREE: 
Pile Up Profits Of 
Up To 500% And More — 
Even In A Bear Market! 
Once the lion's share of your money is safe, 
and safely growing — you're in a positio 
olehill of cash into a my o 


The fact is, the Weiss Windfall Suategy has 
been making my clients richer for years! 


It all started on Thursday, October 15. 1987 — 
when I told my subscribers to go short the stock mar- 
ket. The very next day. the Dow fell 4.6%. And on 
the following Monday. the Dow crashed 22.6%, the 
greatest one-day stock market collapse of all ume. 


Then. Tuesday moming. at the very bottom of 
the crash, I told my subscribers to close out their 
shon positions. 


When the dust settled. CTCR — an independ- 
ent analyst-rating service — said thal investors fol- 
lowing my advice would have made more money 
during the crash of 1987 than those following any 
other advisor they tracked. 

Liwe wonder. Based on our timely advice, 
$9.000 invesied in put options to sel] IBM shares 
could have raked in a 544% profit in the crash ... 


“Based on your recommendations, my portfolios 
are finally going substantially up instead of down. 


You saved my financial butt, and the financial 


legacy I hope to leave to 


my children someday.” 


— M. Obert, San Luis Obispo, CA 


Discover ... 


A WHY politicians and 
bureaucrats are lying to you 
about weaknesses in the econo- 
my... 


A The TRUTH about the 
carefully hidden time bombs that 
could cause earth-shaking eco- 
nomic catastrophe ahead ... 


A A crystal clear vision of 
the future — including sik MORE 
economic forces that now 
threaten destruction of wealth 
in 2003-2004 ... and most 
importantly, how you can make 
sure YOUR money ‘isn't frozen 
and your invested "wealth is 
PRESERVED as these events 
unfold ... 


A Solid evidence that 2003 
and 2004 will be the worst years 
yet for stocks ,.. why the Dow 
will fall to 5,000, the S&P 500 
will crater to 525 and the Nas- 
dag will dive to 800 or lower ... 
and more ... 


& Investment strategies 
that are specifically designed to 
insulate your serious money in 
times like these — and hand you 
12 TIMES the retums you're 
getting in CDs and money mar- 
ket funds, and ... 


A A cornucopia of other 
investment vehicles that spin off 
truy ENORMOUS profits in a 
bear market. So far in this bear 
market, my subscribers actually 


Butt!” 


profits of 99% ... 144% ... up 
to 307%. 


Plus, I'm convinced that's 
just a sneak preview of the prof- 
its that lie ahead. 1 expect you'll 
have many more opportunities to 
double, triple, even QUADRU- 
PLE your investments. 


... And it's yours, FREE! 


Rebs EE 
ME EIE A 
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This is what we refer to as a ‘bonus’ or ‘premium’ — something the prospect gets for free 
when he responds to the ad ... i 


Direct Response 101 


00% Risk-Free, 
Money-Back Trial Offer 

THE SAFE MONEY INVESTOR SERVICE is 
guaranteed 10 save you — or MAKE you — an 
ABSOLUTE MINIMUM of $5.000 exwa dollars in 
the nexi J2 months OR IT'S FREE! 


or just let me know and FI rush you a full refund 
of every penny you paid. PLUS even after the first 
year, you can cancel at ANY TIME WHATSOEV- 
ER fora FULL REFUND on the unused portion of ^ 
your membership. 


And of course, everything you've received in 
the meantime is yours to keep — completely vy 
Take a full ycar to decide for yourself. You must P 
be absolutely delighted with the profits you earn — 


“I didn't lose a 
penny in the bear market!” 


We call this “snapshot” THE 
WEISS EARLY WARNING 
SYSTEM — your best defense 
against falling stock prices. And 
when this market finally hite bot- 
tom, this indispensable too! wil! 
be your best “early waming" that 
a new BULL market is about to 
begin. 


“Thanks to Marty and his advice, 
I didn't lose one red cent in the entire 
bear market.” 


— C. W. Harris, Jr., Long Branch, NJ 


ou're probably wonder- 
ing, "How could YOU 


every major sector as well as the 
stock market as a whole. 


correctly predict the 
beginning of the bear market = 
and the subsequent collapses 
since then — when virtually every 
analyst on Wall Street missed 
them by a mile?” 


Good question. The fact is, I 
have a secret weapon, ` 


To create each new edition 
of aur WEISS RISK RATINGS, 
we have to carefully dissect the 
revenues and earnings ... cash 
and debt ... stock valuations 
and many other fundamentals of 
virtually every company traded 
on the stock market. . 


it also gives us a crystal clear 
snapshot of the overall health of 


If a sector — or the entire 
market — is suffering from falling 
revenues and earnings ... low 
cash and high debt ... excessive 
valuations and other negative 
fundamentals, it's a clear sign 
that you should take your money 
and RUN. 


Discover how THE WEISS 
EARLY WARNING SYSTEM 
can shield you from stock 
market losses - send for 
your FREE copy today! 


Page 26 


SAFE MONEY REPORT 


This is the ‘guarantee’ — designed to relieve any feclings of risk the prospect might experi- 
ence... 
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n 2002, CDs and money market 
funds yielded less than 1% — but my 
*.. Mr. Conservative portfolio produced a 
safe and steady 12.696 GAIN! 


And get this — in the 30 years I've 
been publishing my Mr. Conservative 
portfolio, WE HAVE NEVER HAD A 
LOSING YEAR! 


Of course, your broker will NEVER tell 


My Amazing Mr. Conservative Portfolio: 


NEVER a losing year in 30 years 
and 12.6% growth in 2002! 


you about most of these investments in 
this remarkable portfolio. He won't get 
a penny in commissions when you buy 
them! | 


Nevertheless, these are the greatest 
investments in the world for safety- 
conscious investors — and I'll intro- 
duce you to them in SAFE MONEY 
REPORT! 


H ow long has it been since you 
turned a $25,000 grubstake into a 
$43,000 cash windfall? 


~My World-Beating Gold Stock Portfolio: 


CLOSED profits of up to 172%! 


We're doing it right now. — in my Gold 
Stock portfolio! 


| Urge You — Let My SAFE 
MONEY INVESTOR SERVICE 
Help You TAKE CONTROL Of 
Your Financial Future — NOW! 
This is a watershed moment in your life. Three 
paths lie before you: 


I. You can bury your head in the sand ... con- 
tinue ignoring my warnings and my offers of help 
and get flecced — AGAIN — in 2003 ... 


2. You can keep your money on the sidelines 
and grumble about the puny 1% retums CDs and 
money market funds give you ... 


3. Or you can TAKE CONTROL of your invest- 
menis — and get the guidance and advice that 
keeps your money safe and introduce you to the 


investments that are already soaring 99% ... 144% 
--. up to 307% during this bear market. 


Frankly, only one of these choices makes any 
sense al all. Please — for your own sake — join me 
in my SAFE MONEY INVESTOR SERVICE 
today! 


1 want to help you set the agenda for your more 
successful financial future now. The future won't 
wait unti] you have enough money to be securc. 
Why should YOU wait? 


Look. You've put this off Jong enough — and 
delaying has cost you a bundle. It's lime to 
ACCEPT this risk-free invitation to join me in my 
SAFE MONEY INVESTOR SERVICE. 


To apply for your membership, just complete 


1 This is the end of the ‘closing copy’ — the part of the ad that urges the prospect to act now ... 


1. 


Best Value EVER! 


Direct Response 101 


You get $1,415 worth of FREE gifts and discounts just for 
joining me now in the SAFE MONEY INVESTOR SERVICE! 
SAVE HALF on your Risk-Free trial membership in the 


TWO YEARS of 


SAFE MONEY INVESTOR SERVICE — you SAVE $189 — and receive all this!! 


24/7 access to the SAFE 


MONEY WEBSITE and instant FLASH ALERTS via e-mait 
SAFE MONEY REPORT! access to Weiss Ratings and all or snail mail whenever fast- 
SAFE MONEY materials breaking market events warrant 
" You Aiso Bet — | 100% Money-Back, | 
My Analysis and Advice | Risk-Free Tria! Offer 
AT LEAST 262 TIMES PER YEAR! | THE SAFE MONEY INVESTOR SERVICE 


Each year, 
you'll receive ... 


A 12 regular monthly issues of 
SAFE MONEY REPORT! 


A 250 updates on the 
SAFE MONEY WEBSITE! 


A PLUS, whenever fast- 
breaking market events war- 
rant, you get urgent FLASH 
ALERTS by first-class mail 
or e-mail (your choice)! 


i is guaranteed to save you — or MAKE you 
| — an ABSOLUTE MINIMUM of $5.000 extra 
in the next 12 months OR IT’S FREE! 


Take a full year to decide for yourself. You 
must be absolutely delighted with the profits you 
earn — or just let me know and I'll rush you a 
full refund of every penny you paid. PLUS even 
affer the first year, you can cancel at ANY TIME 
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WHATSOEVER for a FULL REFUND on the 
unused portion of your membership. 


And of course, everything vou've received in 
the meantime is yours to keep — completely 
: without cost or obligation — in the unlikely event 
that you decide that my service isn’t for you. 


SAFE MONEY REPORT 


1 This is the ‘offer page’ — which lists out everything the prospect receives when he responds ... 
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L ! Call TOLL FREE 1-800-236-0407 
SAVE NME. Call TOLL FRERIK bonuses - FREE! 


Phone-in Phone-in 
Bonus #2: 


. Bonus #1: 
.. The Weiss Bank 
, » Blacklist 


Tf you have your. 
money in one of 
these 100 losers dur- ` 
ing a failure. your money 
could be FROZEN and all your 
funds over $100,000 (including interest) 
‘will most Jikely be lost. Urgent help for 
serious savers and investors — FREE! 


insurance companies — x 
many of these household x 

names — are now on my “endan- 

gered tist” Is yours one of them? Jf so. 

` YOU will be Jefi holding the bag! Find out 


if YOUR insurer is On this list of losers 
now — FREE! 


FREE GIFT CERTIFICATE 


SAVE $189 » $1,415 in Discounts and FREE Gifts « RISK-FREE OFFER 
YES DR. WEISS! Piease Select Your Preferred Payment Method: 


Help me insulate my money and rake in profits 


of up to 300% and more in this bear market! | _] Enclosed is my check/money order payable to 
I understand that | can cancel anytime during the first N SAFE MONEY REPORT for $ 
year of my membership for a full refund, or anytime — " =a " 
thereafter for a refund on the unused ponion of my | esu: e sa | 


membership. J further understand that everything J 
reccive is mine te keep no maner what. 
| {BEST OFFER: Please sign me up for a 
L— risk-free. two-year membership at the half-price 
introductory rate of just $189. 1 SAVE $189 and receive .. | Signature: | 
A RAKE IN PROFITS OF UP TO 307% IN THE | | 
GREAT INVESTOR SWINDLE OF 2007200 Please fill in the information below from the 
4 THE WEISS RISK RATINGS highlighted area of the back cover af this report, 
FOR YOUR STOCKS AND MUTUAL FUNDS ... 


| Cade Expres: i 
H 
| 


A THE WEISS WINDFALL STRATEGY, aod (Your 10 #: | Otte * | 

A THE WEISS EARLY WARNING SYSTEM ! | i 

sbsoluicly FREE! : : 

A PLUS two years’ access to your SAFE MONEY Name. : 

WEBSITE ... = i 

A AND 24 issues each of SAFE MONEY REPORT! bs | 

| Mailing Addres: i 

| GREAT OFFER: rd rather begin with | i 

one year at the introductory raic of jnst $99. 1 

1 SAVE $90 and recciye ... City: i 

4 Rake In Profits Of Up To 3079. in the Great Investor um en i 

SWINDLE of 2003-2004 absolutely FREE ... f State: z | 

A PLUS ont year's access ta your SAFE MONEY WEBSITE... | 2" T f 
A AND 12 issues each of SAFE MONEY REPORT! : 

OR Join Fax! | Deytere telephone ls case Inre are any questions processing yout order): 1 

OR Join By Fax! | 

i 


| 
Just Fax BOTH sides of your FREE GIFT CERTIFICATE to | - 
1-561-625-6685 | For special Flash Alens va e mai, please enter your mari adress: | 
24 HOURS A DAY, 7 DAYS A WEEK! l ; 


NOTE: Please correct any errors on the mailing labet on the other side of thi 
and use the enclosed, postage-paid envelope to retum this new member ap; 


SAFE MONEY INVESTOR SERVICE * 4176 Burns Road * Palm Beach Gardens, FL * 33410 


1 The ‘order form’ — which presents the different ordering options ... reinforces the benefits 
... and then urges the prospect to act now ... 
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The Nuts and Botts 
of Direct Mail 


Since this course covers a great 
deal of direct mail promotions-T'd like 
to quickly go over the basics of direct 
mail, including the various jargon that 
we use. 


The three main components in- 
volved in direct mail are: 1) the product 
. 2) the list ... and 3) the promotion. 


The product can be anything. In this 
course. we'll be covering a lot of exam- 
ples where a newsletter is the product. 
soinetimes a natural health newsletter. 
Other times a newsletter about making 
better investments. 


But direct mail has proven suc- 


cessful in selling books (all kinds from 
health to business to cooking) ... nutri- 
tional supplements ... exercise equip- 
ment ... and hundreds of other kinds of 
produets. 


The Power of a Simple 
List of Names 


With the product in place. the list 
is the next big consideration. By “list.” 
I’m referring to the specific list of 
names and addresses of prospects that 
are collected and grouped based on 
specific data — whether it's demographic 
data, purchasing behavior, or anything 


else. 


Direct Response 101 


In direct mail, the list really is ev- 
erything. You could have an amazing 
product ... the world’s best promotion 
... but ifthe list ts wrong ... well. 
you're going to fail. The list must be 
selected according to their propensity 
of people on the list to buy what you're 
offering. 


For example, if you re selling a 
nutritional supplement for heart health 
... you'd love a list of prospects who 
purchased heart health supplements 
within the last 12 months. Because 
they re what we like to call *pre-quali- 
fied’ — they've already demonstrated 
a willingness to buy products just like 
yours. So you know that with the right 
product/offer and good copy, you've got 
increased probability that thev ‘Il buy 
from you. 


That's what this is all about: Prob- 
ability. With every action you take as a 
direct response marketer. your goal is 
to increase the probability of making 
the sale. So creating a better product ... 
selecting a better list ... writing a better 
promotion ... all these things increase 


your chances of success. 


This is Where Your Copy Comes In 


After your list, you have the actual 
promotion. In the early days, the pro- 
motion would usually just be a simple 
sales letter packed into a basic envelope 
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with a coupon-sized order form. It 
looked very much like a basic type- 
written letter from one friend to another. 
These are the kinds of letters that were 
sent out by Robert Collier and the early 
giants of direct mail. 


As the art evolved, marketers began 
to test different envelope sizes and 
teaser copy (copy on the outside of the 
envelope that attempts to entice the 
prospect into opening it). On Figure 
1-9, 1-10 and 1-11, you can see some 


various examples of envelope sizes and 
1easer copy. On Figure 1-12 you can 
see what a sales letter looks like. Often 
included in modern direct mail enve- 
lopes are ‘lift notes." which you see on 
Figure 1-13 and Figure 1-14. 


As times progressed. other formats 
were introduced. For example, when 
Jim Rutz and Ed Elliot accidentally 
discovered the magalog - it produced a 
huge shift in response rates. That’s be- 
cause it looked less like an advertising 
promotion and more like something of 
actual value (in this case, a magazine). 
Many of the examples we'll be cover- 
ing in this course will be magalogs, 
because they’ ve become the dominant 
direct mail format over the years. For 
an example, see Figure 1-15. 


Other examples are bookalogs (F ig- 
ure 1-16). slim jims (Figure 1-17), and 
tabloids (Figure 1-18). These formats 


have often outperformed the simple 
direct mail envelope — but not always. 
It depends on the product, the list, the 
ROI (revenue on investment) and other 
factors. 


Okay, onward! 


No matter what the format, once a 
promotion is printed and mailed out. it’s 
level of success is measured. Remem- 
ber. that's what distinguishes direct re- 
sponse from other forms of marketing. 
Everything is scientifically tested and 
tracked. 


The success of a promotion depends 
on the goals set forth by the marketer. 
For example. some promotions are 
designed to make a profit. If you're 
mailing a direct mail promotion to your 
existing customers for a backend prod- 
uct. you're going to judge purely by 
your ROI — the cost measured against 
the total amount of money received. 
The higher the ROI. the better, 


However there are certain times 
when a lower ROI is better! Yes. it’s 
true. For example. many newsletter 
promotions are NOT designed to make 
a profit. After all, how much profit is a 
company really going to make on a $39 
newsletter when it’s sending millions of 
big. expensive pieces of direct mail out 
every week? 


i i n ndn 
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This is a 6 x 9 envelope 


DON MCALVANY 
10000 N. 31st AVE 


i. C102, P NIX, AZ 85051 


How My “Incurable” 
Liver isease Led 
lo The 


Direct Response 101 


share it with you today, 
along with dozens more 
treatments for medical 
“lost causes”... like heart 
disease ... memory loss .. -crippling 
joint pain ... and even cancer! 


Dox MCAI VANY 


I took my good health for granted ~ until the day I was diagnosed with liver 
disease. My doctors told me there was no cure. I wasn’t about 


give in... and it’s a 
good thing I didn't. I found a cure that reversed my disease in just 12 days! Let me 
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This is a 710 envelope 


From pixie-dust cohosh to cancer-causing HRT, 
women's health is being put at risk. it’s time for something better. 


EXPLOSTED. 
sad tales of prod 
GE 2 PAGE 4 


bad fi i: 
5,5 MANIPULATED. Terror and disfigurement 
are nor the only choices for women worried 
about breast cancer! PAGE 6 


agra" and other 
disease-mongering. 


peddled useles: 
concerned over H 
BULLIED. Diets: good for lu 
women. PAGES 
ORUGGED. Women in pain were told to take 
Vioxx, Now what? PAGEB 


www.nakepeacetotalpackage.com 


The Ultimate Desktop Copy Coach 


Real Value 
May 2004 
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Urgent Alert 


By Larry Edelson 
VIDE Reat Wealth Rept 

If you had acted quickly on 
each of my "buy" and "seil" 
signals for gold stocks between 
January 2001and March 2004, 
you'd now be siting on AVER- 
AGE gains of 85%. 


My AVERAGE gold stock 
would have NEARLY DOUBLED 
YOUR MONEY ... 


m Your Agnico-Eagle would 
have MORE THAN DOUBLED. 


Our Gold Stock Gains Of Up To 548% Were Just The BEGINNING: Now, Every Indicator I 
Trust Is Virtually Screaming, “It’s Time To Aim For Even GREATER PROFITS!” 


"Natural Resource investors 
Are Going To Get Rich, Rich, AIGH 
in2004-2005f 


Just as I forecast a year ago, natural resource prices have begun to sky- 
recket: NICKEL is up 77% ... COCOA is up 86% ... NATURAL GAS is 
up a whopping 1433% ... 


... And select natural resource stocks have done even better — 
spinning off 154% ... 206% ... up to 524% GAINS! 


Here are two irrefutable reasons why this great Natural Resource price 
explosion is only just BEGINNING ... AND how you can USE it to grow up 
to SIX TIMES RICHER in 2004-2005! 


sor jümpitig 144 6 30 jüstover a" > > 


year... 


B Your Royal Gold stock would 
have made you up to 239% richer. 
and... 


8 Your Glamis Gold would have 
earned you a total 548% WIND- 
FALL — enough to turn a 
$50.000 investment into $324.000! 


PLUS, at this writing. the 
gold shares I'm currently recom- 
mending are up 73% ...14166 ... 
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“and 239% since I first recom- 


mended them! 


It never hurts to take 

a 548% GAIN - but I 

want you fo do better, 
MUCH BETTER! 


For nearly a vear now — in 
e-mail alerts and special bulletins 
like this one — 1 have warned 
anyone who'd listen that 
Washington’s record interest rate 
and tax cuts, combined with wild 


(continued on page 2j 
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Order NOW and Receive 6 i ae FREE 


Grow Your Wealth With Mathematical Precision = Even In Treacherous ; Times Like These: 
The Only Scientific Way To Consistently Find America's Most Wildly Profitable Stocks! 


Push-Button Profits Portfolio — 7 reports plus: 


Build Massive Wealth with Scientific Investing ... An inside 
look at the Nobel-Prize-winning discovery 


The Simple Secret to Building a Million Dollar Retirement 
Portfolio ... How to turn $25.000 into $1 Million ... FAST 


Mutual Fund Millions .., Build a mutual fund porifolio that will 
put Morningstar and other services to shame 


Overnight Riches: A Guide for Speculators ... Use Tony 
Sagami's high profit strategy to reap profits of $5,000 or more 


ALSO: You get full and FREE access to Tony Sagami’s SCIENTIFIC INVESTING website — and 
alt of today’s most advanced investment research tools — A $35-PER MONTH VALUE — FREE... && 


AND: Reply now — within 10 days or less — and receive one more valuable bonus: Tony 
Sagamis 3 HOTTEST GROWTH STOCKS FOR JUNE, 2001 — A $79 Value — FREE ... 


PLUS: You'll SAVE upto $178 on your SCIENTIFIC INVESTING service — that's a total savings 
of $1,196 on America's most profitable stock-picking service! 


Take advantage of this generous risk-free introductory 
Sifter new: Dial TOLL-FREE 1-808-827-0940 or complete 
and mail the FREE GIFT GERTIFIGATE! 


Pieese complele and maitin the enclosed oostage-paid envelope 
i 
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Your Satisfaction Is 
100% Guaranteed! 


V/ You will know what works for a woman and what doesn’t 


You will know your choices always and be able to make the best 


decision for you 


You will always know which brands, which treatments, which approaches 
are safest znd most effective, based on independent clinical testing 


You will never get sick again, because you will focus on what helps your 
body self-heal, instead of symptom-chasing 


You will stay healthy, using natures most powerful medicines. 
And you will cease to be pill-dependent.. — - à 
— OR — 


You get every cent back. No questions asked. No fine print. Anytime, even up to the last minute of 
the last day of your subscription term. And, yes, please: Keep all the gifts, reports, issues, research, 
everything you've received from me. 


So you get everything—all for NO risk. Say “YES!” now—and discover how to be a naturally well 
woman today! 


Qer receiving his doctorate from the National — sf Integrative Medicine, Alternative and 

College of Naturopathic Medicine. Dr. Laux Complementary Therapies, and Longevity 
dedicated his family practice and research over among other scholarly medical journals, 
the next 15 years to showing that what “works for He is editor of Nurunally Well Today, the 
him" doesn’t often “work for her.” health advisory thar shows what really works. 

Today, Dr. Marcus Laux is an internationally zi X E P 
recognized leader of che emerging field af Dr. Laux is cutting-edge: 


preventive and oatural health. His revolutionary Ross Pelston, R. Ph., author, 
approach has been featured on CNN, PBS, and Fox How to Prevent Braast Concer 
News. and referenced in the [ntermarional Journal 


“ts Or. Laux’s approach 
successful? Yes, spectacularly 
sot” Jesse Hanley, M.D., 
Former Medical Director, 
Malibu Health and 
Rehabilitation. 


Pioneet of women's health. His best- 
selling book, Natura! Woman, Natural 
Menopause, was the first to name 
names and point a finger at Premarin 
and Provera. 


his findings to 
millions on radio 
and TV in Canada, 
Europe, and USA, 
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Remember how Pac Man could gobble up and destroy enemy invaders? 


Well, the remarkable 32-cent nutrient—named inside—works the same way to 
help remove harmful plaque, heavy metals, and toxins from all 75,000 miles of 
Your arteries, veins and capillaries! The results? You can experience... 


Healthy cholesterol. homocysteine — &4 A powerful immune system to 


and blood pressure levels! fight off chronic infections! 
Freedom from Angina! ef Improved eye health! 
No more painful swelling in your ^ Sharper. clearer thinking! 

legs and ankles! v^ Healthy. radiant skin—and even 

_ _ Improved breathing! help fight off wrinkles and 

Relief from chronic cold hands premature aging! 

and feet! Improved hearing! 
af A boost of energy levels! w And much 


v^ A rebirth of sexual potency! 


‘Try it for yourself at home. 
Guaranteed to work for 
you or it’s FREE! 
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Special Issue 


; #1 HEALTH SECRET REVEALED— 


Nature's Miracle Worker 


ature provides the nearest thing 
know to a miracle for the 
vascular system. It's called 
oral chelation. You pronounce it like 
"kelation." It's good for your heart, 
your arteries, your memory, and 
even your love life! 

Chelation comes from the Greek 
word khele, which means "claw." 
Chelation claws life-robbing toxic 
matals, calcium, plaque buildup, and 
cholesterol deposits irom the walls of 
your arteries. Accumulation of these 
substances means your arteries are 
gradually turning to stone. 

Your vascular health plays the key 
role in reducing your susceptibility to 
poor heaith and circulation problems, 


age-related heart and brain problems, 
sexual difficulties, visual impairment, 
and low energy. Life and good health 
depend on a Steady and adequate 
supply of oxygen in the body; your 
arteries deliver the blood-carrying 
oxygen. If your blood flow is inhibited 
by restricted passages in your arteries, 
the oxygen supply is also inhibited. 
Improving the blood ftow circulates 
more oxygen to your body, boosts 
your energy, and enhances your health. 

Poor cardiovascular health ranks as 
the #1 cause of death and disability in 
America. it’s not just a problem for 
older people, either. 

increasingly, young people fall victim 
to heart problems irom poor circulation, 
too. More than 90% of Americans are 
at risk of developing a serious problem 
because of irregularities in the circu- 
latory system. Few Americans realize 
that vascular problems can begin at a 
very young age. 

All too often, the medical ortho- 
doxy for treating heart problems is 
open-heart surgery, which The New 
England Journal of Medicine says, 
"appears neither to prolong Nfe nor 
prevent myocardial infarction (heart 
atfack)." This is an invasive, serious 
procedure that, at its best, addresses 
only a small part of the vascular 
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And how to claim your own 
$187,349 in free stuff like... 


FREE SECRET “GI BILL” for seniors to 
et FREE college... E 


v» FREE HOME REMODELING ede -uptc to 
$10,000... 


> FREE FUEL & "RRENOOD by the NAR 
» FREE EXEMPTION on your property !axes-- 
PFREE ae movies, shows, overseas 
condos... 
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Not much. But that’s not the point. 
The goal of these promotions is to bring 
in as many new customers as possible 
while breaking even — or even losing a 
little bit of money. They do this because 
these customers have proven to buy 
other products and generate much more 
profit from the company in the long run. 


Now You've Got a Standard 


When an ad has proven successful 
by whatever criteria you've set, it’s 
called the ‘control.’ That means that 
it’s the standard — and it’s what you 
send out in the mail until it ceases to be 
successful, or you find something that 
works better. 


You see, once you've got a control 
in place. your job is to beat it. You test 
other promotions against it and then 
track the results. This is the path of 


systematic, incremental improvement 
that’s at the very heart of direct re- 
sponse marketing. It's why you'll often 
hear writers say, "I bear ihe control!” 
That happens when their test copy 
outperforms the current control for the 


client. 


For example, say that you've got a 
promotion that’s getting a 1% response. 
In some industries, that’s absolutely 
phenomenal - it can make the client 
rich. It all depends on the goals and 
overall ROI. Then the client decides to 
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hire Clayton Makepeace to come in and 
challenge that control. hoping his pro- 
motion will get a higher response and 


become his new control. 


So they mail Clayton's copy and 
it gets 4% response. In a newsletter 
promotion that’s about as realistically 
high a response as you can possibly 
dream of — Clayton’s only had it on a 
few different occasions in his career. 
Now his copy has become the control. 
He gets the royalties instead of vou: and 
because the client can successfully mail 
more promotions, he gets fatter royalty 
checks than you were getting. 


But wait. that’s not the end of the 
story. Not by a long shoi! Let's say vou 


want to beat Clayton back. Once his 496 
control begins ‘fatiguing’ (what we say 
when response on the control begins to 
naturally decline with age), the client 
hires you again to sec if you can do bet- 
ter. 


What do you do? Where do you 
start? 


Why Headlines Are Often King 


If you really want to knock Clayton 
off the top of the mountain, the first 
ihing you'll almost certainly need is a 
better headline. 


Don’t get me wrong: Every part of 
your sales message is important. Your 
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opening is crucial. Your presentation 
of product benefits ... of proof and 
credibility elements ... of the offer and 
premiums ... of your guarantee ... and 
of your closing, “ask-for-the-sale” copy 
are all critical. 


Of all the things you do to produce 
a sale. nothing equals your headline 
when it comes to pushing response 
through the roof. 


In our many combined years in this 
business. we've often seen great new 
headlines produce 25%, 35%, even 
45% lifts in response and ROI. And of 
course. we've seen them add months 
— even a year or more — to the lifespan 
of an aging control. 


Why are heads so important? Two 
reasons: 


FIRST, your headline is the de- 
murely raised eyebrow ... the whisper 
in the ear ... the tap on the shoulder ... 
or the shrieking air raid horn (remember 
those?) that at the moment of impact, 
make it impossible for your prospect to 
Jook at anyone but you - or more pre- 
cisely, anyone's ad but yours. 

SECOND, your headline is the gate- 
way to your sales copy. More than that: 
It’s the sales copy that persuades your 
prospect to read your sales copy. 


In short, great headlines have only 
two functions: 1) To grab your reader’s 


attention, and 2) To convert that atten- 
tion to readership of your sales mes- 


sage. 


When you study the most effective 
headlines ever written, you can’t help 
but notice that each one accomplishes 
these twin tasks by offering the reader a 
BRIBE: A compelling practical and/or 
emotional benefit in exchange for read- 
ing your sales message. 


Whether explicit or implicit, shout- 
ed or whispered, the best heads you'll 
ever read - or write - will be a proposed 
wansaction: “Read this.” they say, "and 
this very specific, very wonderful thing 


will happen for you.” 


“Okay, But How Bo | Write 
a Better Headline?” 


Tf only it were that simple! We'll be 
covering this in great depth throughout 
the course, but for now just know that 
your headline is really just an extension 
of your Big Selling Idea and Theme. 


You see, A-list writers seldom make 
basic mistakes in their copy. The writ- 
ing is nearly always rock solid ... the 
benefits are well-selected ... proof is 
provided ... a strong guarantee is writ- 
ten ... and so on. 


The difference is usually in the 
strength of the idea and overall theme. 
Again. that's the core message that 
drives the entire promotion. It deter- 


38 www.inakepeucetorilpuckage.com 


Direct Response 101 


mines the headline and everything that 
follows it. If it’s off. not much else will 
matter. But if it’s attractive enough to 
the prospect, even average copy will 
often suffice. 


So that’s a big part of the solution 
to beating Clayton’s headline and his 
overall promotion: Find a superior core 
idea. Research the prospect and mar- 
ketplace and find a theme for your copy 
that’s more urgent, more interesting. 
more attractive and more enjoyable to 
read. 


If you can do that, you'll be off to 
the races. 


Now let's shift gears for a second. 
We've talked a lot about the mail. but 
what about the Internet? How does this 
entire process differ on the Web? 


Direct Response Marketing 
on the Internet 


The Internet has proven to be a 
goldmine for direct response marketers. 
You see, direct response marketing re- 
quires that the prospect buy something 
sight unseen. That's one of the reasons 
so much copy is often required — the 
prospect must be given every reason 
to buy, have every objection countered 


and so on. 


And it’s the same with the Internet! 
Tt too requires that the prospect buy 


something sight unseen. Sure, he can 
see pictures — just like he can on print 
ads — but he must make his purchase 
decision without seeing the physical 
product itself. 


On top of that, the Internet really 
has no space limitations. It costs a com- 
pany (more or less) the same amount of 
money to have a one page description 
of a produet as it does to have a 10-page 
sales letter. This is soooo not the case 
in the mail or TV! Every extra page or 
extra minute of screentime costs mucho 
bucks. 


Ditto with e-mails. Compared 
to mailing out a magalog. e-mailing 
promotions to prospects cost virtu- 
ally nothing. That gives you a glut of 
promotional opportunities that would 
probably never even see the light of day 
offline. More on this later. 


So in this sense, the Internet is the 
best possible medium for direct re- 
sponse. In fact. ] would venture to say 
that anybody who's selling anything on 
the Web is already using direct response 
— they just don't know it. (And often 
they're doing a really poor job of it!) 


Common Direct Response 
Structures on the 
World Wide Web 


Now that you understand why the 
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Internet is so great for great marketers, 
let's look at some of the structures at 
play. Often times, direct marketers will 
attempt to make sales from a long copy 
landing page alonc. 


Landing pages are those long scroll- 
ing sales letters you see all the time on 
the Web. Just like offline promotions, 
they start off with a big headline and 
then Jead the prospect through the entire 
case for the product. You'll see the guar- 
antee and order links at the end of the 
letter. just like you see a guarantee and 
an order form at the end of a magalog. 


Landing pages work — we^ve had 
clients convert winning magalogs and 
sales letters offline into landing pages 
and had them perform amazingly well. 


But how do prospects GET to that 
landing page? Ahhh, that's the crucial 
question. You see, no prospect ever 
comes to them without coming from 
somewhere. Sometimes, he's coming 
from the search engines — perhaps he 


searched for a key word related to your 


product. Or perhaps you used a banner 
ad on another website to drive him to 
that page. Other times you might use 


an e-mail to drive him to your landing 


page. 


However prospects are coming to 
your landing page, you must carefully 
consider their pathway. It's a little more 
complex than we've had to do with 


direct mail because prospects can be 
coming to our sales copy from so many 


different places. 


Your job is to make sure there's no 
disconnect — wherever he's coming from. 


“What About List Marketing?” 


I drove home the importance of the 
list in direct mai], but what about the 
Internet? Well, lists are huge on the 
Web too. The difference is that you’re 
rarely going to rent a list [ike vou would 
offline — and instead you're going to use 
direct response methods to build your 
list. 


Thar's what squeeze pages and opt- 


in boxes are for. (Squeeze pages are the 
Short-copy webpages that attempt to sell 
the prospect on joining the e-mail list 

— usually bv offering a free subscription 
to a newsletter ... a free report ... or 
something else of value.) 


Next. the names are collected and 
stored. This constitutes your list. 


Once you have your list, vou can 
begin mailing promotions to it. You 
can use vour e-mails to sell directly to 
prospects on the list (including an actual 
order link in the e-mail) ... you can use 
them to drive the prospects to your sales 
letter/landing page ... you use the e- 
mails to build up anticipation for coming 
promotions ... the choice is yours. And 
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the cost to do all of this is usually free! 


If you don’t have your own list. or 
you can’t afford the time and expense 
required to build one - then you can 
find someone else with a list for vou to 
sel] to. This is often the closest thing 
Internet marketers experience to the list 
selection process offline. Still pretty 
different. but you've got to consider the 
prospects on the list ... who they are ... 
what they've purchased before ... and 
anything else they've done that might 
pre-quality them for your product or 
service. 


When you can find a good list 
— filled with prospects who are ideal 
buyers for your product or service — it’s 
your (or your client’s) job to write the 
promotion ... set up a deal ... and then 
promote to that list. 


Of course, Internet marketing — in- 
cluding crafting promotions and setting 
up deals — is often much more complex 
than this. But I wanted to give youa 
sense of direct response fundamentals 
that are always operating on the Web. 
The media may change, but the prin- 
ciples do not. 


Some Big Benefits to Using Your 
Direct Marketing and 
Copywriting Skills on the Weh 


For us marketers, 1 count three more 
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reasons why the Web truly can be a 
Godsend. 


1l. It’s as Cheap as All Get-Out: 
While it costs our clients up to 
sixty cents to put a direct mail pro- 
motion into a prospect's hands, we 
can reach the same guy on the Web 
for a penny or two — and in many 
cases, free. 


That simple fact transforms risk 
and reward in ways the greats of 
the past could only have dreamed 
about! 


While the potential rewards of 
Internet promotion are every bit as 
great, the cost — and therefore the 
inherent risk — is a fraction of what 


you assume in direct mail. 


l Guaranteed Winners, Anyone? 
When the dust settles after a direct 
mail promo, you basically know 
five facts about vour effort: 


A. How much you spent... 


B. How many folks received your 
promotion ... 


How many folks responded ... 


How much money they spent 


with you, aud ... 


E. How much money you made 
or lost on the mailing. 
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But wouldn't it also be nice to 3. Faster Money: Unlike the U.S. 
know at what point in your promo- Postal Service which takes two to 
tion the buyers actually made their three weeks to deliver bulk mail. 
purchase decision? the Internet lets me deliver my 


Or even better — to know at pre- sales message and begin generating 


cisely what point non-buyers de- sales instantly. 
cided to turn your promotion into a Plus, in direct mail, some 20% to 


birdcage liner? 40% of your orders come back to 


I would have killed for that kind of you by snail-mail - which means 


info on my direct mail promotions! it'll be another long week before 


you have that money to gleefully 


In onlin ing. y i i 
e marketing. you can know toss into the air and rub all over 


re! 
all that and more! your body. 
This is big stuff: See, if your direct 


mail package fails to beat the con- 


When you promote on the Web, the 


celebration can commence instantly! 
trol on its first outing. you've just 


wasted a month of vour life — your Some ofthe Key 
package will probably never be Differences to Consider 


mailed again. 
As we already discussed repeatedly, 


But if you knew precisely at which thanks to the Internet, you actually can 


peint mite copy you Ibstycun reach millions of prospects without 


prospects likeyot can Ore ric spending a dime on paper and postage 


ternet). vou could simply ... —and that’s huge ... 


Repainonteplage esses linkein When we write a direct mail pack- 


yonrsales copy and OET age, we know the client is going to 
Continue testing until you had a have to cough up an average of $550 
wiuner ... io mail it to every 1,000 prospects in 
his universe, That's $55.000 to send it 
to 100,000 potential customers ... and 
$550,000 to send it to 1 million pro- 


spective customers. 


And then keep on refining your 
message until you have an out-of- 
the-park grand slam! 


That’s the stuff dreams are made 


oft On the Web, you can post a website 


that millions will see for five hundred 
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bucks — and then blast a million e-mails 
to drive folks to your site for next to 


nothing! 


So yeah — the Internet is huge and 


cheap, just like everyone says it is. 


And yes, marketing products and 
services on the ‘Net can make you a 
bundle. I know lots of Internet market- 
ers who make tens of millions — even a 
hundred million or more — every year 


on their Web promotions. 


But there is just a little bit more to it 
than that ... 


What internet Marketers 
Don't Teil You 


Wouldn't it be great if the guys try- 
ing to sell you ridiculously expensive 
books, courses and seminars on Internet 
Marketing were right? 


T mean — how great would it be if all 
you had to do was toss a site up on the 
“Net send out a bunch of e-mails for 
free or nearly free and then go goof off 
on the beach while the Web filled your 
bank account to overflowing for you? 


Unfortunately it's not quite that easy. 
Before you can become the world’s 
next Internet mogul. you'd better get 
used to dealing with the three waking 
nightmares that plague more and more 


Internet marketers every day ... 


Difference #1 — Delivery Disas- 
ters: Because direct mail. print, and TV 
and radio advertising cost serious mon- 
ey, marketers are extremely careful to 
send solicitations ONLY to people who 
have demonstrated that they are ready, 
willing and able to buy the product or 
serVice being promoted. 


Not so on the Web: Due to the fact 
that e-mail marketing is cheap — or even 
free in some cases — Web marketers 
have filled our e-mail boxes with far 
more junk mail each day than the U.S. 
Postal Service has ever delivered in a 


week. 


As a result, all the major Internet 
Service Providers (ISPs) now screen 
your mail and block as much of the ob- 
vious spam as they can. And if you've 
bought a new computer or upgraded 
your software in the last few years. it's 
a good bet that your own machine is 
blocking even more. 


Nevertheless, we ali still get dozens 
of junk e-mails every day — and at the 
same time, these automated spam filters 
are often guilty of throwing out the mail 
we want along with the junk! 


We, for example. sometimes have 
trouble getting an issue of Zhe Total 
Package to people who have asked 
to receive it — even after the issue has 
passed our own spam-checking pro- 
grams with flying colors. 
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Needless to say, if you're market- 
ing a product on the Web, this kind of 
wildly erratic delivery can KILL the 
response to your promotions. 


Difference #2 — The Competitive 
Challenge: Remember when Amazon 
was the ONLY major bookseller online? 
Google the word "books" now. and 
you'll get 1.28 BILLION hits! 


Remember when eBay was the only 
major online auction? Google that word 
now. and you'll get 81.3 million hits! 


Remember when Yahoo was the 
only major search engine? Type "search 
engine" into a search engine today and 


you'll get 354 million hits! 


I remember when I could search for 
"Copywriting? and see only a handful 
of hits. These days, I get 3.68 million 
— and another 684 million for *market- 


ing.” 


Plus “weight loss” gets 70.3 mil- 


lion hits ... “hair loss” gives you 30.8 


million hits ... "erection?" 8.73 million 
hits ... “real estate:? 325 million hits ... 
even "rutabaga" gets 426.000 hits! 


Sure — you can spend a fortune on 
search engine optimization and Pay- 


Per-Click advertising on Google and the 


others — or maybe spend big bucks in 
other media to send people to your site. 


If you're very good and very lucky, 
your prospective customers might find 
you on, oh let's say ... the first five or 


ten pages that get served up. 


The point is — the days when Inter- 
net marketing was cheap or even free 
arc gone forcver. The cost of getting 
your site noticed is rising — and will 
only get costlier as the number of web- 
sites on the *Net continues to explode in 
the years ahead. 


Difference #3 — The Credibility 
Catastrophe: To me. this is the biggie 
— the monster that. unless some com- 
puter geek somewhere has a flash of 
inspiration and SOON - has the power 
to forever KILL the Internet as a mar- 


keting tool. 


See, all direct mail, print, TV and 
radio advertising in this country is 
closely regulated by the Federal Trade 
Commission as well as other govern- 
ment agencies. When they catch some- 
one lying, cheating. or stealing (or even 
"misleading"), regulators can shut them 


down in a heartbeat. 


Not so with the Internet. It doesn't 
give a flying fig what regulators or 
politicians say or do. If Washington 
proclaims something they're doing is 
illegal, they can just pull up stakes and 
move to another country where the laws 
are more lenient. or the officials more 
bribable, or both. 
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And so, the Internet has become the 


sleaziest of all the channels available to 


marketers — with armies of scam artists 
filling your e-mail box with fraudulent 


promotions and other swindles. 


» 


» 


» 


Like the jerk whose e-mails Jook 
exactly like an official communica- 
tion from an eBay member. asking 
you to “sign in” — provide your 
user name and password - to an- 
swer a question. 


Once you do. he has full access to 
your account, enabling him to re- 


route money due vou to him! 


Or like the creeps that put out offi- 
cial-looking e-mails from Amazon. 
com telling you that your credit 
card is no longer valid and asking 
vou io “log in” and give them a 
new one. 


Fall for that one. and you can bet 
someone else will be living the 
high life on your money in no time 
flat! 


And like the hordes of swindlers 
who fill your inbox with unsolic- 
ited e-mails swearing that they can 
make your bank account, your hair 
and your male member grow while 
making your waistline shrink. 


Listen to any of those swindlers, 


and you might as well flush your pay- 


checks down the toilet along with the 
very. very expensive urine you’ll be 


producing! 


No wonder more and more consum- 
ers only believe about half of what they 


see on websites — and nothing that they 


read in their e-mail boxes! 


Needless to say, this is NOT a good 


thing for honest marketers. 


BOTTOM LINE: With spam filters 
and other problems depressing e-mail 


delivery rates ... with skyrocketing 


competition on the Web lowering indi- 


vidual website traffic ... and with rising 


skepticism among consumers hammer- 


ing readership rates, click-thru rates and 


conversion rates ... 


... the cost of making sales on the 


Web is rising and many promotions 


- even ones that once brought big bucks 


to marketers — are flagging. 


In short ... 


The Internet Is Growing UP; It’s 


Time Internet Marketers Did Too! 


Frankly, most Internet marketers 
have been spoiled rotten. 


Sorry guys. but we both know it's 
true! 
For more than a decade now, the 


fact that this medium was brand-new 
and prospects were wide-eyed has al- 
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lowed direct marketers to get rich with- 
out ever having to think much about 
the strength or weakness of Web-based 


sales copy. 


The same goes for the many en- 
trepreneurs who have written the copy 
themselves — or cheaped out by hiring 


neophytes to write for them. 


The fact is, the copy in 99% of 
the e-mails that’s blasted and 99% of 
the websites that have been built is so 
weak, it would have long ago sent any 
direct response mail, TV or radio mar- 
keter into bankruptcy. 


Now, with the Internet maturing and 
becoming more competitive ... with the 
costs associated with driving prospects 
to websites rising ... and with the aver- 


age "Net consumer growing older, wiser 


and more skeptical — amateur night is 
over. 

Suddenly, many Web marketers 
are beginning to find themselves in the 
same boat as their peers who use other 
advertising media ~ desperately search- 


ing for ways to boost response. 


All This Presents an Amazing 
Opportunity for YOU 


Not long ago, we were studying a 
series of landing pages hosted by one 
of the nation’s most successful Internet 


marketing companies. 


Now, this company has it all. It has 
hundreds of wonderful employees who 
are experts in all the nuts and bolts of 
Web marketing. One word from the 
Prez, and the company’s Web division 
can conceive a new website before 
10:00 AM ... have it written by lunch 
... and have it designed, programmed 
and making sales by quitting time. 


In short, the owners have built a 
Ferrari of a company - with all ihe high 
tech talent and infrastructure they need 
to dominate their industry ... 


. But instead of paying for high- 
octane fuel — powerfully compelling 
sales copy created by proven profes- 
sionals — they re pouring cheap kero- 


gene into the gas tank! 


Fact is, if they ever try sending 
their Web sales copy out via snail mail, 
theyll be lucky to recoup 10% of the 
money they spend on postage! 


Nevertheless, on the low-cost Web, 
the company’s lousy copy generates 
nearly $100 million a year in sales 

and they're laughing all the way to 
the bank. 


| 


The fact that they’re getting rich 
doesn't mean that they're smart. To the 
contrary; it’s proof positive that igno- 


rance truly is bliss. 
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Because if their copy didn't suck. 
they'd be making $1 billion a year 
instead of a lousy $100 million. Since 
everything else is already in place, that 
1,000% increase in sales could happen 
in the twinkling of an eye. 


Unfortunately though. the compa- 
ny’s copy will probably continue to 
suck — and the owners will continue 
leaving 90% of their sales on the table 
— because they just can't quite bring 
themselves to pay a top copywriter a 
commission on the increased sales he or 
she could produce for them. 


But Hot Every Company 
Is This Stupid 


And that’s great news for you. With 
the explosion of the Web, and the fact 
that the Internet is primarily a direct re- 
sponse medium — the opportunities for 
you are boundless. There are literally 
thousands and thousands of successful 
companies out there ~ and many more 
popping up each and every week. 


They need copy ... desperately. But 
they need GOOD copy. 


The kind of copy you're learning 
how to write with this course. You see, 
this course was created by "reverse 
engineering" winning promotions by 
many of the best copywriters to have 
ever lived. It takes everything they do 
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— consciously or unconsciously — and 
then puts it all into a powerful series of 
steps you can follow to write copy on 
your own. 


Furthermore, most copy writers on 
the Web often lack the discipline and 
exposure to great copy that the top writ- 
ers offiine have gotten. But not you! 
Even if you strictly write copy for the 
Web. you're getting an inside look at 
some of the most meticulously sharp 
copy and principles available anywhere. 


Armed with that, you'll be able to 
write far superior Web copy — and grab 
your share of the very best opportuni- 
ties on the Web. That 10% of the $100 
million ... or $50 million or whatever 
Size company you encounter ... can be 
yours. 


What Every Direct Marketer 
Needs to Know About Making 
Cony Work Better 


Now that you know the importance 
of sales copy. lets look at Clayton's 
strategy for getting more from it. This 
process is what he calls the “30 Percent 
Solution" - and it bas helped him qua- 
druple sales and profits for four compa- 
nies and boost sales by up to 4,300% in 


one year. 


But let me warn you ... the 30 Per- 
cent solution will only work when the 
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company is smart enough to put mar- 
keting out front — leading the charge for 


the entire company. 


Tf an organization puts their “Execu- 
tive Committee" first instead — with the 
Marketing department firmly under its 
iron thumb - their marketing will be 
hindered by a bunch of useless red tape 
and sales will suffer. 


But once a marketing department 
is empowered to lead the way, it is em- 
powered to .. 


l. Attract more customers ... 


2. Sell more things to those custom- 
ers. more often. aud ... 
3. Increase the amount of money each 


customer spends on each purchase. 


Do those simple things, and you 
can't help but grow. Do them well, and 
your growth can be explosive: 


» At Security Rare Coin, these three 
enhancements produced more than 
100,000 new customers; sales 
jumped from $360,000 to $16 
million a month in one year ~ a 
4.300% increase. 


» At Blanchard & Company, they 
also produced well over 100,000 
new customers and drove sales 
to well over $100 million per 
year. 


» At Weiss Research. they more than 
quadrupled subscriber files, made 
Safe Money Report the largest $99 
investment letier in the world, and 
helped quadruple profits. 


Boosting 5 Key Metrics 
hy Just 30 Percent Each 
Instantly TRIPLES Sales! 


On these and other occasions, Clay- 
ton created quantum growth in sales 
revenues and profits by “keeping it 
simple” — aiming for a reasonable, eas- 
ily “doable” 30% boost in each of five 
key metrics: 


1. Increasing the number of new cus- 
tomer promotions per year ... 


Ds] 


nereasing the size of each new 
customer acquisition promotion ... 


3. Increasing the response rate to each 


of these mailings ... 


4. Increasing the number of times each 


customer orders per year. and ... 


5. Increasing the size of each of those 


orders. 


To increase the number of new cus- 
tomer acquisition promotions by 30%, 
Clayton gives his clients a handful of 
tools and strategies that let them read 
response and react a couple of weeks 
sooner on each mailing. 
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For example, one of Clayton's cli- 
ents did about six major mailings each 
vear 10 rented mailing lists to attract 
new customers, He'd typically wait 
three weeks after he received his first 
order from a mailing to see which lists 
were working for him, then order more 
names from those lists and a handful 
of new test lists, prepare any package 
refinements he wanted to test. then print 
and mail the next volley. 


This process took about eight weeks 
minimum — sometimes longer — and 
limited him to an average of six major 
new customer acquisition mailings per 


year. 


Clayton figured that if they could 
just cut a couple of weeks off of the 
time spent preparing each mailing 
- mail every six weeks instead of every 
eight — the client could mail as many 
as nine times per year. That's a 50% 
increase that could bring his client 50% 
more new customers each year. 


Long story short, it worked. 


BIGGER 
New Customer Promotions ... 


Fortunately for Clayton. this client 
was an inveterate record keeper. In each 
mailing of a hot new control, he consis- 
tently tested a number of rented mailing 
lists. And he kept data on response 


rates, average sale and return on invest- 


ment on every list. 


So, it was a fairly simple matter for 
Clayion to pick a handful of lists that 
consistently outperformed all others. 
designate them as “A” lists, and then 
index them against every other list the 
client’s tested. Then. once he had data 
on how well a package/"A" list com- 
bination worked, he simply used that 
index number to predict how well the 
other lists would respond to the new 
promotion package. and roll-out big 
time. 


Result: He was able to roll much 
bigger with his "known" lists almost 
immediately, adding millions of names 
to his client's new customer acquisition 


mailings each year. 


Plus. Clayton and his team found 
a Way to broaden his client's mailing 
universe simply by getting list brokers 
to work harder for him. 


The client had pretty much been 
“faithful” to a single mailing list broker 
for years. Clayton encouraged his client 
to institute agreements with multiple 
brokers, promising each an exclusive on 
each new list they bring to him. 


Each of these ideas became a list 
test. entered on the mai] plan using a 
projector that reflected how similar lists 
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have performed with the promotion we 


were using. 


How to Get a 30% Lift in Response 


This one's a little trickier. But it’s 
not un-doable. We’ve routinely seen 
new promotion packages — and even 
headline, premium, offer and other tests 
on control packages — bump response 
20% to 30% and even more. Some- 
times, much more. 


Let's say you're getting a 1% re- 
sponse rate. That means 10 people in 
1.000 are saying "yes" to your offer. All 
you need to do is find three more buyers 
per 1.000 pieces mailed. 


Piece of cake. The key here is to test 
aggressively in each and every mailing. 
without allowing our tests to slow the 
process. 


For this new client's first roll-out 
of a hot new control package - for 
example, Clayton often tested two new 
headlines and four offer variations. 
Next, he would test his best headline/ 
copy/offer combination in two, maybe 
three cheaper formats. 


The cool thing is, this entire course 
is based on copy techniques that rou- 
tinely boost response 30%, 50% and 
more, So just by following the princi- 
ples you're learning here. you're bound 
to lift your response. 


For now though, suffice it to say. 
bumping this client's response by 30% 
is eminently doable. Heck. One of 
Clayton's early promotions for him beat 
his control by 300% — ten times more 


than his conservative 30% target. 


"lf you make money ona 
eustomer acquisition mailing, 
you're fired!” 


A few years back, a client hired a 
new marketing director and told her 
that she would be reporting to Wendy 
and Clayton! In Clayton’s first meeting 
with the new employee. the business 
owner stuck his head into the room and 
told her. “Just do whatever Clayton and 
Wendy say. You report to them.” — and 
then vanished. 


It was a joke, of course, and Clayton 
told her so. Everyone in that company 
reports to the owner. Clayton was just 
an outside guy. A consultant. But he did 


have a few pointers to help her. 


Clayton told her, “Your Prime Ob- 
jective is to produce as many new cus- 
tomers as possible every month. 


“Your goal is to do this at break- 
even. For every dollar you put into the 
mail, we want one dollar back - AND a 
new customer. 


"[f vou make a profit in a promo- 
tion designed to attract new customers 
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— if you get $2.00. $1.50 or $1.01 for 
each dollar you spend - that’s a bad 
thing. It means you didn't mail enough 
promotion pieces or bring in as many 
new customers that month as you could 


have." 


Clayton showed her how each new 
customer stayed with his client for an 
average of seven years and made subse- 
quent purchases that generated $500 in 
net profits every year. 


That meant each new customer was 
worth $3,500 to his client — and every 
new customer he didn't get would cost 
his client $3,500 in profits down the 
road. 


“So.” Clayton said. "as far as your 
boss is concerned, losing money on a 
promotion now and then is forgivable. 


breaking even will make you a hero. 
But consistently making profits on new 
customer acquisition promotions will 


probably get vou fired.” 


Right then and there. Clayton es- 
tablished an aggressive new customer 
acquisition strategy designed to break 
even on each promotion ... 


He tested each new promotion 
package against the existing control in a 
special panel consisting of an nth-name 
selection (a geographically balanced 
portion) of each of our “A” lists. 


1 just means you're trying. Consistently 


If the new package won — if it pro- 
duces a higher return on investment 
(ROI) than the control, Clayton looked 
at how every other list in his client's 
universe had historically performed 
against those “A” lists and used the new 
package's return on investment with 
his client's “A” lists to project what his 
ROI would be if he mailed each “B” list 
in his untverse. 


Result: For every dollar his client 
mails, he gets one dollar back — and a 
new customer. 


Over the next three years, Clayton 
quadrupled the number of paying cus- 
tomers on the client's file — and because 


the client broke even on his average 
new customer promotion. each one of 
them cost him $0. 


Atthe end of 36 months, those 
customers were handing the client more 
han $80 million in sales and tens of 
millions in net profit each vear. 


When you want to grow really, 
REALLY fast you can actually LOSE 


money on new customers ... 


That's right, at Blanchard & Com- 


pany. Clayton set out to /ose money on 


every new customer he generated. 


Crazy, right? 
Yeah: Crazy like a fox! 


First, he did his homework. He 
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studied their active customer file. He 
determined that each new customer 
made an average of five purchases per 
year ... that the average purchase was 
$1.500 ... and that the net profit on each 
of those purchases was about $500. 


Furthermore, he discovered that 
the average new customer made one 
additional purchase in his first 60 days 
with Blanchard, producing a $500 
profit. Then he figured out that if he 
could spend just $200 of that to “buy” 
new customers, he could bring in two 
or three times more new customers each 
year. 


Clayton didn’t tell the owner that he 
was planning to “lose money” on each 
new customer. He told him, “1 just want 
an extra 60 days to break even on each 
new customer. I just want to change the 
bookkeeping entry a bit — add the profit 
from second purchases in the custom- 
ers’ first 60 days to the revenues gener- 
ated by my new customer acquisition 


mailings.” 


Clayton showed him how the team's 
Prime Directive had been to mail his 
new customer acquisition promotions 
to as many prospects as possible while 
breaking even. But the problem was, 
some of the biggest prospect files out 
there just wouldn’t come in at 100% of 
cost no matter what they did. 


Clayton showed him how that 
meant he was Jeaving thousands of new 
customers — and millions of dollars in 
future profits — on the table. He demon- 
strated how, if the owner could just mail 
down to, say, 85% to 90% of cost. he 
could add millions more names per year 
to his mail plans and tens of thousands 
of new, paying customers to his house 
file. 


So Clayton suggested the client con- 
sider “cooking the books” a little bit. 
Instead of insisting that his new cus- 


tomer acquisition mailings break even 
($1 in for every $1 they cost), he sug- 
gested that when we find huge files that 
we can’t get to break even, we allocate 
part or al] of that first 60 days income to 
the new customer promotion. 


lt worked like gangbusters. The 
company, which had been running a 
distant third in its industry, rocketed to 


#1 within a year. 


In fact, this strategy has worked so 
weil for him over the years, he’s contin- 
ually does the same for any new client 
that comes into the pipeline. 


Back to our 30% example ... 


Time te Start Optimizing 
“Lifetime Yaiue” 


Once Clayton’s got his client to do 


bigger new customer promotions, more 


tn 
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often, it was time to kick things up an- 
other notch — by bumping the number 
of times each customer orders, and how 
much he spent with the client each time. 


Until this point, his clients had 
done what many direct response 
marketers do: They simply mailed a 
couple of promotions to their entire 
customer file each month. We call that 
“vertical” marketing. No matter who 
you are, no matter what kind of prod- 
uct you've purchased in the past. you 
get the same offers as everyone else 
on his file. 


Not a terrible approach. but it’s pos- 
sible to do better by combining vertical 
and horizontal marketing techniques. 


Horizontal marketing treats each 
group of customers on your house file 
in ways that ensure optimum response 
and maximum order size. Horizontal 
marketing asks ... 


» “What kind of product has this 
customer demonstrated a desire 
for before?" — and then offers him 
an add-on that addresses the same 


desire or concern. 


» “Where is the customer in his life 
cycle with us?” — and then sends 
him promotions that are compat- 
ible. 


» "What's going on in my customer's 


him promotions that are compat- 
ible. 


So in addition to vertical promo- 
tions sent to the entire file — our client's 
customers receive horizontal promo- 


tions: 


»  A60-day campaign for a Presi- 
dents Circle promotion designed 
to make a quick second sale to his 
new customers in their first two 


months ... 


» Upgrade mailings to buyers whose 
selection of products has dem- 
onstrated a particular desire or 
concern. offering a new add-on 
product that addresses that same 


issue ... 


» Personalized “renewal.” "re-order" 


and ^we-want-y ou-back" promo- 


tions at the appropriate times ... 


» — Special discounted offers on the 
customer's Birthday. anniversary 
and other special times of the year. 


Plus, for the vertical marketing, the 
entire file also gets two major mailings 
each month: One focusing on one of our 
hottest products. and another kind-of 
catalog mailing that invites customers 
to try anything in our product line at 
preferred prices. 


Will this kind of comprehensive 
strategy — along with harder-hitting 


www makepeacetotaipackage.com 53 


The Ultimate Desktop Copy Coach 


sales copy — give us the 30% bump in 
response. average sales, profits and cus- 
tomer lifetime value we're looking for? 
You bet it will! 


This process is at the very heart 
of direct marketing — something you 
MUST understand whether you're a 
copywriter, marketer or business owner. 
So think about it like this — what could 
you do right now — today — to ... 


1. Increase the number of new cus- 
omer acquisition promotions you 
field each year? 


to 


Ramp up the size of each of those 


promotions? 


3. Increase the number of prospects 
who sav. “YES!” to each of those 


promotions? 


4. Boost- even incrementally - the 
number of additional times each 
customer orders per year? 


wa 


Pump up the size of each of those 
orders? 


6. Cut marketing and fulfillment costs 
without adversely affecting the 
number of new customers you gen- 
erate Or sales volume to existing 
customers? 


Answer these questions and you'll 
be well on your way to at least tripling 
your sales and profits! 


With Your Direct Marketing 
Foundation in Place, 
it's Time te Master 
the Conywriting Process! 


I've spent a lot of time on Internet 
marketing and direct mail strategy 
because they give you a clear, solid 
foundation in the principles of direct 
marketing. Remember, copywriting is 
the language of marketing — it’s differ- 
ent than other forms of writing. 


Your job is to sell, nothing else. To 
do that at the highest possible level, you 
must also understand how direct mar- 
keting works. 


The copywriter who can speak intel- 
ligently about direct marketing ... who 
can pinpoint potential flaws in how the 
copy and overall marketing campaign 

is being executed ... and who can offer 
suggestions for making it work better ... 


Well ... let me say that this kind of 
writer is rare and priceless to clients. 
Especially when you know all the re- 
sponse-boosting tips and tricks you're 


about to discover. 


So as you progress through this 
course, don’t merely think of yourself 
as a writer — think of yourself as a direct 
marketer who just so happens to write. 
It'll make a world of difference in your 


success and income. 
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Chapter 1 Action Steps 
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Now you know more than most about Sales- 
manship in Print. and its time to get started. 


l. Choose one product or service ro write 
about and to use throughout this entire 
course. This can be one of your ads if 
you're a business owner, an assignment 
if you're a copywriter, or even a spec 

promotion of an existing product or service 

to use as a sample and/or to present to the 
company to land a new job. 


By focusing on one product or service 
during this course, you will have the com- 
prehensive copy necessary for a complete 


promotion. 


“But. I’ve got more than one product or 
service that needs copy?” That's an excel- 
lent problem to have because it means you 
have ample opportunities for profit! The 
solution is prioritizing -- a necessary skill 
of all business builders ... whether vou are 
a copywriter, marketer or business owner. 
You can prioritize by deadline and/or 
income potential ... or any other critical 


parameter in your business or industry. 


Attention and concentration are critical for 
learning and profit producing. This course 
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is extensive and will require that you con- NETT z Notes ©; i 


template a multitude of topics thoroughly 
as well as write and rewrite so it is very 
important that you commit to one product 
or service in order to stay focused and 
enjoy the mental satisfaction and economic 
rewards of completing a project ... You 
can always go back and use the chapters. 
as needed, for other promotions. 


If you absolutely must work on multiple 

products or services at the same time, only 
work on the other or others after complet- | 
ing all the Action Steps for your primary 
product or service, Promise? | 


2. As you study and review this course, be 
sure to underline, highlight, circle, tab, 
dog-ear, and take notes since you will be 
applying all the techniques and principles 
mentioned and wil] need to review the 
material in the future. 


Be sure to study the examples provided 


[n 


throughout the course. Each is a fantastic 
illustration of the principles being broken 
down within the chapter. 


Also, continually refer to the Superstar 
Swipe File we provided with the course. 
See if you can notice how the secrets being 
broken down in each chapter has been used 
in the promotions contained inside your 
swipe file. This will make your learning 
much more interactive! 

For example, Chapter 2 deals with 


research. So once you've read to the end. 
pick out a promotion and see if you can 


notice all the ways that research went into 


————— n d 
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it. The same as you learn about Offers in — . Notes 
Chapter 3 ... Benefits in Chapter 4 ... Proof : 
in Chapter 5 ... and so on. | 


This is one of the very best ways to master 
the skill of copywriting, and every great 
writer has done it. 


en 
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Research: 
How to Lay the Foundation 
for Success 


penses 


——X—————— 


stil 


In this Chapter .. 


m How to start any project off with a bang. Do 


this and 75% of your work is already done for 
you — and you're many times more likely to 
succeed (this is the place where most writers 
cut corners, so you're sure to be miles ahead of 
your competition!) 


Three absolutely critical research skills that 
every million-dollar copy writer has mastered. 
These short-cuts will give you EVERY THING 
you need to craft a winning promotion ... 


Exactly how to study your competition in a 
way that assures you'll outmarket them. Fol- 
low this process and it'll be virtually impossi- 
ble for you to ever create inferior advertising! 


m And much, much more! 
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t's not sexy. Not many writers 
and marketers enjoy it. 


But there are few things as 
fundamental to the process of 
writing a winning promotion than good 
old fashioned research. 


Why? Because tesearch is the basis 
of everything you say in your sales 
copy. Every benefit. every proof ele- 
ment, your overall argument and so on 
— all this is contingent on the quality of 
your research process. 


Even though Clayton has openly 
admitted to being the “world’s worst 
researcher" — he's paid a not-so-small 
fortune to have top notch research done 
for him. And lately. his clients have 
been kind enough to employ entire de- 
partments solely dedicated to gathering 
quality information - the kind of info 
that helps better sell their products and 


services. 


Apart from Clayton. you've prob- 
ably also heard stories about other 
legends such as Gene Schwartz —- who'd 
reportedly read 700-page books mul- 
tiple times before writing a single word 
of copy ... or how Gary Bencivenga 
spends as much as 40% of his time on 
research. 


One thing’s for certain: Most 
copywriters spend far too little time re- 


searching everything it takes to write a 


winning promotion. But that’s all about 


to change ... 


The Most Overlooked Secret to 
Bigger Winners, More Often 


If you want vour copy to succeed 
at the highest level — to get. as Clayton 
says. "Bigger Winners, More Often” 

— you'll need to lay the proper founda- 
tion. 


And that can only come from re- 


search. 


I believe research is often neglected 
for two main reasons: a) it’s not quite 
as fun or exciting as actually writing a 
killer sales pitch and ... b) few under- 
stand how deep you can actually go into 
the research process — and how much 


easier it makes your life when you do! 


And that's actually the good news. 
When vou finally understand everything 
that goes into the research process, the 
following happens for you ... 


» You become much more passionate 
and enthusiastic about what you're 
selling ... 

» Much of your copy is “pre-writ- 
ten” for you. which means no more 
writer’s block and no more strug- 


gling about what to say ... 


» You become incredibly intimare 


with your prospect. product and 
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market — and vou write to them 


with greater ease and effectiveness 


than ever before ... 


> — This means that your writing be- 
comes less forced, more natural 
and far more enjoyable ... 

» PLUS - you uncover the break- 
throughs other writers overlook. 
your success rate goes up and your 


projects become ongoing annuities 


that pay you over and over again... 


And that’s just the beginning. 


The Single Best Way 
to Start Any Writing 
or Marketing Assignment 


If you've been in direct marketing 


and copywriting for any length of time, 


you know how difficult it can be to get 
started on a project. This is especially 
true when you don’t have loads of pas- 
sion or excitement for the task at hand. 
It’s a natural phenomenon that happens 
to virtually everyone in the biz. 


You're supposed to be writing or 
executing a project but you feel like 
you're stuck in wet cement. And there 
are a million and one things you'd 
rather be doing than this! 


It happens even to the best of us ©. 


Fortunately, one of the things I’ve 
discovered in my work with Clayton is 


that almost arry subject can be interest- 
ing and exciting ... and you can quickly 
get started on any project ... when you 
fully immerse yourself in it. In other 
words. you can become passionate (or 
rekindle your passion) about virtually 
anything, once you begin researching it 
thoroughly. 

For example, think about a number 
nyo pencil. It’s a simple little device 
that’s been around forever. A "boring" 
subject to most people. 


But the process that goes into mak- 
ing #2 pencils is fascinating! 


Here’s a straightforward breakdown 
of what happens: 


Sek ak ae ae 


1. Incense-cedar logs are cut into 
"Pencil Blocks.” 


2. Pencil Blocks are then cut into 
"Pencil Slats.” Everything must be 
precise at this stage, down to the 
last millimeter. 

3. Pencil Slats are treated with wax 


and stain. 


4. Amachine carefully cuts grooves 
into the slats to accept the writing 
core (or “lead”). 


ue 


Writing cores — made from a 
mixture of graphite and clay — are 
placed into the grooves. 
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6. Asecond grooved slat is glued onto 
the first - making a “sandwich.” 


7. The sandwich is machined into 
pencil shapes. 


8. Individual pencils are cut from the 
sandwich. and are sanded smooth. 


9. Each pencil is painted. A recess is 
cut to accept the ferrule (the metal 
ring that holds the eraser to the 
pencil). 


10. A ferrule and eraser are crimped 


into place on each pencil. 


Aeon 


Sounds much more interesting now, 
right? Plus, just imagine seeing the vi- 
suals of ail this — or going to the factory 
to see them made. You'll never look at a 
#2 pencil the same way again! 


This phenomenon can happen with 
any subject, In fact. one of your chief 
tasks in the research process is to make 
it happen — to become excited and en- 
thusiastic about your subject — and then 
transfer those feelings to your prospect. 


And these techniques are the best 
way to do that. At the higher levels, 
direct response copy is very much about 
searching for — and then Showcasing 
~ the most exciting. intriguing possible 
elements of your product or service. 


Here's another great example: 
My friend and copywriting ace David 


Deutsch has a winning promotion for "T 
Boardroom selling a book on estate 

planning. It's one of the driest, dullest 

subjects you can imagine — the book 

hardly reads like a John Grisham novel! 


But David found a way to make it 
exciting. He wrote hundreds of fasci- 
nations that teased the prospect about 
what might happen should he ignore 
the issue of estate planning ... he told 
emotionally moving stories of how the 
government preyed on those who were 
ill prepared ... he showed the prospect 
how he could live with more wealth and 
security TODAY, and protect his fam- 
ily in the process — just by reading the 
book. 


All of the sudden the dull, dreary 
subject was brought to life. It sold very 
well, and to the best of our knowledge, 
prospects benefited tremendously from 
the book. 


What made this possible? First and 
foremost. it was David’s stellar research 
process ... his commitment to finding 
the most intriguing, valuable picces 
of information within the book ... to 
matching this information with what 
he knew would tantalize and excite his 
prospect ... and making all this the ba- 
sis for his copy. 


SSS 
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To Make Your Research 
Process Work Best 
»» Be SELECTIVE! 


If estate planning can be made 
exciting, almost anything can. Such is 
the power of intensely researching your 


product, prospect and market. 


Stil], it's always wise to select mar- 
kets where you've already got a natural 
passion and enthusiasm for the material. 
For example. if you've been studying 
martial arts for years — then consider 
writing ads for the self-defense market. 
There's a constant need for copy in that 
market, and vou can easily just look 
up the many companies advertising in 
magazines like Black Beli and then send 
them your samples and a promotional 
letter. 


Or maybe you're passionate about 
natural health. You eat well, vou read 
books and articles on exercise and you 
take various supplements. If that's the 
case, writing for nutritional supple- 
ments or natural health newsletters may 


be a perfect fit for you! 


Writing for a subject and market 
that you're already passionate about 
certainly makes everything easier — es- 
pecially research. Because then your 
research process is something you’ ve 
already been doing ... for FREE. It 
doesn't even feel like work. So take ad- 


vantage of such opportunities whenever 


possible. 


But what if you're just beginning as 
a writer/marketer/entrepreneur or what 
if you want to broaden your number 
of markets? When this is the case, you 
may need to write copy for something 
you know absolutely nothing about 
— and certainly have no pre-existing 


passion or enthusiasm for. 


Yet that’s where thoroughly study- 
ing and researching the subject will 
save you — especially in conjunction 
with these techniques. This entire pro- 
cess is designed to help you pull out the 
most intriguing elements of a product. 
market, prospect and more — which 
makes it much easier for you to develop 
and sustain the appropriate level of pas- 
sion. 


3 Essential Keys 
to a Winning Promotion 
~ Before You Write 
a Single Word! 


Now that l' ve beaten you over the 
head about the importance of research 
(subtle, aren't 1?) — it’s time to look at 
the most crucial areas. Master the fol- 
lowing three keys to good research, and 
it will be virtually impossible for your 
copy to ever get beat, 


Do this and your promotion will de- 
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velop what the late Gene Schwartz used 
1o call "claim density." By ^claim den- 
sity,” Gene was talking about the deep 
layering of benefits, logic, emotion and 
proof — so the copy feels rich, alive and 
irresistibly persuasive to the prospect, 


Bringing all this into your copy is 
ONLY possible when you understand 
the following ... 


Research Key #1: 
Thoroughly Study Your Product 


Even though Clayton advocates 
writing what he calls “prospect domi- 
nant” copy ~ copy that puts the prospect 
first — even he will acknowledge that 
you must begin your research process 
with your actual product. In fact. you're 
going to want to always research the 
product first just so that you know 
whether or not an assignment or project 
is worth taking! 


Should your research prove that the 
product really isn’t all that unique or 
valuable, I highly recommend you pass 
onit. 


Why? Because as Gary Bencivenga 
wrote in Bullet #19 (www.benciven- 
gabullets.com/archive.asp). “A gifted 
product is mightier than a gifted pen.” 
In other words. there’s no amount of 
salesmanship that can effectively sell 


something that’s neither unique or valu- 
able. 


So that’s the very first thing to ask 
yourself when contemplating an assign- 
ment or project — or if vou're an entre- 
preneur — when considering whether 
to launch a new product: “ZS THIS A 
GREAT PRODUCT?” 


We'll learn much more about what 
makes a fantastic product throughout 
this chapter, but for now I just want you 
to get into the mindset of being highly 
selective in terms of product quality. 
This is the little known secret as to 
why guys like Clayton and Gary Ben- 


civenga have had such a high winning 
percentage. It's not just their copy writ- 
ing skills, it’s their ability to recognize 
superior products! 


Once you've got a good product 
in your hands, how do you go about 
researching it? Here are some tips and 


guidelines ... 


First, carefully examine all its 


features and benefits. No matter what 


kind of product you're selling. whether 
it’s a laptop or “how to get more dates” 
newsletter, you need to know every sin- 
gle feature contained within the product 
and you need to know exactly what 


those features mean to the prospect. 


Just look at Figure 2-1. You']] see a 
detailed chart that breaks down virtually 
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every feature/component of the Daily 
Advantage vitamin supplement. And it 
also provides an extensive comparison 
with the competition. (More about com- 
petition in just a second.) 


Just looking at this chart, you can 

tell that the copywriter and the client, 

Healthy Directions, did a solid job re- 
searching the features of their product. 
That’s your first step. 


(Also, Chapter 4 focuses entirely on 
the subject of features and benefits. Our 
discussion here is meant to give you an 


overview — and to show you how the 
process of listing features and convert- 
ing them into benefits plays into the 
research process. Chapter 4 will give 
you a much more in-depth look on how 
to uncover and maximize every feature 
and benefit you have access to.) 


The point is, BEFORE you begin 
writing, you should explore everv fea- 
ture and then convert those features into 
the following ... 


Functional Benefits - What your 
feature does for the prospect ... 


Dimensionalized Benefits — A vivid 
description of what that benefit looks 
like in your prospect’s life ... 


Emotional Benefits — How that 
benefit makes him feel ... 


Let's quickly work through an ac- 
tual example. If you look at Figure 2-2. 
you'll see copy for a joint health sup- 
plement. You can see "functional ben- 
efit” wording in the deck copy, with the 
line: “Joint & Muscle Comfort PLUS 
goes ro a maim source of pain to give 
you back ihe mobility you once had." 
See how it focuses on the product in ac- 
tion — what it does for the prospect? 


Then. if you look right below the 
subhead that says. 


“Fresh new legs, 
fresh new life ...” you'll see a great ex- 
ample of dimensionalized benefit copy. 
The prospect is walked through a vivid 
experience of what his life will be like 
— once he takes the product and has his 
joints restored. 


While you cannot see the next page 
of the promotion, it moves to emotional 
benefit copy. It reads ... 


obo 


“Tf you have pain in your 
legs or knees, try Joint & Mus- 
cle Comfort PLUS first. It could 
save you from years of unneces- 
sary suffering and frustration. 
And once you're feeling fine 
again. drop me a line, because 
there's definitely room for one 
more friend on my next cross- 
country bike ride!” 


ok ok 
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imagine: 
PAIN-FREE KNEES AND LEGS 


Doctors have probably missed what's really causing pain and stiffness in 


your legs or knees. Don't just live with the discomfort and cut back on 


your activities. Joint & Muscle Comfort PLUS goes to a main source of 
pain to give you back the mobility you once had. 


People who don't have any pain 

in their legs and knees just doni 
understand, I personally know what its 
like. because I played football in high 
school and have run seven marathons. 
so my knees have taken a pounding over 
the years. 


Knee and leg pain is really frustrating. 
It can take years to go away, and usually 
gets worse, not better. Often. doctors can't even figure 
out what's causing the pain—especially leg pain that 
comes and goes without warning. 


Well. I'm one doctor who won't tell you you're 
imagining it—I had the same problem myself for years 
before I learned the true cause... 


Normalize your pain enzymes 
and dance again! 


You see, enzymes—the most common triggers of 
pain—don't show up on x-rays. If you have pain in 
your legs or knees. you're probably already taking 
something. But what we've just discovered is if it 
doesn't specifically work on 5-LOX. youre leaving the 
door open for knee or leg pain. 


Think about yourself. If you have any of the 
following problems, taking Join & Muscle Comfort PLUS 
on a daily basis can help you dramatically: 


* Stiffness or aches in your legs when 
you wake up in the morning 


Call toll-free 1-800-211-6358 


* Pain in your legs or Enees when you 
stand, walk or run 

* Discomfort that slows you down 

* Pain or stiffness in the legs or knees 
when you try to climb stairs or hills 

* Difficulty bending down 

» Noticeable pain, stiffness or aching 
after an activity 


All of these problems can be caused by an 
over-production of pain enzymes. And they can all be 
reduced or eliminated when you balance those enzymes 
with Joint & Muscle Comfort PLUS. 


Fresh new legs, fresh new life... 


Imagine being able to walk wherever you want 
without pain, stiffness or discomfort. Explore a new 
city...walk miles along ihe beach at sunset...go for a 
hike with your family, All of this is possible with 
Joint & Muscle Comfort PLUS. 


Plus, if you continue to take just two capsules a 
day. don’t be surprised if you can resume sports and 
activities you haven't done for years. Tennis. golf, 
skiing, ballroom dancing, you name it. I did a bicycle 
trip all the way across America a few years back. and 
boy waslin pain. Any docior would have told me to 
take the nexi plane home and recuperate in bed. 1 was 
thinking about selling my bike and accepting that I'm 
“not a kid anymore.” 


But that was before | discovered Univestin, the 
main ingredient in Joint & Muscle Comfort PLUS. The 


continued... 
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This copy is made possible by ... a) 
learning the features of the product ... 
b) researching what s beneficial about 
those features ... c) figuring out which 
benefits are the most desired by the 
prospect ... and then writing the copy 


accordingly. 


Again, this process covered much 
more in our Chapter 4. ] mention it 
here only because gathering ALL your 
features is something you really must 
accomplish in the research phase. Once 
you've done that, you can use the com- 
plete breakdown I give you in Chapter 
4 to squeeze every possible benefit out 


of your product. 


But before you do that. here's some- 
thing else to consider: 


Your BEAL Product is 
Your Offer! 


l could have easily called the first 
step in this process, “thoroughly study 
your offer." because your offer is 
ultimately what your promotion is sell- 
ing. It includes ... your main product 

. your bonuses or free gifts ... and 
then the pricing. format and delivery 
details. 


For example. many financial 
newsletters will include a monthly 
print newsletter ... e-mail updates ... a 


membership website ... 5-10 free bonus 


reports ... for around $99. The bonuses 
and the newsletter are delivered through 
first class mail — the rest is available 


online. 


You can see an example of what I’m 
talking about on Figure 2-3. It was a 
successful offer for a financial newslet- 


ter. Just by looking at this example, you 
can see why I said this step should be 


first in your research process. 


Can you imagine starting to write 
the copy without having a full, detailed 
breakdown of the offer — just like you 
see in that example? Of course not! So 
when you're first communicating with 
a client about his project — you want to 
immediately ask him about the overall 


offer he's making. 


This is something Clayton does, and 
it’s the mark of a true pro. Again, you 
always want to be crystal clear on the 
offer before writing a single word of 
copy. 

And if vou're an entrepreneur or 
business owner, you need to think care- 
fully about your product offer first and 
foremost. 


(Chapter 3 focuses exclusively on 
the subject of Offers, so don't feel bad 
if you still have questions at this stage.) 
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“Bull or bear market? Don't worry-— 
with Vectorvest Online you can 
maximize your profits in any market.’ 
it’s the easiest and most accurate computerized 
stock picking system ever created! 


Return the No-Risk 5-Week Trial Request Form now and you'll receive the trial package via First Class Mail: 


Dr. Bart DiLiddo 
Creator of VectorVest 


Easy, Convenient to Use! Vector Vest OnLine on CD-ROM 
It's more than a database, it's the most powerful stock picking too} ever devised! And it's extremely easy to use. If 
you can point and click, you can analyze, screen, rank and graph more than 8,000 stocks in just seconds. 


2 Up-to-the-Minite, Current Info! Five Weeks of Daily Internet Updates 
Log on as often as you wish for immediate access to over 11 years of data, updated every evening. In addition 
to a wealth of information about more than 8,000 stocks, you'll receive updates on VectorVest's proprietary 
market-timing indicators. 


Fast and Easy to Learn! Instructional CD 
Learn step by step as we put VectorVest through its paces, demonstrating all the different ways you can use it, 
This straightforward CD explains, in detail, how you can tap the full power of this awesome program. 4 539 value. 


"PCcorapatible computer o: Mac (Express Only) 
-Windows 88, NT 4:0:(5PS or higher), 2000, Millennium or XP ; 


‘chick-by-click instructions. But if you're 


Xe -A minimam 350 MHz processo, 1 GHz recommended 
like most people $ iT use it. That's because VectorVest is so easy “A minimum 62 MB of RAM, 256 MB recommended 
to use, you'll be able to run it without consulting the guide! -A00 MB Of free hard drive space 
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access With 56K modem nighspeec recommended 
OF and video cai suppor 


Stocks, Strategies & Common Sense 
This classic book explains, in detail, the investment concepts underlying the VectorVest investment system. 

You'll discover, among other things, the specific strategies this svstem uses to find stocks that deliver annual 
Profits of 80% or more. Seiling elsewhere for it's vours FREE: 


y 
money with the strategies you'll learn in this report. If you've stayed away from shorting because you've heard it's 
complicated, this report will open a big new world of tremendous Profits you can make with the prudent shorting 
strategies you'll learn here. Valued at 5 it’s vours FREE: 


How to Use Options to Supercharge Profits 
In this Special Report, you'll discover how to supercharge your profits with high-potential, undervalued, low-priced 
trades. You'll learn why options give you better downside protection, how to get the stock you like at a discounted 
price, why options give you higher returns than other trading methods and how you can make big profits regardless 
of whether you're bullish or bearish on the overal! market. Plus you'll learn the different PE strategies and how 
to use them with complete confidence to see your profits go higher and higher. Valued E 


My Personal 100% Money-Back Customer Satisfaction Guarantee 


am so confident you will agree that VectarVest OnLine is America’s smartest, fastest. and easiest-to-use stock analysis system 
that | stand behind it witn my personal money-back satisfaction guarantee. If for any reason you are not completely satisfied with 
my system, simply notify me within 30 days for a prompt refund, no questions asked. 


VectorVest has built its reputation by providing the most up-to-date and effective stock analysis software in America. 
X 
Aut P Biddr 


Dr. Bart DiLiddo, founder and creator of VectorVest^, Americas #1 stock analysis software 
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Research Secrets 
for Coming Up with the 
BEST Offer 


Knowing the importance of your of- 
fer, the single most important research 
tasks you can do is io simply study your 
competition. And while this may seem 
obvious, I’m talking about studying 
your competition on a very advanced 
level. 


One of the things I recommend you 
do is look closely at your market. Ask 
the following question ... 


“What products out there 
are Similar to yours?” 


For example, if you're offering a 
heart health supplement, you need to 
know about all the other heart health 
supplements out there. The first thing 
vou want to do is come up with a com- 
plete list. 


And while it’s a good idea to study 
competitive products being promoted in 
ALL mediums — Internet. direct mail, 
TV. radio, etc ... vou should definitely 
focus on the medium YOUR product is 
primarily sold in. 


Why? Because those are the com- 
petitive products your prospects are go- 
ing to be most familiar with. And those 
are what they're going to compare your 
product to. 


For example, if you`re selling a nu- 
tritional supplement over the Internet, 
your offer is going to need to be more 
competitive with other similar Internet 
supplements. If not, your prospects 
will feel they can do better buying 
from your competition and ... voila 
... they’re going to spend their money 


elsewhere. 


And while other mediums (medi- 
ums where your product is not being 
sold) are not quite as important, it’s 
still crucial that you be competitive 
with them in some way. This is an issue 
that Clayton’s encountered repeatedly 
in selling nutritional supplements via 
direct mail. 


He knows that when a prospect gets 
a direct mail package about CoQ10. 
heart health nutrients or any other 
supplement — he can easily jump online 
... Google the product ... and begin 
comparing price, potency and every- 
thing else. Or he can stroll out to his 
local health food store or vitamin shop 
and compare some more. 


This is one reason why the copy 
selling health supplements through di- 
rect mail is so incredibly long — it needs 
to clearly differentiate the product from 
the competitive products the prospect 
has access to on the Web, in stores. and 
so on. 


70 www nakepeacerorapackuge.com 


Research: Haw to Lay the Foundation for Success 
a A A ESSE 


But also, it needs to make a much 
more compelling offer — and that’s why 
you'll see supplement offers u'ving to 
entice the prospect with a huge discount 
for volume purchases (i.c. a one year’s 
supply or 12 bottles) ... adding in lots 
of bonus reports ... adding other free 


nutrient supplements into the offer for en- 


hancement (like adding “heart minerals” 
to an offer for a CoQ10 product, so that 
the CoQ10 works better) ... free shipping 


and so on. 


These additional elements of the 
offer make it very different from what 
the prospect finds when he walks into 
a health 
almost all of the online sellers of supple- 


ments. 


ood store — and different than 


Again, being able to produce a strong. 


unique offer is only made possible by 
competitive research. But exactly how do 
you do it well? 
Here are several guidelines: 
1. Be thorough. No matter what 
you're selling these days. there's usually 


plenty of competition. So 
you want to do is completely list the 


he first thing 


name, product, promotional and purchas- 
ing info (where and how to order) of 
any competitive product you can find. I 
recommend creating a spreadsheet or at 
least a word document, so that you can 
inventory everything you find out about 
each competitor. 


And when I say “promotional info" 
— Vm talking about the ability to access 
that competitor's promotion(s). If you're 
researching on the Internet, the website 
URL will suffice — so that you can im- 
mediately go 10 the sales copy for that 
product. If you sell direct mail products, 
you want to save the direct mail packages 
of your competitors in a single place. 


Remember. there’s an art to balancing 
your level of thoroughness. You see. you 
want to dig up as many of your competi- 
tors as you can find ... within reason. Put 
yourself in your prospect's shoes ... if 
he's just casually surfing the Web for a 
product like yours ... or reading his mail 
... or watching TV ... which competi- 
tor's promotions is he most likely to see. 
These are the ones you have to worry 
about most. Because the simple truth is, 
if vou have lots of trouble finding a com- 
petitive product — searching for hours and 
hours - chances are VERY slim that your 
prospect is going to find it either. 


2. Compare features and benefits. 
Since you will probably already have a 
list of features and benefits completed for 
your product, this provides you with a 


golden opportunity. 


What opportunity is that? Well, it al- 
lows you to systematically compare your 
product to the competition ... feature-by- 
feature, bencfit-by-benefit ... and then 
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make the prospect aware of how much 
better yours is. 


For one such example of this. please 
look at Figure 2-4. In the very com- 
petitive “hair re-growth” market, this 
company was smart enough to simply 
research the features of the competitive 
products ~ along with the price — and 
then construct a very persuasive chart 
breaking down the difference. They're 
currently paying for very expensive 
banner and PPC ads that drive prospects 
directly to this page. so I’m sure it's 
working pretty well for them. It’s also 
very similar to the example you saw on 
Figure 2-1. 


So why not strive to do the same? 
Even if you're product is not all that 
superior to the competition — and even 
if you have no intention of creating a 
graph like this — it’s very effective to 
know exactly where you compare to the 
competition. It’s the only real way to 
know your relative strengths and weak- 


nesses. 


Knowing where your product is 
superior (and inferior) than the competi- 
tion also helps you understand what you 
should emphasize in your promotions. It 
helps you formulate your USP (Unique 
Selling Proposition) - which we'll dis- 
cuss more in upcoming chapters — and it 
helps you position your product as differ- 
ent from everyone else's. 


It also helps to answer key objec- 
tions your prospect may have when 
considering a purchase. For example, 
if vour supplement has 100 mg of vita- 
min E, but your competitor's product 
has 200 mg - you may want to address 
ihat in your copy with a statement like. 
"Sure, many of the products out there 
have 200 mg of Vitamin E — but the 
simple fact is that your body can only 
absorb 100 mg at one time. Any more 
than that is just going to waste — and 
taking up valuable space in your vita- 
min capsule." 


See how that works? Once you 
study the competition carefully. you can 
often tum issues that seem like weak- 
nesses into strengths. And you answer 
key objections in the process. 


By the end of researching the com- 
petition, you should have a complete 
ist of where you're superior (and pos- 
sibly inferior) to them.. And by “supe- 
rior." I mean that you either: a) offer 
eatures and benefits that your competi- 
jon doesn't ... or b) offer the same or 
similar benefits, but deliver them more 
effeciively. Having this information on 


hand will be priceless later on in your 


writing process. 


3. Carefully examine their ad- 
vertising. I already mentioned the im- 
portance of having easy access to your 
competitor's promotions. The purpose 
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of this is NOT to just have them on 
hand ... rather. it's to carefully study 
them ... their strengtbs, weaknesses. 


claims. proof elements and more. 


We'll have entire chapters on the 
subjects of Proof ... Benefits ... Bond- 
ing ... and more ... and I urge you to 
continually study them. This is not only 
for the purpose of evaluating your own 
promotions, but your competition as 
well! Where are they weak on proof? 
Where is their benefit copy lacking? Do 
they fail to bond adequately with pros- 
pects? Does their copy lack flow and 


momentum? 


Once you're crystal clear on the 
strengths and weaknesses of their copy. 
it's up to you to systematically make 
Sure your promotion is better in all 
these areas. This is especially true in 
terms of your offer. You see, if your 
offer is weaker than the competition ... 
even the best marketing probably won't 
be abie to save you. 


Remember, the keys to beating your 
competition are really simple: a) do 
your best to make your offer superior in 
every way ... and b) outmarket them. 
Duh, right? When you have a better 
product and better advertising than your 
competition. you're obviously going to 


win in the long run. 


And extensive, well-executed re- 


search — like you're learning right now 


~ is really the only way to accomplish 
this. 


Research Key #2: 
Know Thy Prospect 


Once you've become much more 
intimate with your product, your offer 
and the competitive products out there, 
you're ready to delve deeper into your 
prospect — especially his thoughts, feel- 
ings, beliefs and behaviors. 


Let me start off by saying that it’s 
virtually impossible to know vour 


prospect too well. In other words, most 
copywriters do not invest nearly enough 
time and energy into understanding 
their prospect. 


But what does “understanding” re- 
ally mean in this case? It’s a word that 
gets thrown around so much, it really 
needs to be defined for our current pur- 


pose of writing a winning promotion. 


So let me clarify: Understanding 
your prospect — in terms of direct 
response marketing — means being 


fully knowledgeable and aware of the 


key factors that will impact his abil- 
itv to make (or not make) a buying 


decision. 


Now, that's a mouthful. Here's what 
it means on an even more specific and 
practical level: 
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1. Your prospect’s desires — what 
he wants and doesn't want — must be 
known if you are going to persuade him 


10 buy your product ... 


2. His beliefs affect his thoughts 
- and will determine how open he is to 
the claims you make. including whether 
or not he believes your product can help 
him ... 


3. His emotions are often what 
drive him — he buys because he feels a 
certain way ... wants to feel a certain 
way ... or wants to avoid an unpleasant 
feeling ... 


4. All of this influences his behav- 
ior — the real bottom line of persuasion. 
The more clear you are on his desires. 
beliefs and emotions — and the corre- 
sponding behaviors he has - the more 
you can match up your promotion ac- 
cordingly ... 

So now vou understand all this. But 
the real challenge is always going to be 
eliciting this specific information about 
your prospect — each and every time 
you write a promotion. 


So let’s go deeper into each of these 
areas — and how to get the information 


you need. 


Let’s look at some of the steps in 


knowing your prospect ... 


First, Use Plain Old intuition 
and Common Sense 


I know that sounds unscientific, but 
we'll go over some more systematic 
ways to ensure you're on the right track 


about your prospect. 


What do I mean by intuition and 
comnion sense? Well. let's look at an 
example — if someone 1s considering 
buying an investment newsletter, you 
can reason that they re looking to make 
more money ... and better preserve the 
money that they have. You don’t need 
to read a million past promotions, or do 
100 interviews to realize this. 


It’s common sense that these are 
desires of the investment newsletter 
prospect. Just like the heart supplement 
buyer wants to not worry about heart 
attacks and avoid medical emergencies 
... and like the Internet marketing pros- 
pect wants to make more money. while 
working less ... and have income flow 


into his accounts on auto-pilot. 


You get the point. When looking at 
your prospect, many of the desires he's 
going to have are easily inferred based 
on your understanding of human nature. 
In fact, the more you study people in 
general — attempting to understand their 
motives and behaviors - the better your 


marketing intuition will be. 
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So that's step one. Look at your 
product ... and the prospect that it's 
going to ... do vour best to put yourself 
in his shoes ... and then think carefully 
about what desires. beliefs, emotions 
and behaviors YOU would experience. 
Think about what you would want in 
such a situation, Let me give you an 


example ... 


Say you're promoting some per- 
sonal development and “make more 
money” CDs. If you look at Figure 2-5. 
you'll sce sales copy from a company 
that makes what are called “paralimi- 
nal” audio programs. These are CDs 
that you listen to and directly influence 
your subconscious mind. Like a cross 
between hypnosis, brain wave therapy 
and self-help affirmations — and all you 
do is listen. 


Now, think about a self-help 
prospect — someone who’s constantly 
buying books. products and attending 
seminars in order to improve his life. 
What would appeal most to him about 
this product? 


Right off the top of my head. I can 
guess that this prospect would LOVE 
the fact that he can just listen to a CD 
and ... change his beliefs and thoughts 
... be positively influenced on a very 
deep, subconscious level ... act dif- 
ferently ... feel more relaxed and con- 
fident ... experience greater levels of 


motivation and wealth ... and do all of 


this without hardly lifting a finger. 


Pretty appealing to just about any- 
one, right? So this initial brainstorm 
— which can easily be done based on 
some simple knowledge of the product 
and prospect — is ofien your starting 


point. 


But, of course, this initial brain- 
storm is not enough. You're also going 
to have to get into the various subtleties 
of his desires ... beliefs ... emotions ... 
and behavior. 


From that point. you can become 
much more detailed and thorough. Let 
me give you an example so you see 
what I mean. On Figure 2-6. you'll see 
a page from a promotion written by Par- 
ris Lampropoulos. 


Parris is one of the absolute masters 
at systematically understanding his 
prospect and you can see why on this 
page. The promotion is for Bortom Line 
Health, which generally goes to older 
prospects (50+), 


And what do many older people 
worry about when it comes to their 
health? 


Well, one of their chief concerns 
is osteoporosis. Virtually every older 
person worries about it. What’s more. 
they’ve been endlessly told by doctors 
and the media that they should take 
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take herbs, folk remedies and 
other “unproven” cures that are 
Irowned upon by the medical 
establishment. 

They use these remedies to 
keep from catching infections. 
They use them to lower their 
cholesterol and protect their 
heart. They use them to get rid of 
aches, pains and stiffness. And 
they use them to prevent strokes, 
Alzheimer’s and canccr. 


Yes. conventional MDs across 
the counury are taking these alter- 


Why Most 
Calcium 
Supplements 
Are Useless for 
Osteoporosis 


or years, American 
pez have been taking 
calcium, supplements for 
stronger bones. Yet they con- 
tinue to get osteoporosis in 
record numbers. Why? Be- 
cause taking supplements is not 
enough. You also need to en- 
gage in weight-bearing exercise. 
But heres good news: You 
dort have to lift heavy weights 
or do torturous aerobic work- 
outs. Researchers have studied 
the effect of different activities, 
and they've found that one of 
the best bone-building activities 
is gardening! In fact, gardening 
was more effective than almost 
all the other activities studied. 
Bonus: Because gardening is 
performed outdoors, your body 
is also exposed to sunlight, 
which produces bone-building 
vitamin D. Just make sure you 
apply sunscreen if you're going 
i to be spending more than 15 
minutes in the sun. 


native remedies with great results. 
And all the while, they're keeping 
n a secret from their colleagues 
and their patients! 


In fact, a recent poll found that 
more than 60% of doctors take 
nutritional supplements regularly, 
even though they don't recom- 
mend them to their patients! 

Sadly, thats the way most 
doctors are. They'd rather keep 
these remedies from you than risk 
facing ridicule from their 
colleagues or sanctions from the 
medical board. 

Thats why I'm 
cager to send you 
a Special Report 
we've pul to- 
gether called 
Healing Secrets 
Doctors Don’t B 
Tell You. In 
compiling 
this report, 5 
we interviewed 
over 100 forward- 
thinking doctors who 
weren't afraid to speak 
out. They revealed dozens 
of "forbidden" cures that they use 
themselves to cure everything 
from high cholesterol to migraine 
headaches. 


The information this Special 
Report contains is priceless. But 
with your permission, I'd like to 
send you a copy absolutely free. 
I'd also like to send you a free 
3-month subscription to Bottom 
Linc/HEALTH magazine. 

Please understand that both 
these gifts are TOTALLY FREE. 
There are no strings attached. 
Theres no obligation to buy any- 
thing, now or ever. $ 

TH tell you how to get 
your free gifts in a moment. 
But first, let me share some of 


these amazing healing secrets 
with you ... 


Tho Cold and 
Flu Remedy That 
Fights Cancer 


ou've probably heard of 

Y natural cold remedies like 

echinacea, goldenseal and 

garlic. But heres one thars even 

better ... one that many doctors 

take every day to ward off all 
kinds of illnesses. 

This amazing remedy boosts 
your immunity against colds 
and flu ... 

... It kills all kinds of infec- 
tions — from viruses to bacteria 
10 fungal infections ... 

... lt helps heal bronchitis 
and pneumonia ... 

... And its one of the world’s 
best ways to prevent cancer! 

So just what is this miracle 
remedy? It's an ancient Chinese 
herb called Huang qi. But you 
probably know it by its more 
common name, astragalus. 


Dozens of studies show 
that astragalus is a powerful im- 
mune booster that increases your 
body's production of T-cells, 
macrophages and NK (natural 
killer) cells. And recent studies 
show its a potent cancer fighter, 
as well. 

In one 
study, 
astragalus 
was able 
lo restore 
immune 
function 
in 90% of 
the cancer 
patients studied! 
And in 2 other studies, cancer 
patients receiving astragalus 
had TWICE the survival ratc of 
those who only received standard 
therapies! 


astragalus root 
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extra calcium to protect and strengthen 
their bones. So this is a very specific 
belief shared by virtually all prospects: 
I need to take calcium supplements in 
order to avoid osteoporosis. 


Parris, being the genius that he is. 
dug up research that proves calcium 
supplements do little or nothing to pre- 
vent osteoporosis. His headline in the 
little sidebar. “Why Most Calcium Sup- 
plements Are Useless for Osteoporosis” 
plays off this perfectly — the ideal way 
to seize his prospect’s attention. 


He also offers a very useful solution 
— rather than taking expensive supple- 
ments — all vou have to do is garden! 


This is one example of a very spe- 
cific belief ("T need to take calcium sup- 
plements for osteoporosis”) and desire 
("I want a solution to the osteoporosis 
problem") ... that are used to perfection 
in the sales copy. In this case, Parris is 
using the sidebar to give the reader im- 
mediate value - so that he keeps read- 
ing and feels indebted to the publica- 
tion. Both will increase the chances that 
his prospect places an order later on. 


How do you uncover these highly 
specific beliefs, desires and emotions? 
Here are a few practical steps ... 


Bet to Know Real Life Prospects 


Depending on the kind of promo- 


www. makepeacetotalpackage. com 


tion you re writing, yow 1] want to 
gather demographic info on your target 
prospect. In direct mail, established 
companies usually have what they call 
a “data card" that lists the average age. 
sex. income level, nationality and a few 
other things, sometimes including buy- 
ing history for similar products. 


This is a fantastic place to start. It 
allows vou to begin seeking out real life 
prospects. 


On the Intenet, you may not be so 
fortunate, however, You may need to 
conduct customer surveys. talk exten- 
sively to salespeople and entrepreneurs 
that have been selling to your target 
prospect, go to events or seminars 
where you believe target prospects may 
be present. and anything else you can 
think of. 


Once you come into contact with 
real life prospects, you can use the fol- 
lowing ideas, principles and questions 


to guide vou ... 


Desires. When it comes 10 your 
prospects desires, it’s often most help- 
ful to think in terms of the problem he 
wants solved. This is true for several 
reasons. First, we as humans are as 
motivated by the avoidance of pain as 
we are the pursuit of pleasure. In other 
words, we want our most painful prob- 
lems solved ... as soon as possible! 
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This means that the level of desire 
your prospect is going to experience is 
always directly related to the level of 


urgency found in the problem. 


Thars why Clayton's had massively 
successful promotions for products in 
the financial market that helped in times 
of crisis. And it's why he's had huge 
winners in the health market for po- 
tentially life-saving heart products like 
Oral Chelation — which removes plaque 
from arteries. These products solve ur- 
gent problems for the prospect. 


This is also one of the reasons the 
business of selling dating products to 
men has exploded. The ability to meet 
women and mate with them (I’m trying 
to say it as nicely as possible, so take it 
easy on me) is a biological desire that’s 
very urgent for guys. It’s why you have 
college kids with no money spending 
$3,000 for weekend seminars that teach 


them how to meet women. 


So when looking at your prospect. 
here are some questions that will give 


you a clearer picture of his desires ... 


What's my prospect's most urgent 
problem regarding this issue? (by 
"issue" I mean whatever subject your 
product deals with -- whether it's heart 
health, Internet marketing, golf or any- 


thing else.) 


If he could wave a magic wand, 
what would he want more than any- 
thing else in this area? Vhis is a very 
powerful question because it helps you 
understand the ultimate outcome for 
your prospect, so you can design and 
position your product and promotion 


accordingly. 


Let me explain. I play tennis — and 
I've experienced all the highs and lows 
that go along with playing that game. 
The ultimate outcome for me — and 
virtually any other male tennis player 
— is to have a big powerful serve, a well 
rounded game with the ability to hit 
lots of winners (where you put the ball 
away without the opponent touching it). 
and to basically be able to crush the op- 
ponent with lopsided scores. 


Knowing this is something your 
prospect clearly and intensely desires, 
gives you a huge edge in your promo- 
tional process. You know that the closer 
you can make your promises to this out- 
come. the more successful you’re going 
to be. Many of the best copywriters ... 
from Gene Schwartz to John Carlton ... 
have developed the ability to figure out 
the dream outcome for the prospect and 
then promise that (in an honest way). 


What does he most want to avoid? 
Remember, as humans we're motivated 
as much by pain as we are by pleasure. 
Often, we go through life running from 
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the things that we're afraid or terrified 
of. So whatever issue your product 
deals with. get clear on what your 
prospect wants to move away from. If 
you're selling a joint product — it may 
be the pain and frustration he feels in 
his joints ... and the lies from so many 
companies with products that don't 
work. With the financial prospect, he 
wants to avoid loss ... to avoid getting 
screwed by the establishment ... and 
more. These factors drive him every bit 
as much as the desire to make money. 


Beliefs. As I mentioned earlier. 
beliefs affect what your prospect thinks 
and how he perceives everything you 
say. This is crucial, because you never 
want to present anything that directly 
conflicts with your prospects relevant 


beliefs. or else you're going to lose him. 


He'll say, “I don't believe this” or he'll 


just simply feel turned off and not know 


why. 


What does he believe fundamen- 
tally about the issue/problem? For 
example, does he believe his body can 
heal naturally from anything? Does he 
believe it's possible to get rich quickly 
in the stock market? Does he believe 
that investment newsletters are mosily 
useless — and that nobody really gets 
rich from them? Does he believe that 
it's no longer possible to make millions 
on the Intemet, that all the good op- 


portunities to make money have been 
taken? 


What does he believe about the 
forces that affect this market? Does he 
believe that the government. crooked 
brokers and CEOs have the power 
to manipulate the market to their ad- 
vantage? Or that drug companies and 
regulatory agencies conspire to limit his 


choices and ruin his health? 


What does he believe about this 
type of product? Does he believe this 
product can work? 


What does he believe about other 
editors or spokespeople in this indus- 
try? Does he believe that your type of 
company is trustworthy? 


These questions are just start- 
ers — the more you think about your 
prospect s relevant beliefs. the more ac- 
curate you'll be. 


Emotions. Obviously, the subject 
of emotions in marketing is enough to 
write entire books about. But we're not 
talking about all of that — our goal here 
is to just figure out what the prospect 
is currently feeling. Specifically. all the 
emotions he has relevant to your prod- 


uct and subject matter. 

Once you're crystal clear on your 
prospect's relevant emotions — you can 
then work with them in more advanced 
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ways. later on in your copywriting pro- 


cess. 
Here are some starter questions ... 


How does your prospect feel when 
he looks for the kind of product you're 
selling? Is he intimidated and dreading 
the process? Or is he excited and look- 
ing forward to having a fun shopping 
experience? 


How does your prospect feel about 
your industry? Does he assume that 
you and most of your competitors are 
honest? Or does he believe that he has 
to watch you like a hawk? Does he see 
your industry as glamorous? Or risky? 
Or mundane? How does he feel about 
the treatment he's received from you or 
your competitors in the past? 


Of course, the answers to these 
questions will be constantly changing. 
Before 9-11 the investment market was 
rocking and rolling. But afterward it 
took a big dive because so many pros- 
pects felt like the industry couldn't re- 
ally help them. 


How does he feel when he reads 
your advertising? Are you talking to 
him about things that get him excited? 
Or fearful? Does he eagerly await your 
promotions in the mai] or inbox? Or 
does he just feel Jukewarm when he 
hears from you? Does he feel inspired 


and optimistic about the chances of 


solving the problem, or does he feel 
so negative and afraid he can hardly 


move? 


How does he feel about your of- 
fer? Does he see it as incredibly fair 
and generous? Or does he wonder what 
the catch is, thinking that there must be 
some kind of trick that allows vou to of- 
fer everything at such a low price? And 
does he think you're being honest about 


the urgency of the offer? Or does he 


feel you've manufactured the urgency 
to push them into buying right away? 


These are all questions that you can 
directly ask your prospect, or at least 
begin intuit the answers to the more 
interaction and conversations you have 
with him. Just keep thinking about them 
as you get to know real life prospects 
and then begin to create and revise your 


answers accordingly. 


And Don't Forget 
to Study Past Promotions — 
Especially the Winners! 


There are other ways to elicit this 
information about your prospect. Study- 
ing past promotions in your market 
— particularly the winning ones — is one 
of the most important things you can 
do. No. you don't want to copy that 
past promotion! (The reason why it’s a 
“past” promotion is because it’s no lon- 


ger working.) 
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But winning promotions tell you a 
lot about the kinds of appeals (benefits) 
that work with vour prospect ... the 
kind or words, phrases and expressions 
that hit his hot buttons ... the types of 
themes and ideas that your prospects in 
your market resonate with ... and much 
more. 


In fact, what you specifically dis- 
cover from winning promotions is usu- 
ally real, useable knowledge about your 
prospect. The kind of information that 
increases the chances of your message 
resonating with him. 


That’s the key thing to remember 
here: Information you discover about 
your prospect is only as valuable as it 
triggers his response — getting him to 


act when there’s real money on the line. 


So if you find that the most success- 
ful promotion to your target prospect 
emphasized three main benefits. then 
you can reason that these benefits are 
of utmost importance to your prospect. 
After all. they got him to whip out his 
wallet! 


For example, on Figure 2-7, there's 
a former winning promotion for Dr. 
Dave Williams’ A/ternarives newsletter. 
This is a publication for prospects in 
their 40s. 50s, 60s and beyond — who 
are very dedicated to the natural ap- 
proach. Yes, they want it to be backed 
up by science. but they want as little to 


do with the medical establishment as 


possible. 


Knowing this, take a close look at 
the little blurbs below the “Proven!” 
column on the right ... you can see that 
chief concerns for this type of prospect 
are targeted: Natural cures for cardiac 
concerns, osteoporosis, cancer, and Al- 
zheimer's. In fact, my experience with 
this type of health prospect tells me 
these are the CHIEF concems for him. 


See how valuable it is to study win- 
ning past promotions? If you're fresh to 
this market, this would give you a big 
head start on accurately knowing and 
selling to your target prospect. 


And ultimately, it's always still 
smart to check in with a real life pros- 
pect and then confirm these benefits 
— anything that you uncover when 
studying past promotions. 


Why? Because the whole point is 
probability. With each research step you 
take. vou're moving more and more in 


the direction of probable success. 


There are few certainties in life 
— and fewer in markeung! But the more 
information you gather in conjunction 
with your prospect, past promotions and 
everything else we've discussed here. 
the more you'll increase the probability 


of higher response. 
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Dissolve 7 
artery gunk 


with... LE D 

An Enzyme Soak?! 
Grow yourself a _ 
new digestive tract? 


Cure osteoporosis 
with strawberries? 


. Just a few short years AZO, authorities called these 
ideas outrageous—but now they're being hailed as strokes 
; of genius! Suddenly, medical journals are bursting with brand- 
: new studies, proving that the shockingly creative discoveries of 
Dr. David G. Williams truly deliver... (continued on page 3 inside) 


Hailed by TIME magazine, 
praised by a President, lauded by health professionals... 


3 Dr David G. Williams has been personally thanked by a President for his 
"| healing genius, and lauded by fellow health professionals as "the doctor 
i who put the ALTERNATIVES in alternative medicine.” His 
patients include NFL stars, NBA heroes, famed ballet dancers..his cutting-edge 
newsletter has been hailed by Time magazine..and now, for the first time, he's 
revealing his most "impossible-butproven therapies in a 14-volume LIFESAVING LIBRARY 
that he insists on distributing FREE...(continued on page 2 inside) 


grateful 


Dozens of studies and 
thousands of grateful 


patients now attest 
_ “Yes, 
it works!” 


“Critical” cardiac patient 
abruptly makes arteries absolutely 
clean, Angiogram shocks doctors. 
How on earth did she do it?...Page 4 


98-year-old 

arthritis sufferer 

triumphs over pain, spurns drugs 
and delights younger wife by 
insisting on doing the cooking, 
cleaning and grocery shopping... 
Page & 


Osteoporosis “invalid” 
boosts bone mineral 7.8% in a 
matter of months, shuns walker 
and takes up bike-riding at 

age 75...Page 14 


Cancer casualties cured 
of all tumor traces by vegetable 
therapy! Scientists scope, do 
biopsies, find no cancer cells 
anywhere...Page 15 


Senile? Not these 
stroke victims! 

"Failing" patients open blocked 
carotid arteries, restore brain 
circulation, reverse memory 
decline immediately...Page 17 
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This is the same mindset that all of 
the top writers have — they do all the 
little things that cumwularively increase 
the probability of success. 


Research Key #3: 
Begin io Master Your Market 


One of your final considerations in 
he research process is the overall state 
of your market. Let me define that a lit- 
ue more specifically for you: By ^mar- 
ker’ — I'm talking about your group of 
prospects at large, and everything that 


affects them. This can include but is not 
imited to major news events, buying 


trends, time of the year and more. 


Let's look at some of these factors 
for you to consider ... 


Major news events. This is some- 
thing that Clayton has experienced time 
and time again. Especially in the invest- 
ment market. It’s easy to see why an 
event like 9-11 totally took people's at- 
tention off their mail, and why response 
Tates cratered, Prospects were not think- 
ing as actively about investment advice. 


Other times, it may be that a new 
president comes into office (Reagan's 
presidency had a huge effect on re- 
Sponse rates in the investment market) 
... or news of a scandal. In upcoming 
chapters. P11 show you examples from 
times where brokers scammed inves- 


tors and created a wave of controversy. 
Or where supposedly "safe" drugs like 
Vioxx suddenly killed thousands of 
people. 


These are the kinds of events that 
can and often do have a very powerful 
effect on your overall market. 


And here's something crucial for 
you to remember: Whar affects your 
overall market almost always affects 
your prospect. In other words. the vari- 
ous market factors you'll analyze in 
your research will directly affect your 
prospects buying psychology. That 
includes all of the stuff we covered 
earlier: Desires, beliefs, emotions and 
overall behavior. 


So think very carefully about what 
current events may be affecting your 
target market. You can do this via the 
newspaper or magazines dedicated to 
vour niche — and then jump onto Ama- 
zon or head over to Barnes and Noble 
10 research these publications. Be sure 
to scour ALL the most recent, most 
popular books and magazines related to 
your target market. 


And don’t forget your good friends 
at Google! Brainstorm a list of key 
words related to your market niche and 
then Google them. Do any news events 
come up? Read the articles and see 
how people in your market are being 
affected. Think carefully about how 
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your prospect's psychology may be 
specifically altered or impacted by these 
events, 


Buying trends. The concept of 
“buying trend” is admittedly broad, so 
we'l] narrow it for our specific purpos- 
es. What this is really referring to is the 


observable patterns of buying behaviar 
You see in vour target market. 

For instance. we've talked quite a 
bit about the investment market in this 
chapter and in previous ones. One ex- 
ample of a buying trend in this market 
is that prospects are buying investment 
services less and less through the mail. 
while numbers are growing online. In- 
vestment prospects are becoming much 
more open to watching Internet videos, 
opting into lists and paying for services 
online. 


Another example of a trend is one 
we're all seeing on the Web right now 
— the power of big product launches. If 
vou're involved in Internet marketing at 
all, you've probably seen these events. 
They typically begin with an announce- 
ment and event, including some sort of 
valuable free content — a special report, 
a money making video, a free interview, 
etc. Then there's a series of e-mails that 
build up the value, benefits, anticipa- 
tion of the related new product being 
released. 


These launches have generated 
massive sales for the marketers who've 
executed them properly. It's a powerful 
wend in the market — directly related 
to observable buying behavior of the 
prospect. Knowing this allows you to 
modify your approach accordingly. 


Along these lines, think about the 
following questions ... 


» In what ways are my prospects 
most comfortable buying right 


now? Mail? Internet? In store? 


» What kinds of offers are they best 
responding to? Soft offers? Install- 
ment offers? 


» What kinds of products are they 
most excited about? High ticket 
products? Monthly continuity of- 
fers? Live events? 


» What formats do they prefer most 
— Internet video. MP3. DVDs. tele- 


seminars? 


You can see an example of the 
power of format on Figure 2-8. This 
is what’s called a bookalog (a small 
promotional booklet that appears to 
have real value) — and it costs less to 
mail than the large tabloids that have 
been highly successful in recent times. 
But with mailing costs shooting up, re- 
sponse has often been better with these 
ittle bookalogs. 
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Why I Decided to Write this Book 


Dear Reader — 


This book has one purpose: To give you the 
full details on a unique way to make a lot 
of money in America. 


Yom see, most Americans are lucky to make 
10% to 12% a year using stocks, bonds, and 
mutual funds. 


Wrat they don't know is that there are 
muck, much better ways to invest — with 
muck less risk — that can return 8-10 times 
às ruch. in only a few months. 


Rich people figured this out decades ago.. 


One thing wealthy investors often do, for 
example, is to buy a private company. own it 
long encugh to pay themselves a big dividend 
or :wo. and then sell it to the public on 
Lhe stock exchange. 


The wealthy private investors double their 
money in à few months' time — without ever 
risking a nickel. 


OQ? course, taking a private business public 
is iust che beginning. The truth is, there 
are lots of ways the super wealthy have an 
advantage over the regular guy. 


Taere are also things like debi convert- 
ibles. leveraged buyouts. spin-offs, etc. - 
which can pay an ii 
what you could get 
mutual fund. 


I wrote this book to show you how you can 
get. in these same deals ~ on equal terms — 
for- free. You could make 1,000$ over the next 
few years. You could literally turn $1,000 
into over a million over the long term. As 


Pd) show you, 


has happened before, 
i don 


blame vou for dis issing this propo- 
ition 


of hand. y in the world would rhe 
richest investors allow you to participate in 
their ais? And even if you could get in, 
would they let vou participate for free? 


Well. that’s why I wrote this book. The 
answers are all inside. 


Y 


You see, over the last 12 years I've 
helpe ads of Americans make better 
investment i 


My researt ip now has more than 300,000 
in 130 countries. c's no exag- 
geration co say I've probably seen every 

inv ent under the sun. And nothing - not 


! funds, hedge funds, and 


certainly not lar stocks — compares to 
the power of investing with America's top 
Secret Investment Societi 


real] e 


The best part 


Once you discover how to 
join, they 
1 


= legally required (and happy) to 
. nó matter how little or much you 
vest. 


want 


time to read this book, T 
on agree with me: There's 
ater way to make money 


if you take 
believe you'll 
simply no 
in America 


Porter Stansberry 


P.S. 1 think you'll be shocked when you see 
power of these Secret Investment 
ocieties, I'll introduca:ybàiCtocOne nurse; 
for. example, who turned:every $100 she 
invested into $1 million. The de 


2 next secti 


ils are in 
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This is an example of a trend that 
you must be aware of if you want 
maximum success working as a direct 
response pro. And they can only be 
known through meticulous research. 


Of course. these considerations and 
questions are just the tip of the iceberg. 
And they'll vary according to your 
market. But the benefit to asking them 
is priceless — because the answers al- 
low you to structure your product and 
promotion in a way that virtually guar- 
antees higher response. 


Competition and timing. We ve 
covered competition already in this 
chapter. and it's absolutely crucial that 
you closely study your competitors to 
understand your matket. You see, your 
competitors become successful largely 
by adapting to the market — finding 
out what works. So modeling strong 
elements of what they're doing — par- 
ticularly anything that’s based on test 
results — is almost certain to work for 


you too. 


Again, just think about the product 
Jaunch phenomenon. There was a time 
when few of the Internet marketers 
— even the top ones — used this process. 
But by taking note of the competition, it 
became obvious to smart marketers that 
this approach was working and should 
be modeled. 


Virtually every industry presents 
Opportunities similar to this — and it’s 
critical that you study your market, your 
competition and then model your ap- 
proach accordingly. 


On top of this. you've got to con- 
sider the riming of everything you do. 
Again, the Internet product launch trend 
is a perfect example of where timing is 
crucial. 


With this trend taking off. more 
and more marketers are planning and 
executing large launches. But with 
these guys sharing many of the same 
e-mail lists. it can be disastrous for your 
launch to be happening at the same time 
as many others. 


Why? Well, it's easy to see that if 
your product launch has to compete 
with several others going on at the same 
time — response is going to suffer. So 
time your campaigns, launches and pro- 
motions in a way that are going to give 
it maximum visibility and impact. 


The same goes for not competing 
with holidays and other hectic times 
of the year. Launching or aggressively 
promoting a product around a major 
holiday is often going to hurt you — un- 
less your product is designed for that 


holiday or season. 


So as you research and think about 
timing, consider the following ... 


a 
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» — Whars the ideal time for my prod- 
uct to be promoted? 


»  lsthere anything happening right 
now — or during my planned pro- 
motional period — that aggressively 
competes for my prospect's atten- 


tion? 


» What competitors are promoting 
similar products right now? Is there 
any way to improve upon their tim- 


ing? 


This is Only 
just the Beginning! 


I wish I could tell you everything 
you could possibly consider during 
your research phase. but that's just not 
possible. Instead, I’ve tried to give you 
avery solid foundation that will enable 
you to adjust to every assignment, mar- 


ket, and prospect you encounter. 


Also, research is not something ihat 
only happens at the beginning of your 
project. It's the process of collecting 
ALL the necessary information for writ- 
ing a successful promotion — no matter 
what. And in that sense. you're going to 
be collecting info throughout the major- 


ity of your writing process. 


For example, I wrote almost noth- 
ing in this chapter about proof. but it’s 
something that you’re going to have 


to research and gather according to the 


benefits you've selected. Fortunately. 
you'll have a chance to do that in Chap- 
ter 5 on Proof and Credibility. Com- 
bined with what you've just learned, 
you'll be able to gather the most proof 
possible — and the best proof possible! 


The same goes for many of the other 
eleinents you'll encounter in this course 
— you're going to be constantly gather- 
ing additional info for your Guarantee. 
Theme. Closing Copy, Body Copy, Side- 
bars, E-mail Copy. Benefits and so much 
more — it never really ends until your 
polishing your final draft! 


But the good thing about what 
you've learned here is that it really al- 
ows you fo get your projects started on 
he right foot. When you have a very 
solid understanding of your product, 


prospect and market — it puts vou well 
ahead of most other marketers. And 
your chances for success are much. 


much higher as a result. 


Got it? Good. 


Now go do some research. 
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Research is the foundation and basis for 


everything in your copy. Plus it’s the best way to 


get started and get your first words on the page. 


l. 


w 


Create a “Research Document” to organize 
your research data into a single location. It 
can be a simple word document. The point 
is that you've got a running document that 
you can add to whenever you find a useful, 
fact. figure. benefit or anything else — what- 
ever you find that you might use later on in 


your copy. 


(This document will eventually become 
your rough draft. so treat it very valuably 
— and make sure you back it up!) 


Research steps to follow and apply to your 
promotion: 


I. Thoroughly study your Product or 


Service ... 
8. Features 


b. Benefits (We'll be creating an in- 
depth spreadsheet that organizes 
your benefits in Chapter 4.) 


c. Your Offer 


Chapter 2 Action Steps 


| 


pment 


Notes ~~ 
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d. The Competition 


iss Notes 


j. Thoroughly compare fea- 
tures and benefits. 


i. Carefully examine their 
advertising. 


Il. Know Thy Prospect (Fill in the blanks 
with the starter questions to ask about 
your prospect or ask your prospect 
direcily. You can use much more than | 
the lines provided — just add both 
your questions and answers to your 
research document.) 


a. Desires 
i. 
: 
i 
lii. 
b. Beliefs 
i 2 
ii. 


in. j 


al 
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iv. - ^... Noles - 


c. Emotions 


ii. 


iii 


iv. 


d. Behavior — What tendencies for 
action has your prospect dis- 
played? What behavioral patterns 
— related to what you're selling 
~is he likely to repeat? 


e. Get to know real life prospects. 
How many will you speak with 
about your product or service? 


IIL Begin to Master Your Market. 


See what you find out about: 
a. Major News Events. 
b. Buying Trends and Desires. 


i. What are the ways the market 


is most comfortable buying? 
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ij That ki ers? 
ii. What kinds of offers? - - 4 Notes 
iii. What kinds of products? 


iv, What are the preferred 
formats? 


c. Competition 


d. Timing 


Now with all this valuable information about 
your promotion. you're ready to address the 
power of your Offer. 


—————————— al 
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Make ‘Em an Offer 
He Can't Refuse! 


"cents ERR I 


In this Chapter ... 


m Why most marketers approach their advertis- 
ing ALL WRONG ~ and the simple tweak to 
how you begin your promotions that puts you 
miles ahead of everyone else ... 


m The ten most functional direct response offers. 
You'll discover when each one works best, and 
exactly how to use them ... 


m How the ^5W1H formula" can help give you 
the clearest, most compelling offer in your 
market (remember, he with the strongest offer 
almost always wins!) ... 


m And so much more! 


h 
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t's one of the three most impor- 
tant factors of direct response 


Success. 


Even with pathetic copy. get- 
ting this ONE part of your promotion 
right can send your sales through the 
roof. But get it wrong and you'll prob- 
ably fail, even if your copy runs circles 
around Gary Bencivenga on his best 
day. 


I'm talking about your offer, of 
course. Your offer — the sum total of 
what your prospect gets when he re- 
sponds ~ is the absolute foundation of 
any direct response promotion. That's 
why you must be 10096 CLEAR on 
your offer before you do anything else 
- especially before you write a single 
word of copy! 


Not that vou can't tweak your offer 
as you go. Sure you can. It's just that 
clarity about your offer — before you 
begin — will make your writing process 
infinitely easier, more potent and effec- 
tive overall. 


This is precisely why Clayton trains 
his copy cubs to work on the offer first. 
He does it personally with his own cli- 
ents and has for decades. 


You see, when you address the offer 
your client or company is making. first 
and foremost, the following happens: 


» You can quickly judge where you 


stand versus the competition ... 


» This allows you to make an in- 
formed decision about whether to 
ake the assignment. whether to 
aunch the product. or whether cru- 
cial changes must be made before 


proceeding ... 


» Your copy lacks the vague. fuzzy 
feeling that plagues most writers 

— and it takes on a whole new level 
of clarity and precision ... 


» Because your writing 1s clear and 
organized. it's infinitely more per- 
suasive — which also means your 
response, sales, profits and income 
inevitably rise ... 


How to Quickly Set 
the Foundation for a 
Winning Promotion 


Your "offer" is the sum total of what 
vou're putting on the table. In other 
words. everything vour prospect gets 
when he buys your product. 


So that there's absolutely NO confu- 
sion about this, I'll define it explicitly ... 


Your Offer = Main Product + 
Premiums (Free Bonuses) + 
Price + Delivery Details 


What this equation means is that 
your offer is the combination of: 
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a) Your main product ... b) Any premi- 
ums or free gifts you're including ... 

c) The price you're charging for every- 
thing ... and d) How all of this is going 
to be delivered to him. 


Here's what the details of an offer 
would look like: 


sobs kk 


» 2year Subscription to The 
China Strategy for $199. You 
save 50% and receive: 

^ 24 monthly issues of The China 
Strategy 


» 104 weekly briefings e-mailed 
to you with detailed updates on 
our stocks and the market 


» Flash Alerts e-mailed directly 
to your inbox anytime there’s 
urgent buy or sell action to take 

» Full use of our protected client- 
only website 

» PLUS. vou'll receive 7 FREE 
research reports: 

» Chinas Golden Age of Entre- 
preneurs — 5 companies and 
their visionary leaders. able to 
double your money in a year or 


less 


» China: Bull in the Energy Shop 


» Made in China: US Busi- 
nesses Cashing in on the China 
Miracle 

» The Biggest Scandal in Invest- 
ing Hisiory 


» — Hot Commodities for China 


»  Doublers in rhe Download 
Deluge 


» The Biggest Bet 


» All delivered to your door via 
first-class US Mail. 


HK ok k ok 


See. that’s a clear offer: You know 
the main product (The China Strategy 
newsletter. including the e-mails and 
website that comes with it)... the 
premiums (the seven FREE research 
reports) ... you know the price ($199) 
... and you know the details of deliverv 
(the updates will be delivered via the 
website and e-mails, while the newslet- 
ter and premiums will arrive via first 


class mail.) 


While it's not rocket science. you'd 
be surprised by how many marketers 
and copywriters start working without 
knowing all the details of the offer 
they re going to be making. And unfor- 
tunately, they NEVER get 100% clear 
— which prevents their copy from being 


as strong as it could be. 
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I don't want that to happen to you. 
Be as clear with your offer as you see 
above. Use the tools you're getting in 
this chapter. 


I'm willing to bet that you'll blow 
your client's mind when you can speak 
to him frankly, intelligently and clearly 
about his offer. If you’re an entrepre- 
neur, you'll be even more amazed as 
these offer secrets open up a whole new 
world of possibilities for your business. 


lf Cony Is King, 
Your Offer Is Queen 


You've heard the phrase “behind 
every great man lies a great woinan” ... 
well. 1 can knowingly say that behind 
every great piece of copy lies a great 
offer. ln fact, your copy can ultimately 
only be as good as the offer you're 
making. Sure you may be able to ro- 
mance ice to Eskimos. but it's still just 
a bad deal. In the long run you'll lose. 


In fact. it's been Clayton’s experi- 
ence, and that of others like Hall of 
Famer Gary Bencivenga, that your offer 
is the third or fourth most influential 
factor when testing a promotion. (Be- 
hind the list you’re selling to and the 
headline.) 


This makes sense when you think 
about it. Time and time again I’ve seen 


mediocre copy successfully sell a great 


offer — while world class copy had 
trouble selling a lousy offer. 


Knowing this. Clayton’s developed 
the habit of getting clear on his offer — 
just like you saw in the earlier example 
— BEFORE jumping into the nitty gritty 
of writing his promotions. You see, the 
offer is what you re actually selling 
— it’s the foundation of everything you 
do. 


When you don't have a clear image 
of the offer before writing, the entire 
rest of the promotion feels vague and 
fuzzy. This is something he has beaten 
into me repeatedly as a copywriter, be- 
cause it's a problem he's seen in virtu- 


ally every young writer he's mentored. 


So what makes up a good offer? 
And how do you take a weak offer, and 
transform it into one your prospect sim- 
ply cannot refuse? 


Before we answer these questions. 
let’s take a quick look at ... 


The Most Popular Types 
of Direct Response Offers 


What follows will cover most of 
the types of offers you'll deal with as a 
copywriter, marketer or business owner: 


Hard offer — This is the classic 
“money upfront" offer. it demands the 
prospect pay in full before he receives 
the product. Most newsletters in the 
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health and investment fields require 
that the prospect pay upfront. Supple- 
ments virtually always demand that the 
prospect pay upfront. Most physical 
products use this type of offer. 


Soft offer — In contrast with the 
hard offer, this is the *send no money 
now" type of offer made by many book 


publishers like Rodale and it's some- 
times done with newsletters. For ex- 
ample, Boardroom sells all their books 
and newsletters on “soft” offers. 


As you may guess, the advantage of 
a soft offer is that prospects are more 
likely to “try out” the product when 
they don't have to front any money. It 
reduces their risk, their barrier to entry. 
and it allows the copywriter to use the 
powerful word “tree” much more fre- 
quently in the copy. because the pros- 
pect can indeed try it free. 


For example, Figure 3-1 shows you 
exactly what this looks like. 


The downside of the soft offer is 
that it takes more intense planning 
and calculations to make it work. 
You've got to look at the lift you get in 
response (versus asking for money up- 
front) and compare that to the amount 
you lose from people not paying up. 
There are more advanced ways compa- 
nies like Boardroom use to calculate a 
prospects willingness to pay, but that 
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usually won't be your concern as a 
copywriter or marketer, 


Soft offers are especially powerful 
when: a) you've got an amazing prod- 
uct that you simply must get into your 
prospect's hands (and you believe very 
strongly that once he tries it. he'll be 
blown away) ... and b) your competi- 
jon is not using them. Dating Guru 
David De Angelo (whose real name 
is Eben Pagan) built the most suc- 
cessful dating advice company on the 
nieret by making soft offers, billed 
in installments. With no one else in the 
market doing that, his sales absolutely 


exploded. The competition has never 
caught up. 


Negative option — You've seen 
this before. it’s the whole “bill me ‘til 
I cancel" offer made by people like 
Columbia House, Blockbuster Video, 
Dan Kennedy and many more. Often. 
it's made in conjunction with a soft of- 
fer — "try it free for a month and then 
you'll be billed SXX.XX each follow- 
ing month." 


The advantage of this kind of of- 
fer is HUGE — it creates an automated 
monthly stream of income for you. Just 
look at a company like Blockbuster. 
They went from having random, unpre- 
dictable sales from each of their cus- 
tomers ... but now, with their monthly 


unlimited rental program, they've got 
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insider Secrets You 
Hever Knew Existed 


Bates often gct their personal 
mortgages for far below the 

prime rate. Why should you pay 

more? Car salesmen get their own 
cars at factory-direct prices—and 
save $5,000 to $15,000. Don't you 
deserve the same discount? Real 


can’t they do the same for you? 

Don't you think you deserve the 
very same advantages enjoyed by 
industry insiders and the superrich? 
Ofcourse you do. And that’s why 
you need THE BIG BLACK BOOK. 
You see, we reveal the trade and 
industry secrets that no one wants 
you to know. 

Now. I won't pretend to know what 
wen d ae n tne Dat} da know that 
2 collection 
zall do. 


ng, you 

a customer 
eyour 
night buy 
"prices, 
ora living, 
'e rove of 
rets 


How Suppose You 
Knew Everyone 
Else's Secrets, Tes 


ou" ind over a thousand such 
secrets in only one place-—THE 
BIG BLACK BOOK. And just imag- 


, ine what these secrets could mean 


for you. 

No matter what you bought, No 
matter where you went. No matter 
what you wanted, You would always 
have the inside track 


> You could drive a Mercedes- 


Benz and pay less than the cost 


ofa Ford or Chevrolet. How? 


know (Page 166) 
; You could take a monthlong 
vacation completely free 

of charge. In fact, 


the tour operator 


Because you know what car dealers 


(Over, please...) 


OU—and a strictly limited 
number of individuals in your 
area—are invited to inspect 
THE BIG BLACK BOOK for 30 days 
absolutely FREE. 


All the typical obligations you 
might expect have been removed, 
The publisher has generously agreed 
10 pay for your free “hands-on” trial. 


To participate, return this FREE 
PREVIEW CERTIFICATE. Respond 
within 10 and you will also i 
receive Besi-Kop! Secrets in America 
asa free bonus gift that's yours to 
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a much more consistent, predictable 
stream of revenue. It's literally saved 
their business, allowing them to fight 
back against their biggest competitor. 
Netflix. It’s all in the offer. 


Installment offer — An installment 
offer can be either hard or soft, and it’s 
most often used on products with higher 
price points. For example, Clayton of- 
fered a $1.250/month installment plan 
for his $5,000-a-seat Power Marketing 
Summit that made it much more afford- 


able for some people. 


In cases like this, because the initial 
required investment is lower. it allows 
more prospects to buy. This can lead to 
increased response and overall revenue. 
But like with the soft offer, you often 


must carefully calculate the credit wor- 
thiness of prospects. Also, your upfront 
cash flow is obviously reduced. 


But the fact that you're seeing in- 
stallment offers more and more online 
is a good sign that they’re actually 


working. 


Charter offer — This is when you 
first launch a product or service and of- 
fer an initial one-time discount. Many 
newsletters extend an initial low price 
that will never be offered again. This 
is especially strong when you stick to 
it, giving your offer an added sense of 


value and urgency. 


Exclusive offer — Just like it 
sounds. vou make an offer to a seleci 
group not made elsewhere. One ex- 
ample is if you make a special offer to 
just one list. This makes the prospect 
jn that group feel special, and raises 
the perceived value of the offer due to 


increased scarcity. 


Limited offer — Bv limiting the 
supply of your product, you often make 
it seem more scarce and valuable. 
Prospects worry that others will get 
something they don’t. and consequently 
respond with greater urgency. The trick 
is to calculate what you believe will 
be the maximum number of units sold. 
and then cut off your sales right at that 


number. 


Limited-time offer — Putting a 
deadline on the end of the offer you 
make adds an intense urgency element. 
The prospect often becomes much more 
worried that he'll miss out. This is es- 
pecially true when both the supply and 
time is hmited. Some of Clayton’s most 
successful house file promotions — some 
that have sold eight figures in a matter 
of a couple months — took advantage of 
this type of offer. 


One-time offer — This is yet an- 
other way of limiting your supply, and 
ramping up the urgency and demand 
for your product. Perhaps you have a 
produci that’s time-sensitive and makes 
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sense only to be offered one time. Or 
perhaps you plan on changing or repur- 
posing your product. When this is the 
case, make sure your prospect is fully 
aware that he'll never sec this offer 


again. 


Meeting qualifications or condi- 
tions — Forcing the prospect 10 “quali- 
fy" for your offer makes it appear more 
valuable. but for different reasons than 
the other types. Instead, it helps your 
prospect to feel more special — like he's 
got to work and ‘prove’ that he deserves 
1o own your product or participate iri 
your service. Because what you're of- 
fering is not open to cverybody, it auto- 
matically becomes much more desirable 
and attractive. 


NOTE: As you might guess, many 
of these different kinds of offers can be 
mixed and matched for an incredibly 
powerful effect. For example, you can 
do a one-time, soft offer that can be 
paid in monthly installments. You can 
limit the total number of products you'll 
sell and then you can have a strict dead- 
line where no more can be purchased. 


As we'll learn throughout this 
chapter. there’s no magical formula 
you should follow. It's always about 
tailoring the offer to your prospect and 
outbidding your competition. 


Use the SWH Formula 
to Clarify Your Offer 


In journalism, they have a “5W1H” 


formula that stands for ... 


Who ...? As in who committed the 


crime? 
What ...? What did he or she do? 
When ...? When did it happen? 
Where ...? Where did it happen? 
Why ...? Why did this person do it? 


How ...? And finally, how exactly 


did it happen? 


Why is this taught to journalists? 
Simple: Because when a journalist 
repeatedly asks these questions, he will 
quickly acquire everything be needs 
to know in order to write a pretty darn 
cood article. These questions do an 
amazing job of covering what we hu- 


mans are interested in. 


Coming up with a red-hot offer is 
no different. Well, actually it’s s/ighily 
different, ] recommend you change the 
order of these questions slightly for 


maximum impact. 

For example, when it comes to your 
offers, think about them like 
this ... 

Who ...? Who is your prospect? 
And who the heck are YOU to be mak- 


ing this offer? 


—— —H MÀ ———————————ÓÁÓÁÁ———————————M— Mad 


102 www.nakepeacetoralpackage.conm 


Make ‘Em an Offer He Can't Refuse: 


What ...? What is the offer in 
simple terms? What does the prospect 
get for saving “yes”? What is my com- 


petition offering? 


Why ...? Why are you making this 
offer to him? 


Where ...? Where is this offering 
going to be visible? Where will the ads 
be placed? And where is this market at 
in terms of its trends, psychology and 
more? 


When ...? When is the best time to 
present your offer? When should you 
launch your campaign, website. send 
out e-mails, or anything else? 


How ...? How are you going to 
deliver this offer? This is a question of 


format. 


Now let's take a look at a real 
promotion, running it through these 
questions. We'll do it for an Agora 
product, a newsletter called HS/ (Health 
Sciences Institure) — which is a member 
network of doctors, researchers, practi- 
tioners and patients looking to get privi- 
leged access to the cutting edge natural 
cures and remedies. You can see the 
offer on Figure 3-2. 


Let's look at the "Who?" questions ... 


“Who is the prospect?” In this 
case the prospect is a man/woman in- 
terested in alternative health remedies 


and cures. The age of this prospect will 
generally range from about 40 to 70. 
although there are certainly exceptions. 
Typically, this prospect wil] have pur- 
chased a similar health product before 
— another alternative health newsletter. 
a health book, nutritional supplements 
and so on. 


Psychologically and emotionally. 
this prospect is very concerned if not 
outright worried about chronic diseases 
... distrusts and may even be outright 
angry at the medical establishment ... 
self-medicates himself and has an in- 
nate sense of optimism and hope there's 
a natural solution to any and all of his 
health woes. 


Okay, that's enough for now. We 
could go deeper. but thats your ongo- 
ing task — both in the research phase 
and throughout your writing process. 
And you got the tools you need to ac- 
complish this in Chapters 2 and 3. 


Right now. the important thing is 
that vou have a clear vision of who the 
offer is going to. Let's look at the next 


question ... 


“Who am I to be making this 
offer?" This question addresses your 
credibility and uniqueness — what 
makes you uniquely qualified to be de- 
livering a solution. Much of how vou'd 
arrive at this info was covered in our 
last chapter. 
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YOUR 
RISK-FREE 
GUARANTEE 


a YOU'LL GET IT FIRST. Your 
HST Members Alert and 


for the Worst Health 
Problems of Today give 
you first. word on today's 
most lifesaving break- 
throughs. We also negou- 
- ate preferred access for 
our Members when sup- 
plies of new rreamments 
are limited. 


* YOU'LL GET IT FAST. As 
an HSI Member, you'll 
also get up-to-the-minute 
e-mail alerts, with late- 
breaking health news and 
lifesaving follow-up 
research on past articles. 
* YOU'LL GET IT RIGHT. 
For each treatment, we'll 
describe step-by-step 
exactly how it's used. You'll 
also be provided with 
details about researeh, 
clinical trials, paent expe- 
Tiences and more. 

a YOU'LL SAVE MONEY. 

We have secured deep 


on cutting-edge formulas 


NorthStar Nutritionals. 
These alone could save 
you hundreds of dollars. 


AND YOU'LL LOVE 
YOUR HEALTH 
RESULTS... 


Or get your money back. 
Tf for any reason you're 
not delighted with your 


ply drop us a note to can- 
cel your Membership, at 
any time, We'll send you a 
prompt and courteous 
refund on all unmailed 
issues. KEEP YOUR 
FREE GIFTS. And thanks 
for trying us! 
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The 50 Very Best Solutions 5 


from top-rated sources like | 


Membership benefits, sim- (| 


discounts for our Members 1j 


ERE 


ene 


embership Certificate. 


I want to dodge the lies, eliminate 


even my toughest health problems, 
and move up to a higher level of living... 


(W YE I'm taking you seriously on your money-back guarantee to provide 
me with life-giving information on cures for problems 1 may have 
with heart disease, stroke, cancer, high blood pressure, arthritis, diabetes, overweight, 


Alzheimer's, or aging (like once-a-year sex!) Your 9 benefits of membership sound good 
to me, so sign me up with full privileges. 


(1 $49 (Regular price $74. You save $25.) 
Start me off with a 1-year membership 
in HSI. Send me pronto my collection, 
The 50 Very Best Solutions for the Worst 
Health Problems of Today, your complete j 2 
source of the very best way to stop each : Get EE à 
of the 50 biggest health killers without i FREE. 
resorting to drugs of any kind. (021) cui 


($79 (Regular price $148. You save $69.) J can add, and lm smarter than your 


average bear. So mark me down for 2 years and send me The 50 Very Best 
Solutions for the Worst Health Problems of Today. (022) 


DHS0706-RPLY 


D Tm under the wire—responding in less than 2 weeks. 
Send me promptly your 2 extra bonus gifts. 


Payment: 
OU Check or money order made out to Health Sciences Institute 
(MD residents please add 5% sales tax.) 


O Please charge my: 


Oe 
ans 


Card & 


Expires Signature, 


(Credit card orders only) 
Phone # 


(In case we have a question about your order) 


C FREE e-Alert service for new HSI Members! Please sign me up for HSI e-mail alerts, 
so I can start receiving late-breaking news and lifesaving updates from your net- 
work of health insiders. (We respect your privacy. We never share your e-mail 
address and you can unsubscribe from this service at any time.) 


E-mail 


REPLY TODAY! If enclosed postage-free envelope is missing, send to 
ORDER PROCESSING CENTER « Health Sciences Institute 
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In the case of this product, I'l] take 
an excerpt directly from the promotion 


EPERE 


IT COULD TAKE UP TO 17 
YEARS for discoveries like 
these to reach doctors and 

hospitals! 


But I’m happy to say there's 
anew system now and it’s cus- 
tom-designed to serve 


you... 


Thanks to the courageous 
doctors & researchers of 
HEALTH SCIENCES INSTI- 
TUTE (ASD! 


HSI is a medical network 
unlike any other in the world. 
It includes many of the most 
famous names in the world of 
alternative medicine. Doctors 
and scientists who are on the 
cutting edge of natural healing 
and research ... 


And they all came together 
because they care deeply, not 
just about science, but about 


you, 


The HSI network bypasses the 
bureaucrats, and passes the 
breakthroughs directly from 

the scientists to you. 


It’s a partnership unique in 
the history of medicine. At [ast 
you'll get the breakthroughs 
your loved ones need, not next 
decade, not next year ... 


But instantly. Well before 
health gurus who often are not 
involved in the actual discover- 


jes. 


And when I say “discoveries,” 
I don’t mean GINKGO and 
BROCCOLI SPROUTS 


I promise you, the break- 
throughs in this report are so 
much more powerful, they leave 
best-selling drugs and supple- 
ments in the dust. 


And there’s so much to tell 
you about. Because our Adviso- 
ry Panel is truly global. They're 
everywhere medicine's happen- 
ing. Down in South America. 
over in Japan. in Europe, here in 
the USA... 

No single health guru could 
possibly stay on top of so much. 
right as it happens. 

The HSI network is 90,000 
strong now and getting stron- 
ger every day 


LEETE 


See how this piece of copy clearly 
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conveys the credibility and uniqueness of 
HSI - the organization making this offer? 
That's what you want. You don't need 
perfectly polished copy at this stage. but 
doing this should give you a clear sense 
of why you or your client is uniquely 
qualified to be making the offer. 


Once you've gotten the credibility 
elements that make vou uniquely qualified 
down on paper, you ean later rework them 


into compelling copy. 


Now let's look at the “what” 
questions ... 


* What is the offer in simple terms? 
What does the prospect get for saying 
yes? What is my competition offering?" 
First. let me show vou the clear offer 
they^re making ... 


oko 


» The HSI Monthly Print Newslet- 
ter ~ 12 issues in all — written by 
some of the leading experts on our 
team 


» Monthly HSI Member Alerts. 
briefing vou on the most important 
new discoveries 

» HSI Advanced Healing Collec- 
tion — 10 volumes in all - FREE! 


»  Exelusive Access to Our Expert 
Panel - via e-mail, fax or phone 


» Instant E-mail Health Alerts on 


brcaking news 


» Two Additional Bonus Spe- 
cial Reports for Fast Replies 
— Today s Vital Health Secrets and 
Secret Germ Antidote. 


» All for $49. Or $79 for two years. 
Or $89 for three years. 


Ob Ro 


This is a clear breakdown of the of- 
fer — it's exactly what the prospect gets 
for saying "ves." 


And what about the competition? 
This is such a fun. enlightening practice 
when you really start looking at all 
kinds of offers! For example, one of 
our clients offers an alternative health 
newsletter (Easv Healrh Options by Dr. 
Jay Cutler) where the prospect gets a 
monthly print newsletter ... access to 
an expert staff ... e-mail alerts as war- 
ranted ... but here's where it starts to 
get interesting. 


For the one-year subscription, the 
prospect gets the newsletter and the 
other stuff, plus three FREE reports for 
$39. Plus, if the prospect phones in his 
order within the next 10 days, he'll get 
three more. So it’s about equal to the 
HSI offer — a little less expensive but T 
believe the HSI reports are a Tittle lon- 
ger and more robust. 
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But surprisingly, for two years, he will influence your decisions about how 
gets 14 total reports — plus the extra aggressive you can be with your guar- 
three for phoning in his response within antee, the costs of your advertising and 
the next 10 days. That's 17 in all. for so much more. 
$69. 


Now for the “why” question ... 
You can see the complete visual 


“Why are you making this of- 
breakdown on Figure 3-3. 


fer?" Above and beyond the obvious 


So on a pure offer level, the of- answer — that you want to sell a product 
fer for Easy Health Options is clearly that makes money for vour company 
stronger. However, the caveat to this is — go deeper into the reasoning for why 
that HSI has a more unique position, you're making this offer to vour pros- 
USP and stronger credibility overall. So pect. There are literally TONS of pos- 
the prospect making the choice between sibilities for this ... 


the two is going to have to think al D ; 
going to have to think about »  Ifyou're offering a heart supple- 


wh Ni -i xci 
at he values most - is he so excited ment or heart health newsletter: 


y HSI's power ‘ork i it 
by HST's powerful network and system Maybe it’s because you lost your 


*s willi 7 re — g i j 
that he's willing to pay more — and get mother to heart disease — which 


less free stuff? Perhaps. could have easily been avoided 


This happens all the time. We don't — and you've vowed to help others 
just look at quantity, we look at qual- learn safe, inexpensive, proven al- 
ity as well. Sometimes price isn't that ternatives so that they don't have to 
much of an issue if the prospect values experience the same pain you did. 


i g y : 
something enough. » If you're a marketing consultant: 


My point is that closely evaluating 95% of all small businesses fail 
both your offer and the offers of your within the first three years — their 
competition is one of the single most hopes and dreams washed away. 
powerful things you can do early on. And you don’t think it should be 
I know I discussed this in Chapter | that way. You believe - and have 
on Research, but I just can’t stress it seen throughout your career — that 
enough. a small business which relics on 


: , ] roven direct response marketing 
Knowing you have an incredible p PAS P bos 
principles can grow as aggressively 


offer — the best in your industry — will . j 
as it wants, making plenty of mon- 


give you amazing confidence. And it 
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“Pye seen lives devas- 
tated by bad medicine. 
{was one of the victims 
and | NEVER want it 
to happen to you. 
Here's my personal 
promise to you.” 


E each and 

every each 

issue of Easy 

Health Options, 

I show you 

how ta; 

v Safely get off dangerous 
drugs 

vf Experience genuine healing 
—not just mask yar health 
problems 

~ Show you step-by-step how 
tousé natural remedies for 
optimal health 

v” Help you restore wellness— 
and prevent future health 
problems 

v" Get to the real cause of your 
illness—net just mask your 
symptoms 

^ Discover safer alternatives to 
dangerous prescription drugs 
and surgeries 

Y Feel better and experience 
abundant energy! 

Tat any time you are 

not 100% completely satisfied 

with Ec asy Health Options, just 

cel your subscriptinn and 

a FULL refund! Can I be 


any fairer than that? 

And of course, al] of the 
Healing Reports vou receive are 
yours to keep—as my way of 
saying thanks for giving Easy 
Heatth Options a fair try. 


Jis cal 7-800-523-5503, to guaran- 
tee you'll receive all your FREE gifts! 
Please have credit card handy. 
*. Just fill cut the order form 
and mall it back in the pastage-paid 
envelope provided to: 

Easy Health Options, P. Bax 3703, 

Hueytown, AL 35023. 

‘ey. Just fil out the order form and 


pame e rn i tn et ee en ee ee ee er m a m m m e a a, 


? Dr. Cutler, I want to avoid dangerous drugs and unnecessary sur- 
Au i & peres —and discover easy, safe and effective natural remedies for 
my health problems! Sign me up for EASY HEALTH OPTIONS today. Please rush me 
my FREE gifts. I understand this is a 100% RISK-FREE offer! I want to enroll as follows: 


EXTRA Bonus Reports 


As a two-year subscriber, 
lam enciosing my bonus 
coupon for 5 extra special 
reports! 


B 7 —TWO years (24 issues) 
i just $68. I save nearly half off the regular 
price. Plus, TH also receive the following healing 
reports, FREE: a 
FREE HEALING REPOR Cautions Consumer's Medical 
Survival Gute nnus at $15.95—vours FREE! 
Cautious Consumers Guide to 
—valved at §19.85—yours FREE! 
Cautious Consumer's Gude to 
ued at §19.85—yours FREE’ 
& Lower Your Cholestero! WITHOUT 
at $16.95— voors FREE! 


mide to Cancer 
yours FREE: 


Answer to Digestive 


‘Coins Consumers Guide to 
ued at $19.95—yi 


The Sec 
519.65 —vours FREE! 


s Consumer s Guide 1o 
lief valued at 819.95— yours FREE! 


(— ] $ FREE HEALING REPORT #1: Cautious Consumer e Medical 
STILLA GOOD VALUE— : Survival Guide—vulued at $13.95—yours FREE! 


One year (12 issues) for just $38—. | "| BS FREE HEALING REPORT #2: Cautious Consuraer s Guide to 


a savings of HALF OFF the regular Freedom from ArtritisPain!—valood at $19 85— turs FREE! 
price. In addition, FIL also get these | fp FREE HEALING REPORT #3: Courious Consumers Guide to 
FREE Healing Reports: Heart Healing Miraoles—valued at $19.95 —yours FREE! 


| EARLY BIRD GIFT—WHEN YOU 
RESPOND IN THE NEXT 10 DAYS! 
‘Yes! Tm responding immediately! Rush me my 
FREE Healing Report: 
2 X01 Astonishing Holth Scivets valued at $19.95 — 
yours FREE! 


‘abe a $19, 95-yours FREE! 


| wish to pay as follows: 
Enclosed is my check/money order payable wo EASY HEALTH OPTIONS for $. 


Please bill my: _IMASTERCARD VISA 2DISCOVER ‘) AMEX 

Card #: Exp’ 
Signature: E Dn 

Phone #:1 we have a question ebaut your order? 


FREE HEALTH UPDATES: | want continuing updates on guod health via email. 1 understand that my e-mail address 
wit never be sold or rented and that ] may unsubscribe al any time. 


E-mail address: CEN ze 


Please make nny corrections necessary to the name and address label on the other side of this form, Then, just mni] this 
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ey and fulfilling everyone's dreams 


along the way. 


»  Ifyou' re a natural dry cleaner: 
You're appalled by how many 
oxic chemicals are used in normal 
dry cleaning — chemicals that have 
been directly linked to cancer. 
hormone imbalances and countless 
other problems. You're commiued 
o helping people live a healthier. 
happier life - which means limiting 
daily exposure to environmental 
toxins and pollutants. 


» If you're a real estate agent offer- 
ing FREE consultations in your 
area: You've seen people over- 
Spend as much as $100,000 on 
their new home — money that could 
have been saved — if only they 
had accurate “insider” knowledge 
about this area. You’re a regular 
guy — a local homeowner — with 
a wife and family to support. And 
you're tired of people getting 
fleeced by dishonest agents and 
loan companies only interested in 
making a fast buck. 


You get the point. Little mission 
statements like this can really make 
your offer more credible — even bring 
it to life — because they show what mo- 
livates you beyond making money. Of 
Course your prospects understand that 
You're in business — and that you need 
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to make a profit. They won't hold that 
against you. But they like to see that 
you care about something above and 
beyond the bottom line — that you have 
a passion and commitment for helping 
them get to where they want to be. 


In terms of the HSI example we've 
been reviewing. it’s something like this: 


» Far too many incredible natural 
cures and breakthroughs are be- 
ing buried by the medical system. 
It's how the system works — if 
you can't patent it and mark it up, 
then there's no money in it. But 
our courageous team of 90.000 
doctors, scientists, researchers and 
patients has come together because 
we believe you shouldn't have to 
wait — that you deserve the best 
natural solutions RIGHT NOW. In 
fact, this is the only way that you'll 

s deadli- 

est chronic diseases and achieve 

the health and vitality you deserve, 


be able to sidestep today 


These “reasons why” are powerfully 
built into the very first few pages of the 
copy. We'll discuss this more in later 
chapters, but I recommend you do the 
same. And the best way to start is to go 
through this process with your offer! 


Copywriter Parris Lampropoulos is 
a master at giving reasons for his offer, 
and you can see an example of his work 
on Figure 3-4. At the time of writing, 
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MARTIN EDELSTON 
Chairman, BOTTOM LINE/Personal 


"It's our 27*^ anniversary 

...and to celebrate, we're 

making our most generous 
FREE offer everi" 


Dear Friend, 


It's BOTTOM LINE/Personal’s 27*^ anniversary. And to 
celebrate, I'd like to make you the greatest FREE offer in 
our company's history. 


Y First off, r d like to send you then 
E Waly the only publication in the 
world that reveals powerful success secrets from the 
world's top experts in everything. 


“ Second, I'd like to send you 4 4 
are jam-packed with important information you won't 
find anywhere else. 


V/ Third, I have% S ifts for you if you 
respond to my offer within the next 11 days. 


All these gifts are yours to keep. There are no strings 
attached. And there's no obligation to buy anything. 


Why am I doing this? Because I think there's no 
better, more honest way to sell a publication than to let 
people "try before they buy." 


Sure, people tell me I'm crazy for giving away so much 
free stuff. They say, "How can you possibly make any 
money when you're giving away the store?" 


Well, I may be crazy, but I'm not stupid. i've found 
over the years that whenever I get people to sample BOTTOM 
LINE/Personal, they become absolutely hooked. Many of 
them continue to subscribe for years and years. 


And so I figured the more people I can entice to try 
BOTTOM LINE/Personal, the more people I'll win over as 
subscribers. Hence, this almost-crazy, irresistible offer... 


(Over, please...) 


Vn ofothe 


zs. Like these: 
2 13.9% on 
st 3 months. 
sy, even a total 
an do it. 
uses below 
Call on "Foi 
ties only, ..and 
¿stion you ask. 
self-directed 


stin real estate. | 


mation. 

most accu- 
adicatar. Has 
at of 30 times! 
zk what Wall 
can ger your 
ow ro do it. 
your 30-year 
23 years— 
c amount per 


ring previous 
a? Because the 
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this is the control for one of Board- 
room s widest circulating publications. 


Now let's look at the "where" com- 
ponent of the offer ... 


“Where is this ad going to be 
placed?” In this case, the HSI promo 
is a direct mail package - so it’s going 
to be visible by anyone on the mail- 
ing lists they select. To the best of my 
knowledge. it's also been successfully 
converted to the Internet. 


But other times you could be talking 
about a space ad that will be placed in 
certain publications ... an infomercial 
that could be placed on various stations 


or in specific regions of the country ... 


and soi 


good to always consider the 
“where” component of your offer. 


Lf your offer is going to be made 
via a landing page on the Internet, you 
should carefully consider the adwords, 
banner ads, websites and affiliates lead- 
ing prospects in the direction of your 
offer. This is another way to get a keen 
sense of competitive offers. 


Another ‘where’ question is 
“Where is this market in terms of 
its trends, sophistication, awareness 
and more?" This is a more chal- 
Jenging question. We'1] discuss these 
ideas in more depth in Chapter 11 on 
Breakihrough Advertising, and you 
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got a foundation in market research in 
Chapter 1. 


But for now, just understand that 
— to make the best possible offer ~ you 
must evaluate how saturated and ^ma- 
lure’ your market is. For example, if 
you were making an offer in the dating 
market 5-10 vears ago — you would 
have pretty much been talking to “vir- 
gin” prospects. But today. those same 
prospects have literally seen dozens 
and dozens of competitive promo- 
tions. They're much more skeptical of 
headlines and promises, and your offer 
needs to be better than ever. 


In other words, it's a mature market. 
Many of the markets we'll be covering 
extensively in this course, such as natu- 
ral health or investments, are incredibly 
mature. There are literally hundreds of 
competitive products — all being mar- 


keted aggressively. 


As another example, you can see a 
Dominant Emotion headline — one that 
leads into an exclusive, groundbreaking 
investment offer — on Figure 3-5. This 
type of headline is most necessary when 
the market is highly mature, as Clayton. 
faced with investors at this time. 


When your market is at this level, 
you can’t make just any old offer. Pros- 
pects are keenly aware of what they 
can get from the competition. You must 
carefully address these issues and then 
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Special Alert 


[ designed this strategy with one goal i in mind: To Cut Your Risk And Help You 
Grow Up To SIX TIMES RICHER In 


«t Martin D. Weiss; Ph.D., 
; «According to Forbes Online, 
co those who followed his 
advice would have: side 
; stepped the bursting of the 
quity bubble and the rav- 
ges of the bear market. ^in 
fact according tothe — 
Hulbert Financial Digest, 
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ensure that your offer goes above and 
beyond what’s expected. 


Now for the ‘when’ question ... 


“When are you going to be mak- 
ing this offer?” Timing is critically 
important in the quality of your offer. 
For example, you may have a power- 
ful Intemet marketing product and 
decide that you'll launch it in April. But 
if there are several other big product 
launches in your market at the same 


time, you need to closely consider that. 


It may be wise to change the timing 
of your promotion, especially if your 
offer is inferior to the competition. 
Even if it's stronger. you may still want 
to wait for a time when fewer similar 
products are being aggressively mar- 
keted. 


In certain markets, such as the 
investment arena, topicality is a huge 
consideration. Premiums that are ir- 
resistible to a prospect at one point in 
time ~ like before a big economic event 
or disaster — may be totally worthless to 
him at a different time. 


Depending on your market and 
prospect, there may also be certain 
times of the year that yield the highest 
response. For example, Christmas may 
be ideal for some product offers, but 
absolutely disastrous for others. 


Last but not least, you must con- 
sider the ‘how’ of your offer ... 


“How is your offer going to be de- 
livered?” In other words. what ‘format’ 
are you going to use to make your offer. 
A commercial? An e-mail? An Internet 
landing page? Will it be made via an 
insert inside your monthly newsletter? 
You get the point. 


The format you choose will impact 
how much depth you can go into with 
your offer ... what other offers yours 
will be compared against ... how ex- 
pensive you can realistically make your 
offer (for example. it's difficult to sell 
$1000- product via a commercial — you 
may need to get the prospect to talk to a 
live salesperson) ... and much more. 


Sometimes being the first to make 
a certain kind of offer/format in your 
market — like making a ‘soft’ offer 10 
the dating market — can yield a truly 


huge breakthrough. 


Going through each and every one 
of these *5W1H’ questions regard- 
ing your offer will put you leaps and 
bounds ahead of the competition. In 
fact, this is one of the very first things 
you should do when corresponding 
with your client. Chances are he won't 
be able to answer all of these questions 
— which is the surest way to actually get 


him to improve his offer! 
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This makes your job much easier, 
and will significantly multiply the 
chances of vour promotion being a suc- 


cess. 


Five Secrets 
of an Irresistihle Offer 


Depending on where you stand, you 
may or may not have control over your 
offer. 1f you're a copywriter. especially 
if you're just starting out, vou won't 
have much influence over the offer vour 
client is making. You'll just take what 
your given and do your best. 


However, vou might as well sull 
give your input. Tell your client what 
you think. Suggest some additional pos- 
sibilities and ideas you have, based on 
what you ve learned here. It can't hurt. 
and if the copy doesn’t do well - he 
may decide to test one of your sugges- 
tions. In which case. you'll look like a 


hero! 


If you're a marketer or entrepreneur. 
vou usually WILL have control over 
the offer being made. Therefore, you 
want your offer to be the logical and 
conscious extension of your market 


research. 


What does that mean? It means that 


you should use the following ... 


Offer Secret #1: 
Target the Precise Benefits 


Your Prospect Is Looking For! 


In other words, your main product 
and premiums should be an extension of 
what you discovered about your pros- 
pect in the research phase. 


This sounds obvious, but to most 
marketers it's not. We're talking preci- 
ston here. When you discover that your 
prospect is responding well to certain 
appeals ... that he's looking to learn 
about specific topics ... then your offer 
should reflect that down to the very last 
detail. 


Let me give you an example: In 
the health market, Clavton’s written 
some incredibly successful promotions 
for heart products. Products that help 
remove the plaque and congestion from 
the prospect’s arteries and shield from 
potentially deadly problems. 


One of the main products he has 
promoted is called Enhanced Oral 
Chelation™, It’s a product containing 
a nutrient called EDTA, which binds to 
plaque in the arteries and allows it to be 
flushed away. 


When it came time to select the 
premiums, he discovered that his pros- 
pect was also worried about something 
called Homocysteine — a compound that 
increases the risk of heart problems and 


114 www.nmakepeaceroralpackage.coni 


doubles the risk of age-related memory 
problems. 


Knowing this, Clayton wanted to 
also give the prospect something that 
would counter the effects of Homocys- 
teine. So he got his client to include an 
additional vitamin/mineral supplement 
containing nutrients proven to reduce 
Homocysteine levels. VERY compel- 


ling. 


Which brings me to another power- 
ful point ... 


Offer Secret #2: 
Be Overwhelmingly Generous 
with Your Premiums! 


Make them things your prospect 
would gladly pay for! I see this mistake 
made all the time: The premiums (free 
gifts) are treated like an afterthought 
~ and you can tell because of the medi- 
ocre feeling you get when vou read the 
copy for them. On the other hand. inany 
of tbe most successful direct response 
promotions out there promise the pros- 
pect free stuff that he would happily 
shell out real money for. 


This makes him elated to be getting 
them for free. You see. this creates such 
an overwhelming sense of generosity 
and value — and tickles his greed glands 
like crazy. We all love to get stuff for 
free — and we feel almost indebted to 
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the person who's extending such gener- 


osity to us. 


For example, in November of 2007. 
superstar marketer and entrepreneur 
Eben Pagan made one of the more irre- 
sistible offers l've seen on the Internet. 
He included ... 


bebe 


Y 


16 DVDs from the sold out, live 
Altitude $10,000 event ... 


»  3free months of his monthly inter- 
view series, a $150 value ... 


» 11 weeks of coaching teleseminars, 
designed to help implement every- 
thing you learn in the program. at 
least a $500 value ... 


PLUS. you can get all of this for 
ZERO MONEY upfront, and then 
just $297 each month for the next five 
months. 


Or, if the $1,500 is paid in full, the 
prospect would also get: 


»  Acrash-course on Web copywrit- 
ing, featuring some of the hottest 
most ripped off writers on the Web. 
a $500 value ... 


» Attendance at a live Marketing 
Makeover in Los Angeles or DVDs 
of the event. a $2,500 value ... 
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» Turn What You Know Into Money 
guide to creating information products, 
a $500 value ... 


LLELII 


Offers this strong often generate an 
almost instant emotional response. Vm sure 
you've experienced this at some point when 
watching an infomercial. They just keep 
piling on FREE bonus after FREE bonus 
— and just when you think they're crazy for 
offering so much, they say, “But WAIT ... 
there's more!" And then they hit you with 
another highly desirable FREE gift! 


After enough of this, you begin to get 
overwhelmed and a strong emotion of 
greed begins to rise up in vou. You're al- 
most forced to act on the offer! 


But this only works when you're piling 
on desirable premiums. 


So think long and hard about the pre- 
miums vou offer. If you’re an entrepreneur, 
this is great because you have the power to 
add new premiums as you see fit. Here are 
some qualities of red-hot premiums ... 


L Benefit; It almost goes without saying, 
your premium must first and foremost 
be of immense benefit to your pros- 
pect. He must be able to recognize the 
benefit very easily, simply because you 
often do not have all that much room 
to sell him on the premium. Take what 
you learn about your product. prospect 


and market — and then design a set of 
premiums to match your discoveries. 


2. Uniqueness: Just like the best prod- 
ucts, the best premiums are those 
which only vou can offer. This instant- 
ly makes them more valuable to your 
prospect, and gives him greater moti- 
vation to buy your product. After all. 
it's the only way he can get his hands 
on the incredible free stuff you're of- 


fering him! 


3. Perfectly compliments the primary 
product: As you saw with the Eben 
Pagan Altitude example, offering the 

prospect 11 weeks of follow-up telese- 

minars to ensure he implements the in- 
formation is so ideal. Most people who 
attend seminars or purchase products 
ail to take action on the information. 

So the premium provides tremendous. 

unique benefit plus answers a key ob- 


jection. 


I advise you to do the same with your 
premiums. In the health newsletter market 
you often see a series of free reports that 
will help the prospect overcome his most 
challenging health conditions. That's be- 
cause this is what that prospect wants. In 
the financial newsletter market, the premi- 
ums usually relate to making a fortune with 


specific “overlooked” stock plays. 


The point is that you always want to 
ask this question, “Whar premium will best 
compliment my product. adding immense 
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value to my offer? " There's no formula 
for figuring this out, as it will always 
change depending on your product and 
state of your market. But by continually 
asking it, you'll be in the place to create 
(or advise your client to create) the best 
possible premiums. And you'll make 
many more sales as a result. 


Offer Secret #3: 
Make Sure You've Got 
Super-High Perceived Value! 


Another key to a compelling offer 
is the perception that the value well 
exceeds the cost. Again, go back to the 
example of the A/rirude seminar and 
you see that you're looking at close 
to $10,000- worth of information and 
taining for only $1,500. Better vet, the 
prospect doesn't even have to pony up a 
single penny upfront. And ne can pay in 
installments: the $297 per month kicks 
in 30 days from his order date! 


Clayton's also famous for doing this 
in his newsletter promotions. It's one 
reason why he always urges his clients 
to mail first class — because then you're 
allowed to list the full dollar value of ali 


your premiums. 


You can see a similar example — 
with the total value of free stuff listed 
— on Figure 3-6. Note that including 
visual images of the free gifts you're 
offering makes them feel more “real” 


— and adds to the overall perceived 


value. 


As you might guess, a $99 newslet- 
ter becomes a heckuva lot more attrac- 
tive when you get $1,266 worth of free 
gifts, savings and money-making tools 


along with it! 


Offer Secret #4: 
Make Sure Youre Being 
Believable and Credible! 


Once you see the power of over- 
delivering on your offer, it becomes 
tempting to overvalue it. Often times, a 
premium may have a slightly arbitrary 
value that you're setting. But this is 
dangerous territory, because overstating 
the value of your main product or pre- 
mium is one of the easiest ways to ruin 


your credibility with prospects. 


You see, good prospects are never 
stupid. Especially in competitive mar- 
kets. they’re very aware of the value of 
things. Not knowing this, many market- 
ers attempt to over-inflate the value of 
their product and premiums, thinking 
that the prospect will automatically be- 


lieve them. 


On the other hand, smart marketers 
carefully set or build in a high-value 
reference point for their product. For 
example, Gary Bencivenga limited at- 
tendance to his $5,000 seminar to just 


a 8 
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HALE Qa 
REAL WEALTH! 


Your FREE access to the R.E. McMaster's 
REAL WEALTH WEBSITE puts these powerful 
money-making tools at your fingertips 
24 hours a day! 


You get 24-hour-a-day access to: 
| 6 R.E. McMaster’s REAL WEALTH ... 


@ URGENT ALERTS by e-mail or 
first class mail (your choice) 
whenever events warrant! And ... 


6 R. E. McMaster's special reports 


Password. 


This is the historic coin that won the West — a great symbol 
esa“ of America's pride and wealth that is destined to rise in value 
as the precious metals markets get red hot in 2003 and beyond. 

Save us the cost of return postage by ordering TOLL-FREE, 1-800-377-3370 
— and we'll rush your Morgan Silver Dollar to you absolutely FREE! Reverse side 


22 |. Tha fase For $1 050 Gold | 
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100 people and promised never to sell 
the DVDs and transcripts for anything 
less. Since it sold out and had a long 
waiting list, it’s hard not to say that the 


information is worth at least that much. 


Again, look at the Altitude 
seminar example: Since it filled up 
at $10,000 a seat, a HUGE contrast 
is created with the final $1,500 price. 
Especially when the value of the bo- 
nuses is calculated. 


This is why I highly recommend 
you do your homework before assign- 
ing value to any part of vour offer. If 
you're claiming higher value than your 
competition for similar products and 
premiums. you must have very com- 
pelling reasons why. For example. if 
you're charging more for an Internet 
marketing seminar — then maybe vou 
offer more days, greater personal atten- 
tion, ongoing attention after the event, 
personal consultations for each attendee 
-.. You get the point. 


Dig deeply into what similar prod- 
ucts, services and premiums are being 
offered ... one-up your competition 
... and then understate the value so 
that you have maximum believability. 
This is the best way to respect your 
prospect’s intelligence and win his trust 


in the long run. 


Offer Secret #5: 
Present Everything With Clear, 
Compelling Copy 


Like everything else. your job as 

a writer and marketer is to make your 
offer seem as desirable as humanly pos- 
sible. Master copywriters summarize 
their offer in ways that pile the value on 
top of value ... make cach successive 
sentence more exciting ... and stimulate 
the prospects greed and desire all along 
the way. 


Here's how they do it ... 


1. Make extra sure the copy is 
tightly written. Offer copy nceds 
to be direet and to the point. There 
can be no confusion about what the 
prospect will receive, when he'll 
receive it and why it benefits him. 
That means vou must edit your of- 
fer copy even more ruthlessly than 


normal. 


Here's an example from a very suc- 


cessful financial promo: 


PERETI 


Let me reiterate what I'm 


offering you: 


#1. A one-year introductory 
subscription to Porter Stansber- 
ry s Investment Advisory. Each 
month for the next year (on the 
first Friday of each month) 1I 
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send you my latest research and 
a complete update on our model 
portfolio. I typically cover one 
or two new opportunities cach 
month. And, of course, vou'll 
know where I stand on every 
single open position. If you give 
us your e-mail] address, we'll 
e-mail you a copy of the news- 
letter immediately, Plus, every 
subscriber gets a “hard copy” in 
the mail too. 


... Regular Price $199, 


#2. We'll rush you via first 
class mai] a full and comprehen- 
sive report on my top high-fliers 
for 2006: THE HOMERUN 
STOCKS OF 2006: TWO 
STOCKS THAT WILL DOU- 
BLE THIS YEAR. This report 
features all the details you need 


to understand and invest in two 
Of the five "Fed-backed" stocks 
poised to doubie this year. Aka- 
mai and Elan. Plus this report 
features all of the details vou 
need to know before you invest 
in my ten-bagger pick for 2006 
- the RFIC software company. 


-.. REGULAR PRICE 
$199, 


eek 


Make it very “you-oriented.” € 


As you can see on Figure 3-7, the 
phrase “you get” is one of the most 
powerful ways to accomplish this. 
It’s almost a magical formula for 
getting the prospect into a greed- 
driven mindset, This way, each 
added benefit ... premium ... and 
component to your offer feels bet- 
ter and better. 


3. Continue building value by sell- 
ing the unique benefits of your of- 
fer. Why? Because building value 
in this way naturally intensifies his 
desire. Here’s a simple example 
from copywriting legend Gary 
Bencivenga: 


EERTE 


Available to just 2.000 ambitious 
copywriters and marketers, this is the 
ultimate seminar if you see yourself as 
a star, superstar, or future star of direct 
marketing ... if you want to take your 
knowledge to a whole new level ... and 
if you want to learn the most powerful 
secrets I’ve ever discovered from more 
than $1 billion and 40 years’ worth of 


testing to ... 


» Boost response higher virtually on 
demand, for almost any product or 
service, 


» — Systematically and consistently 
beat existing control packages — be 
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stocks — my entire UnDiseovered Sma ‘ap 
SUPERSTARS Portfolio — are yours FREE. just 
for accepting a risk-free trial to my monthly 
UNDISCOVERED STOCKS service! 

Plus, when you join my UNDISCOVERED 
STOCKS service, I also rash all this to you every 
month from now on ... 

* You get one NEW, undiscovered or 
out-of-favor stock every 30 days: Each one will 
either be undiscovered or out of favor on Wall Street 

- selling al a significant discount to its tue value 
... AND on the verge of a major development that 
will trigger an impressive short-term increase in 
share price. Each stock has passed my tough funda- 
mental screens with flying colors and sailed through 
a rigorous inspection. 

That's the kind of thorough research and analy- 
sis it takes to pick stocks that can double. triple. or 
even quadruple your money in short order! 

* You get continuing guidance on every 
stock I recommend: 1 give you clear-cut “buy.” 
“hold” and "sell" signals each month so you know 
exactly what to do. 

* You get unlimited Flash Alerts when 
events warrant: Whenever you need to act quickly 
between regular issues of UNDISCOVERED 
STOCKS — whether it’s once a year or 52 times a 
year — I'll fire off a special Flash Alert just to make 
Sure you won't miss out. 

* You get unlimited FREE access to my 
UNDISCOVERED STOCKS Website — a serv- 
ice others charge up to $420 for: Read UNDIS- 
COVERED STOCKS online — days before it 
arrives in the mail ... get my Flash Alerts instantly 

. maintain your portfolio online ... research any 
stock or mutual fund you want. 


* And much, much MORE! 


In short. ] give you specific, actionable, and sound 
trading advice so that you can convert these great dis- 
coveries into REAL wealth month after month! 


Your satisfaction is 
unconditionally guaranteed. 


During this special introductory period, your 


For More Information, Call TOLL-FREE 1-800-711-4090 
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| I’m Your Loyal Customer! 

; "My personal track record for 
stock pics has been disastrous!!!! 
"I have done very well with 
| your recommendations. My portfolio 
has more than doubled in the last 
three months mainly thanks to your 
dvice. You have a loyal customer 
ere. I really appreciate the time 


— Carl Tanner, vi 


to UNDISCOVERED 


one-year subscription 
STOCKS is only $99. That means you save 590 by 
joining me now AND get my complete UnDiscov- 
ered Small Cap SUPERSTARS Portfolio — a 
$474 value — FREE! 

Just dial TOLL-FREE 1-800-711-4090 now or 
return the enclosed FREE GIFT CERTIFICATE now: 

Then. take a whole year to decide if my service 
is ngh! for you. You must be delighted with the 
money | make you or you may cancel at any ime 
during that year for a full refund. And even after 
that, you can cancel any time for a full refund on all 
unmailed issues. 

And even in the unlikely event that you decide to 
cancel, | insist that you keep everything I’ve sent you 
up to that point without cost or further obligation. 
There are millions to be made 
in the SMALL CAP BOOM of 2003: 
let’s do it together! 

There's no big secret to growing rich off the 
small cap boom. It really is simple: just find clearly 
undervalued small caps — with excellent products, 
rising revenues, and low P/Es — while they re sell- 
ing at a fraction of their true value — BEFORE big 
mutual fund money managers and trillion-doilar | 
hedge funds discover them. 


UNDISCOVERED STOCKS » 17 
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a Top Gun respected throughout cally take them up on the deluxe of- 
the industry and feared by other fer. And two. because of the principle 
copywriters. of contrasi. the less expensive version 


of the offer will seem cheaper and 


» Launch blockbuster new products. : j 
less threatening by comparison. 


» Turn those blockbuster products : . : : 
This means that if vou're selling 


into rivers of ongoing revenue year i 
a newsletter. vou'll push the two or 


in and year out. : ; . . 
three-year option ... if you're selling 


> — Know how to build substantial supplements, it's the 6 or 12-bottle op- 


wealth for yourself, your clients, tion ... and so on. As you might guess. 


and your partners, with royalties a prospect who's actually considering 


and other revenue-sharing arrange- buying 12 bottles of a supplement has 
ments and strategies. much less resistance to buying 6 bottles. 


» Manifest your most passionately On Figure 3-8, vou can see an ex- 
g 2 


ample of this principle at work. There's 
a clear visual breakdown of the offer 


held desires in every area of your 

life and career, as a true “alchemist 
of desire," someone capable of — and this is the most valuable offer. 
turning desires into manifested ful- 


The highest possible savings is listed. 
fillment for yourself and for others. 


This has been proven to increase 
l In all these areas, this seminar will the AUS (average unit of sale) time and 
indeed be life-changing. If that’s what 
you are looking for. I invite you to join 


our elite circle. 


time again in Clayton's tests - and I 


have no doubt it will work for you. too. 


wee Now It's Time to Make Him 
an Offer He Can't Refuse! 


Also, notice how each passing line 


reveals a deeper. more desirable benefit. If you're a copywriter, use this 
Gary is a master at making offer copy as a questionnaire or script that you 
feel better with each line. first present to clients when discussing 


4. Sells the highest value option first. an assignment. This is especially good 


Master copywriters always push the if you’ve not yet been hired. because 
strongest. mast valuable offer first for 
two reasons. One. because they real- 


ize that many prospects will automati- 


you'll appear so much more profession- 
al and knowledgeable than any other 


writer the client is considering. 


Sa c SSSA 
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You SAVE $140.40 and receive 
$367.65 im FREE GIFTS just for 
giving Advanced Artery Solution™ 
a fair ty! That's $523.05 in savings! 


order desk are very polite 
and helpful as well as eager 
to help.” -D.V., Arizona 


Just For Calling NOW! 
1-800-746-4513 


"Your company employees 
are to be commended for 
their courteous, friendly 
and prompt attention to 
my telephone orders. 
"I always feel like I am 
talking to a good friend 
and loathe hanging up!" 
-J.C.W., Wisconsin 


“The product came very 
fast..." -R.C.M., New Jersey 


18 Heart Health Hews 
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PLUS, getting crystal clear on the 
offer ... exposing any weaknesses and 


holes in it ... understanding how it re- 
lates to the competition ... al] this can't 
help but send the quality of your copy 


soaring. 


Asa marketer, I would use this as 
a template for consulting with clients 
or improving the performance of your 
department. Because offers are among 
the top two or three factors in response, 
tweaking them in powerful ways is one 
of the smartest things you could ever 
do. 


So use your knowledge of the dif- 
ferent kinds of offers, the 5W1H for- 
mula and the 5 secrets to makeover any 
offer you can, and watch the profound 
difference. 


If you're a business owner, the 
smartest thing you could do is use this 
info to build powerful offers from the 
ground up. Every time you consider de- 
veloping and launching a new product, 
think carefully about the offer you're 
making. Make sure the best possible 
premiums are being created in the pro- 
cess. 


And if you've got weak or under- 
performing products, recognize that you 
may only be a simple offer tweak away 
from success. Maybe you need to add a 
hot new premium ... maybe you need 


to break the payment into installments 


... or let the prospect try it for 30 days. 
FREE. The possibilities are endless. 


Whatever you do, once you experi- 
ence a taste of what smart offers bring 
to your bottom line - you'll never look 


at them the same way again. 
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Take a look at the biggest winners in direct ] Notes 


response history and vou'll see a common 
theme: Each made a powerful offer to a market 
starving for the product’s benefits. Sure, the 
copy was good, but the offer was the real star of 
the show ... Now. it’s time for you to think long 
and hard about your offer. 


Your Offer = Main Product + Premiums 
(Free Bonuses) + Price + Delivery Details 


l. Decide what type of offer you are making: 
a. Hardoffer 
b. Softoffer 
c. Negative option 
d. Installment offer 
e. Charter offer 
Exciusive offer 


Limited offer 


ua 


h. Limited-time offer 
i, One-time offer 


A qualifications or conditions offer 


2. Use the 5WH Formula: 
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Who? Who is your prospect? And who 
the heck are YOU to be making this 
offer? 


What? What is the offer in simple 
terms? What does the prospect get for 
saying “yes”? What is my competition 
offering? 

Why? Why are you making this offer 
to him? 

Where? Where is this offering going 


to be visible? Where will the ads be 
placed? And where is this market at 


in terms of its trends, psychology and 
more? 


When? When is the best time to 
present your offer? When should you 
launch your campaign. website. send 
out e-mails, or anything else? 


How? How are you going to deliver 


this offer? This is a question of for- 


mat. 


Make your offer irresistible: 


a. 


Target the precise Benefits your 
prospect is looking for. 


Be overwhelmingly generous with 


your Premiums: 


i. Premiums must provide clear 
Benefits. 


ii, Unique Premiums raise value, 
and... 


lii. Perfectly compliments the 
primary product. 


[ML —Ó——V———————————3 
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c. Make sure you've got super-high 


perceived value. 


d. Make sure vou're being believable and 
credible. 


e. Write your basic offer copy with clear, 
compelling copy: 


i Make extra sure the copy is rightly: 
written. 


i. Make it very “you-oriented.” 


iii. Continue building value by selling 
the unique benefits of your offer. 


iv. Sell the highest value option first. 


When you've completed the process of 
refining your offer, type it up and include it in 
your running research document. Again, this 
document is something you're going to mold 
and shape into a high-quality draft by the end of 
the course. By continually adding to it at every 
stage of this process. you're actually writing 
high-level copy! 


And you've already beaten the blank page! 
Isn't that cool? Now Jet's move to the next core 
concept — Benefits — because without them. you'll 


never sell a single thing. See you in Chapter 4 ©. 


Chapter 3 Action Steps 


Notes 
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In this Chapter... 


The REAL reason why a prospect is ever in- 
terested in your product — and how to leverage 
this better than anyone else selling to him ... 


7 simple steps uncovering your product's most 
irresistible benefits. Follow this one process 
and what you're selling becomes the gateway 
to your prospect's dreams ... 


The secret to making your copy "mirror" your 
prospect's desires — so that he visualizes his 
amazing new life whenever he reads your 
copy. (And sees that the ONLY way to create 
this new life is to buy your product!) 


And much more ... 
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enefits are the real heart of 
the selling process. 


It doesn't really mat- 
ter how many copywriting 
secrets you ve mastered or how won- 
derful your product is, the simple fact 
remains: If you don’t offer clear. strong 
benefits to your prospect. you'll never 


get him to send you his money. 


And benefits can come in all shapes 
and sizes. Your prospect may crave a 
tangible benefit — like losing ten pounds 
or making a million dollars. Or he may 
crave an emotional benefit, like venting 
his frustration with the Democrats or 
feeling superior to his neighbor. 


Unfortunately. it’s not always easy 
o uncover, select and verbalize the 
right benefits for your prospect. This 
skill is one of the biggest differences 
between the A-list. seven-figure super- 
stars and the many ordinary copywriters 


rying to rise up the ranks. 


But the good news is this chapter 
will totally change that for you. By the 


end of it. you'll understand ... 


» How to analyze your product, 
prospect and market — and un- 
cover all the possible benefits vou 
can offer ... 


» How to select the right benefits for 


your prospect, and ignore the ones 
hat really don't matter ... 


» 


» 


How to spot "faux benefits" (a fake 
benefit masquerading as the real 
thing) from a mile away — and then 
cut them before they destroy your 


response ... 


How to prioritize your benefits for 
maximum impact — because your 
prospect always cares about some 
benefits more than others — and 
knowing this makes your copy infi- 
nitely more persuasive ... 

How to word your benefits as pow- 
erfully as humanly possible - so 
that he instantly recognizes them 
and then passionately lusts after 
them ... 


And much, much more! 


Now let's get down to the nitty 


gritty ... 


Step #1: 
Know Your Prospect 
Inside and Out 


We covered the importance of 


knowing your prospect in our chapter 


on Research — and there’s a reason for 


that: You really do need to have a foun- 
dational understanding of your prospect 
to get your best benefits out on the 
table. 


Now we'll get a little more specific. 


Let’s pretend your job is to sell a cook- 
book based on low-glycemic recipes. 
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(Low glycemic means that the carbohy- 
drates release into the bloodstream very 
slowly. and thus it’s much harder for 
them to be converted into fat.) 


The book is actually a real product. 
called The Sugar Solution Cookbook 


— and T']l cite it throughout this chapter. 


For a picture and description of this 
book, please see Figure 4-1. 


Now pretend that you're trying to 
figure out exactly how the prospect 
(a middle class male or female health 
seeker, usually between 35-55) for this 
book might be thinking and feeling. 


This is an extension of what we 
covered in our research chapter. but 
we're going to go even deeper and ap- 
ply it to a specific situation. 


Here are some questions and an- 
swers that will give you a lot of info 


» 


bout him (Note: even though many 


o 


f the prospects for this are women, 
I'm going to use the masculine “he” or 
“him” for the sake of simplicity). At the 
end of this section, 1 will explain some 


of the most effective ways to arrive at 
this information. 


1. "What problem does he want to 
solve?” Well. for one thing - you 
know that he wants to lose weight. 
And a big part of the problem is 
he’s tried all kinds of different 
diets. Talk to just about any dieter 


and they'll tell you that they ve 
tried to eat less, give up their fa- 
vorite foods, go strictly low fat or 
low carb, follow strict plans like 
Weight Watchers or The Zone —all 
with little or no success. 


This leads to frustration. Many 
believe that they must choose 
between foods that taste great and 
weight loss. During the low carb 
boom, many also tried the Atkins 
approach to no avail. What's more. 
many hated the idea of giving up 
so many delicious carbohydrate 
foods like pasta. bread, desserts 
and more. 


Al the same time, this prospect has 
also struggled to lose weight when 
eating a lot of carb-based foods, 

so he's not sure what to do or what 
will work. 

“What are his core desires?” 
Deep down, this prospect simply 
wants to lose weight and feel good. 
al! without depriving himself of the 
foods he loves. No extreme diets. 
No complicated procedures. He 
wants to freely eat delicious meals 
and lose weight quickly and easily 
in the process. He wants steady en- 
ergy and mental clarity — no more 
afternoon crashes or uncontrollable 
cravings. If he could wave a magic 
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Fast Flavor. 
FASTER 
eight Loss! 


Dear Friend, 


With the delicious, quick, and easy-to-cook 
recipes in The Sugar Solution Cookbook, you can 
SPEED UP WEIGHT LOSS by slowing down blood sugar! 


The scientifically designed recipes in The Sugar Solution Cookbook will help you 
achieve steady, lasting weight loss of %4 pound up to 2 pounds per week! 


You can begin losing weight in the FIRST WEEK! 


You'll experience drastically reduced cravings for foods that cause weight gain—plus a boost of 
energy thar lasts all day! 


This is NOT a fad diet! There’s NO carb counting and NO complicared formulas— 
just delicious, easy-to-prepare food that will raise your blood sugar slowly and steadily. 


If you decide permanently losing all the weight you want is not for you, 
just send The Sugar Solution Cookbook back within 21 days and owe nothing! 
I want ro stress that you are under NO obligation to buy the book! 


Bur please, don’t miss out on this chance to use the latest breakthrough 
in weight loss science to help you lose the weight you want— 
easily, safely, and permanently! 


‘Janine Ne Ape eta 


for Prevention Books 


BUT THAT'S NOT ALL! THIS IS A LIFETIME GUARANTEE! 


The Sugar Solution Cookbook MUST give vou a lifetime of real food, real flavor, and real weight loss! 
If you are nor satisfied in any way—1 year, 2 years, even 20 or more years from now—just send it back 


and you will receive a complete refund of every penny you've paid for rhe book. No questions asked. 


* The people portrayed in this promotion experienced extraordinary results. Regular exercise and proper nutriton are essential to 
achieving and maintaining your desired physique Ever: using the same program of diet and exercise individual results will vary—there 
are no typical results. 


Every day our brands connect 


-| RODALE 


t nd, body, spirit — a wnoie lite. 
Remind, Eoeyyspiris ML s00489206/ 'unted ii USA 
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wand. this is the scenario he would 


create. 


“What are his relevant beliefs?” 
We've already covered a few 
things this prospect might be- 
lieve: The belief that it’s probably 
impossible to eat what you love. 
foods that taste great — and still 
lose weight ... the belief that low 
carb diets don’t really work. but 
typical high carb diets don't work 
either ... the belief that weight loss 
is harder for him than for other 
people ... and so on. He also be- 
lieves in real science and sensible 
health practices, both natural and 
conventional. 


*What emotions is he experienc- 
ing?" We began by mentioning 
his frustration about not being able 
to lose weight, and his frustration 
about having to give up his favorite 
foods. He probably feels a little 
disgusted when looking in the mir- 
Tor. Many weight loss prospects 
also fear that they might never be 
able to lose the weight. In the case 
with this prospect, he often suffers 
from afternoon ‘slumps’ or energy/ 
mood crashes — which are such a 
downer, 


This prospect is also very likely 
confused about what to eat and 
exactly what to do in order to lose 


weight. He often feels guilty when 
he eats fattening foods. but hates 


that he cannot eat them freely. 


In terms of the positive emotions. 
there's a good chance this prospect 
also has at least a slight glimmer of 
hope that he can lose the weight. 
That's what keeps him going and 
searching for a potential solution. 


And he wants nothing more than to 
experience the joy and confidence 
that comes with a slim. attractive 
body. These emotions are easy to 
understand - you've probably seen 
them expressed in hundreds of 
weight loss testimonials. 


"What has he purchased or tried 
before? Whenever you re getting 
ready to sell something to anyone, 
it’s crucial to consider their past 
buying behavior. lf vou re working 
with a major mailer. they ll often 
have records of which produci(s) 
the prospect has purchased before 
via direct response — whether it be 
supplements, newsletters. exercise 


equipment and more. 


But on the Web. it’s a little differ- 
ent. One thing you can do is go to 
blogs. chat rooms and forums about 
your subject to get a sense of the 
prospect's experience and buying pat- 
terns. If your client has an extensive 


customer list. he may be able to tell 


fungi liec 
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you what products they ve purchased 
in the past. 


Remember: There’s a HUGE benefit 
in considering your prospect’s past 
buying behavior. First of all. you can 
study promotions for the products 
he’s already purchased and see which 
appeals (as we learned in our last 
chapter. "appeal" is another way of 
saying “benefit” or "promise") are 
strongest to him. In the case of this 
prospect. we've already mentioned 
that he’s probably at least dabbled in 
low carb diets, among others. 


Now, as one possible example, let's 
say that you know there’s a list of 
weight loss seekers who've pur- 
chased several books on the Atkins 
Diet one year ago. And then they 
purchased several books on low 
glycemic carbohydrates diets eight 
months later 


This is powerful information! Why? 
Because you can fairly assume that 
this prospect has at least tried the 
Atkins Diet and probably didn’t 

get what he wanted. And now he’s 
moved back to adding carbs to his 
diet, with the caveat that they re low 
glycemic (because low glycemic 
foods lead to balanced blood sugar 
levels). 


The point is that this is the perfect 
kind of prospect for our cookbook 
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— because he's ideally primed to 
believe the recipes in The Sugar So- 
lution cookbook will work for him. 
Knowing what he's gone through, 
you can use the copy to play up the 
fact that low carb diets don't work 

— and that he simply needs to eat deli- 
cious meals based on low glycemic 
carbs. Again, he's already on his way 
to believing this. so much of your 


work has been done for you! 


This is just one example where buy- 
ing behavior is worth its weight in 


gold. 


Of course, I wish I could give you 

a "works-every-time" formula for 
accessing your prospects buying 
behavior and knowing exactly what it 
means. but that wouldn't be practical. 
It’s going to change with virtually ev- 
ery situation you encounter. The bot- 
tom line is that you've got to do your 
best detective work and then double- 
check what you find out it in a way 
that lJi explain later in this chapter. 


* What's the competition telling 
him?" Jrs also very important to 
know what other kinds of advertising 
messages and claims your prospect is 
being exposed to. Why? Because if 
vour competition is promising some- 
thing like "lose 10 Ibs. a month while 
eating all your favorite foods" — then 
you know not to make the same 
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promise. You'll be quickly passed 
over as nothing new. 


But the more you study competitive 
headlines and promises. the more 
you'll be able to make your copy 
stand out. There arc highly system- 
atic ways to do this. which we'll 
cover in Chapter 11 on Breakthrough 
Advertising, but you can oflen be 
successful purely using study and 


instinct alone. 


That's all Clayton's used over the 
course of his career — hc just stud- 
jes a market and the competition for 
his product until he gets an acute. 
instinctive sense for what's going to 


seize the prospect's attention. 


Now let's quickly recap: Going 
through these questions gives you a sol- 
id. overall foundation for knowing your 
prospect. Typically. you Il accomplish 
this during your preliminary research 
and then refine your understanding over 
the course of your writing process. 


The important thing is that having 
it in place allows you to be much more 
accurate and effective in the benefit 


process we're about to work through. 


How to Collect 
Prospect Information as 
Accurately as Possible 


Now that you understand what you 


AE 
m 


need to know about your prospect. let's 
take a quick look at how you arrive at 


that information. 


Again, we'll use our example of The 
Sugar Solution Cookbook to contextu- 
alize the process — and make it easier 
for you to apply later on in your own 
projects. 


We began with the knowledge that 
this book is most appealing to some- 
what health-conscious weight loss seek- 
ers — both men and women — ages 35 to 
35, We also know that the prospect is 
likely middle class, mostly Caucasian, 
but certainly there are other ethnicities 
in the pool. 


So what do you do with this knowl- 
edge? Well, as we learned in the re- 
search chapter, your first goal is to find 
and connect with actual flesh-and-blood 
prospects. The more you're able to do 
this, ihe more accurate the answers 
you'll get to the questions we just cov- 
ered above. 


And when I say “flesh-and-blood.” 
that doesn't mean that you necessarily 
have to talk to everyone in person. You 
can... 


1. Make the Internet Your Secret 
Weapon: Visit websites. message 
boards. forums, blogs, chat rooms 
and more — any place on the Web 
where you think prospects for this 
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product might be gathering. Just 
brainstorm all the issues related to 
the product we've been discussing 
— weight loss, low glycemic reci- 
pes, blood sugar problems. whether 
or not low carb diets work, eating 
for consistent energy and more. 


You can Google these terms (and 
any related ones) and then focus 
on sites where your target pros- 
pects may be present. As you scan 
through the search results, make 

a complete list of good websites 
where you'll find your target 
people. The best ones ate always 
going to be where prospects for 
your product are already interact- 
ing with each other — such as a 
forum or blog. And that’s because: 
a) you ean get a very quick, uned- 
ited glimpse at their thoughts and 
feelings — and b) because you can 
easily communicate with them, 
probing for more. 


Gather Everything You Can 
Find: Do your best to inven- 

tory what you find your prospects 
saying on these websites, their 
uncensored thoughts, feelings and 
comments are priceless. Also be 
sure to use this as an opportunity 
to contact and communicate with 
these people offline. 


E-mail potential prospects, tell 
them vou're performing research 
and see if they'd be willing to 

talk with you over the phone. Of 
course. be friendly — tell them ev- 
erything will be 10095 private and 
confidential — credentialize your- 
self as best you can so as to earn 
their trust ... and let them know it 
won't take much of their time. 1f 
vou can offer them something of 
value for free - like an unpublished 
report or meaningful discount cou- 
pon, that will often improve your 


response. 


You can also talk to business 
owners and other marketers who 
continually dea] with your target 
prospect. See what they've found 
out about this person. Go through 
the questions I listed under Step 


#1 with the experienced business 
owner or marketer, and see where 
they think the prospect is at. 


Not all of it will be accurate or 
relevant — but the more you do this. 
the more you'll see consistent pat- 
tems of behavior, beliefs, desires, 
feelings and more. The stuff that 
you see over and over again about 
your prospect is usually the most 


accurate. 
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Network Offline: There are also 
great offline ways to meet and bet- 
ter understand your prospect. In 
our current weight loss example, 
you might go to a health food store 
where similar products are being 
sold ... or health and fitness trade 
Shows where you can talk to both 
prospects and business owners 
alike. 

Your process for meeting prospects 
in the real world will always varv 
with your product. If vou're in the 
Internet marketing field, one of 
the best ways to meet prospects is 
simply to attend conferences and 
be social. 


Another example | love is where 
copywriting legend Parris Lamp- 
ropoulos spent time in an actual 
nursing home — because that's 
who many of his prospects were. 
There's something magical that 
happens — above and beyond 

the specific details vou uncover 

— when you spend actual time with 
prospects. This is especially true 
if you're able to strike a genuine 
mental and emotional connection. 


Always Check Your Accuracy: 
Another amazing thing about this 
process is that once you're in touch 
with real-life prospects for your 
product, you can actually use these 


individuals to check the accuracy 
and appeal of your copy. This is 
tricky, because prospects will often 
tell you what they fik you want 
to hear rather than what they actu- 


ally believe or experience. 


So it’s your job to also read between 
the lines — especially when it comes to 
their emotions. People won't always 
admit to negative emotions about some- 
thing — especially when the subject is 
embarrassing like weight loss or impo- 
tence. But you can sense these feelings 
in their voice tone, body language, 
word choice and more. There's no real 
formula for this — it's one of those hu- 
man skills that comes with interacting 


and paying attention to people. 


Also be mindful of the ideal reac- 


tions you might see when showing 


prospects your sales copy. If th 
stuff like. “Where can I get this?” or 
"Wow. I want this!" then you're on the 


7 Say 


right track. Also good is a comment 
like, “Is it really true that I can lose 
weight doing this? Sounds amazing ...~ 


Most prospects will also reveal their 
skepticism (saving something like, "T 
don't believe that") so see if they can 
point you to the specific promises they 
may be skeptical about. 


This is priceless because it shows 
you which benefits you need to further 


support with proof and credibility ele- 
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ments. You may also get prospects to 
tell you which benefits are most impor- 
tant/desirable to them — which will al- 
low you to better showcase them in the 
final draft of your copy. 


Ultimately, there’s no cookie-cutter 
way to accomplish all this when you 
interact with the prospect, and the most 
important thing is that you talk, talk. 
talk to him and then develop a process 
that works for you. This is what all the 
best writers have done, and it’s some- 
thing that will happen very naturally 
for you if you simply follow the four 
guidelines I've listed here. 


Now let's take a look at your prod- 
uct and begin what I call the “Benefit 
Chart Process” ... 


Step #2: 
Create a Complete 
Features Inventory 


We touched upon this briefly in our 
Jast chapter, but now we're going to go 
deeper. As you learned before, every 
benefit your product or service offers 
is the extension of one of its features. 
(A feature is simply a concrete/tangible 
component or element of your product.) 


For example, a fast computer that 
saves vou time (benefit) is the extension 


of its advanced processor chip (feature). 


A supplement that aids your digestion 


(benefit) is the extension of the fact that 


it contains digestive enzymes (feature). 


You get the point. 


So the first thing you must do in 
order to uncover every possible benefit 
your product delivers is to create a com- 
prehensive features inventory. Let’s say 
that you're starting a new project. The 
first thing vou'd do is create a separate 
document that lists every single feature 
you can possibly dig up about your 
produet. 


For some products, this may appear 
to be a huge hassle — but it’s the only 
way to do it. You never know when 
some hidden or overlooked feature 
turns out to be something of immense 
value to your prospect. So be compre- 
hensive with your features list — no mat- 
ter how much of a pain it is, It’s sure to 
pay off later on. 


Also, keep in mind that you want 
to list out the features of your entire of- 


fer — not just your main product. That 


means you should include anything 
you can about your premiums, payment 
terms, price, and more. Be as compre- 
hensive as possible! 


For example, let's get back to our 
weight loss recipe book - The Sugar 
Solution Cookbook. Again, it’s based on 
the premise that ‘low carb’ dieting is a 


thing of the past — because carbs only 
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affect you to the extent to which they 


enter your bloodstream. 


In other words, ‘slow carbs’ — a diet 
based on only consuming low glycemic 
carbohydrates — will cause vou to lose 
weight much faster and more consis- 
tently than anything else. And as an 
added benefit. your food tastes MUCH 
BETTER than any low carb or low fat 
diet ever would! 


Now back to our features list. For 
a fairly complete list of this book’s 
features, see the Excel sheet I created 
on Figure 4-2 and 4-3. There may be a 
few more that could be added here, but 
this sheet's got all the most important 
features listed. 


And this is just for a book! You can 
see how more complicated products 
would require very long features lists. 
Again. don't take any shortcuts here 
= you want to know every benefit you 
have to possibly work with. And the 
only way to do that is to be comprehen- 
sive with your features. 


Once you've got that, then vou 


move to ... 
sten #3: 
Figure Out 
WHY Each Feature Exists 


As you can see from the chart on 
Figure 4-2 and 4-3. the ‘why’ column 


moves each feature one step into the 


direction of a benefit. 


In fact, it’s very much in alignment 
with a process that’s been fundamental 
to successful advertising since day one 
— "reason why" copy! Thinking in terms 
of the concrete reasons why your prod- 
uct will benefit the prospect ... why it's 
different from others ... why your bene- 
fits arc believable ... this is all essential 
to any promotion, no exceptions. 


The trick with this is to put vourself 
inside the mind of the prospect, and 
figure out why that feature might be 


advantageous in his life. What does it 
mean for him? What does it offer? Why 
might he like it? 


The caveat here is that there's no 
need to go overboard with this process. 
Once you can give a basic explanation 
for why the feature is important. it's 
time to move on. And that’s because 
you'll have plenty of opportunities to 
expand into deeper. more specific ben- 
efits in the ensuing steps. 


This leads us to ... 


Step #4: 
Think About What 
that Feature Actively DOES 
for Your Prospect 


In this step, you translate each fea- 
ture into a functional benefit — just as 


Lc lll ——————————— 
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Features 


Why 


Functional Benefit 


Over 200 quick recipes (including 
main courses, salads, appetizers, 
Soups, and desserts) all based on 
cutting-edge research about blood 
sugar and weight loss 


Because you need to have a 
complete selection of delicious 
recipes that don't make you fat. 


Makes it easy and enjoyable for you ta 
eat healthy, great-tasting food and lose 
weight in the process. 


Over 400 pages in all, including 
research proving that ‘slow’ carbs 
are not converted as readily as 
high glycemic carbs 


Understanding the difference 
between ‘slow’ and ‘fast’ carbs 
is key to health and weight loss 
success. 


Gives you undeniable proof that eating 
only ‘slow carbs’ is indeed the biggest 
secret to weight loss and empowers 
you to lose weight more effectively 
than ever. 


Lists 100 best foods for weight 
loss 


30 days of six-meals-a-day menus 


ee 


Know the best foods for keeping 
you slim. 


Shows you tons of options/choices you 
have for accelerated, enjoyable weight 
loss. 


It’s important to have a very 
“doable” plan for implementing 
this new way of eating. 


Helps you follow an easy, proven 
series of steps for eating well -- loving 
every minute of it -- and losing weight. 


Balanced, full-nutrition diet 


So you don’t miss key nutrients 
or eat in imbalanced ways. 


Helps fill your body with all the 
necessary nutrients that are essential 
for radiant health and optimum weight. 


Complete guidance on how to slow 
down the carbs in your favorite 
recipes 


So that you can make the foods 
you love healthier. 


Shows you that there's no need to give 
up any of your favorite foods -- and 
actually teaches you ways to slow 
down the carbs and make them healthy 
and weight-loss friendly. 


Section on how to avoid "stress 
eating" 


Because correcting this negative 
tendency is very important for 
achieving results. 


Breaks the habit of ‘stress eating’ 
and allows vou to finally move in the 
direction of your ideal weight. 


The Sugar Solution Shopping List 


Free Report: Toral Body Firm-Up 
with do-at-home fitness moves 


Free for 21 days, then you pay 
four payments of $7.49 each (plus 
shipping and handling). 


Because shopping is confusing 
and most people make choices 
that lead to weight gain. 


Teaches you how to shop for great- 
tasting, fat-melting foods and meals 
that revolutionize your diet. 


To add to the results you 
experience by eating all he 


Gives you an easy way to tone up your 
trouble areas as you melt the pounds 
away. 


recipes. 

So you don’t have to take my 
word for it -- you can actually try 
out the diet and see for yourself. 


140 


wwwnakepeacetotalpackage.com 


Gives you the information and recipes 
you need to lose weight and feel great, 
before you spend a single penny on the 


book. 


Dimensionalized Benefit 
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Emotional Benefit 


Finally. you can eat mouthwatering meals that wil] actually 
make it EASTER for you to lose weight: Your taste buds are 
going to be welcoming back A LOT of flavors and textures and 
pure indulgent sensations that you thought you would have to 
give up forever, all while the pounds drop off more effectively 
and consistently than ever before! 


Imagine the joy, freedom and almost sinful pleasure you'll 
experience as you cat delicious mouthwatering foods you Jove 

— al) while Josing the weight no diet has ever been able to help 
you do before! You'll feel both excited and relieved that there’s no 
need to starve yourself of ANY food you love, once you're armed 
with The Sugar Solution Cookbook! 


Yowl] have the knowledge and confidence that weight loss is 
not about deprivation or strict dicting, but by following easy. 
immensely pleasureable eating strategy that's been proven time 
and time by leading scientists around the world. 


Finally feel in-contro! and fully confident about your ability to lose 
weight. And never feel the confusion or struggle that plagues most 
people and keeps them fat. 


Dramatically simplify your life. eat great-tasting foods and 
experience weight loss like never before. 


End the emotional battle and confusion that comes with not 

knowing what to eat — and experience the simple satisfaction that 
cames from having a delicious list of healthy, weight-loss friendly 
foods. 


Never guess about what to eat. never struggle with temptation 
again! With your easy-to-follow six-meals-a-day. you ll always 
be eating delicious mouthwatering meals ... you'll never go 
hungry or unsatisfied ... your energy will be high and steady 
all day long ... and your weight loss will be put on autopilot. 


Rather than eating three average-tasting meals a day that cause 
you to gain weight, why not eat six delicious. savory meals that 
melt pounds from your body ... and keep them off! Imagine how 
good you'll feel when everything you eat tastes great ... when 
your energy stays high throughout the day ... and your body looks 
slimmer and sexier than it has in decades. 


With this new book. you don't just lose weight and feel 

satisfied — you actually get healthier than ever before. Your 
body gets al] the nutrition it needs. helping you to feel great 
day in and day out. 


There's a certain kind of joy that begins to fill your body when you 
give it all the nutrition it needs. This is one reason why vou never 
feel hungy or deprived when you eat according to the balanced 
Sugar Solution Cookbook! 


With most diets. you have to give up many of the foods you 
love. But not with The Sugar Solution Cookbook! Now you 
can ‘slow’ the carbs in your favorite foods — foods that used 
io make you fat — and turn them into healthy. fat-burners that 
melt pounds from your body. 


Never feel guilt about eating your favorite foods! Once you 

understand how to ‘slow’ the carbs in them. you can eat them 
freely and confidently, knowing full well that they re actually 
helping lose weight. While others are feeling miserable with their 
"deprivation' diets, you'll feel happily satisfied all the time. 


Once you eliminate the habit of stress eating, you'll find 

that eating healthy and dropping weight is nearly effortless. 
Temptation no longer becomes an issue and your whole body 
is fully energized. No more crashes. no more afternoon slumps, 
no more cravings! 


Take control of your eating and feel a surge of empowerment 
as you end the compulsive. stress-eating habit once and for all. 
Experience new found clarity and confidence — both mentally and 
emotionally — knowing that you are in command of your eating. 

weight loss and health. 


Avoid the grocery-shopping mistakes that make most people 
fat ... and finally shop with greater ease and effectiveness. 
save time and money. and have a]! ihe foods you need to 
always eat delicious fat melting meals. 


How would it feel to save money on your food bill. make shopping 
easier and more enjoyable. and know that you're always getting 
the foods vou need to succeed? Shopping can be a fun, liberating 

experience once you begin using The Sugar Solution shopping list! 


Watch as the wouble areas of your body —- like your hips. butt, 
tummy. or thighs — magically tone-up and look sexier then 
ever. Best of all. it takes no machines. no elaborate sweaty 
routines ... and you can see aciual results in a matter of days! 


Imagine what it would be like to get compliments from your 
friends. your family. your parter — telling you how slim you look. 
how sexy your body has become and how envious they are of the 
energy you have! Just think of what it would feel like to look at 
yourself in the mirror and LOVE what you see! 


Prevention will NOT allow you to purchase The Sugar 
Solution Cookbook through this offer, unless you FIRST 

uy it in your own home for 21 days. FREE! With no cost or 
obligation to buy anything. try The Sugar Solution Cookbook. 
See for yourself how EASY the recipes are to prepare ... how 
lusciously unforgettable they taste. 


For a full 21 days, take a break from counting carbs and calories 
and just count the pounds melting off your body! For a full 21 
days. fee] a burst of new energy that lasts all day! For a full 21 
days. improve your memory and sharpen your brain power! 

Just say "Yes" and I'l] send you a brand new copy of The Sugar 
Solution Cookbook so you can SLOW DOWN vour blood sugar 
and SPEED UP WEIGHT LOSS for up to 3 full weeks. No cost. 
No obligation. Satisfaction 
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you see in the chart. This differs from 


the ‘why’ statement in the sense it really 


brings the feature to life. 


That's why, if you look closely at 
the statements in your Benefits Chart, 
you'll see that each typically begins 
with an action verb explaining what the 
feature does for the prospect. 


This "doingness? of your product 
is something that Clayton thinks a lot 
about — and it's something that other 
legends like Gene Schwartz spoke 
about very frequently. It really is the 
turning point between a dry-sounding 
feature or "reason why" — and the liv- 
ing. dynamic benefit that's delivered to 


the prospect! 


Thinking in terms of action — what 
vour product actually DOES - totally 
facilitates this process. It moves your 
product and copy in the direction of 
something your prospect is actually 
willing to pay for. 

And that's the crucial distinction: 
Mediocre writers focus on something 
they believe is of benefit to the prospect 
— all the while never realizing that it’s 
not something the prospect is actively 
seeking and willing to exchange his 


hard earned dollars for. 


Clayton likes to call these "faux 
benefits" — fake benefits that the pros- 
pect would never actually dream of at 


night. The problem with faux benefits is 
that they usually sound good. 


Think about one of the examples you 
see in the Benefits Chart I've provided. 
You could easily say that one of the main 
benefits of The Sugar Solution recipes is 
to "balance your blood sugar." 


And I bet that if you searched the 
Internet, you'd find supplements and 
books promising the prospect that he'll 
be able to balance his blood sugar. 


But the problem is that — at the end 
of the day — nobody really cares all that 
much about balancing their blood sugar. 
They want the deeper benefits that 
come along with blood sugar balance: 


Accelerated weight loss, no more crav- 
ings, elevated mood, consistent energy 
— energy that allows them to do more of 


the things that they love, and so on. 


So that’s one of the traps to be very 
mindful of as you dig into your func- 
tional benefits. It’s very easy for your 
functional benefits to accidentally be- 
come faux benefits. That can be okay, as 
long as you're aware of it and continue 
to translate them into real benefits as you 
move your way across the chart. 


Step #5: 
Dimensionalize Each Benefit 
as Much as Possible 


The next column in your chart deals 
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with what we like to call dimensional- 
ized benefits. We use the term ‘dimen- 
sionalize* because this is the process 
of adding dimension to the benefit ... 
expanding and fleshing it out ... and 
bringing it FULLY to life for the pros- 
pect. 


In this practice, your goal is to give 
the prospect the most vivid, seductive 
description possible and experience of 
the benefit. If you look at the boxes in 
your Benefit Chart. you'll see that the 
copy under “dimensionalized benefit” 
has taken a giant leap up in both detail 
and overall richness. 


It just sounds more compelling 
- like copy you'd actually see within a 
strong promotion. (BTW - some of the 
copy in this column was pulled directly 
from the pages of The Sugar Solution 
Cookbook promotion. That's the ad- 
vantage of working hard to write strong 
dimensionalized benefit copy within 
your chart — you actually have good, 
usable copy that you can cut and paste 
into your rough draft!) 


To see what dimensionalized copy 
would look like for the premium that 
comes with this book (one of the fea- 
tures on our chart), look at Figure 4-4. 


At this level, it’s important to under- 
stand that it gets a little harder to nail 


exactly what you should be saying. This 


is where knowledge of your prospect 
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comes in. The more you understand 
your prospect, the more accurate and 
seductive vou can make your benefit 


copy sound. 


Again. that’s one of the biggest 
differences between master marketers 
and copywriters and those just getting 
by. The masters know what's going to 
sound irresistible to their prospect — the 
exact benefit and wording that will set 
his greed glands ablaze with desire. 


Also notice how the dimensional- 
ized copy has more energy. That's not 
by accident, either. You generally want 


0 convey a sense of excitement that 
will get transferred over to the prospect 


during this process. 


The beauty of this step-by-step 
Benefit Chart process is that it makes it 
much easier to effectively write dimen- 
sionalized copy. If you progress from 
the feature ... 10 the "why" ... to the 
functional benefit ... there's a natural 
progression that takes over. You know 
that when it comes time to fully di- 
mensionalize the benefit, you've got to 
make it even richer, more seductive and 
vivid for the prospect. 


Let me give the first of several Gene 
Schwartz examples I'm going to use in 
this chapter. because I believe he may 
be the best that's ever lived at writing 
dimensionalized benefit copy: 
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Forget about the gym, because 
here are some easy, do-at-home 
moves scientifically designed and 
proven to quickly firm up your most 
stubborn areas! 


With your FREE GIFT, Total Body 
Firm-Up, YOU the parts of your 
body that you want to firm up and 
tone—and get the results you ex- 
pect WITHOUT putting in a single 
sweaty hour at the gym—AND free 
of the need for special equipment! 


8 Budge that tummy bulge 
AT LAST! The trick is to train 
SMARTER, not harder! Top fit- 
ness researchers test more than 
a dozen tummy-toning exercises 
in the lab, and using sensitive 
equipment to analyze muscle 
activity, discovered which moves 
work best. You do the simple ex- 
ercise that WORKS—and forget 
the rest! See page 17. 


Total Body Firm-Up shows you how 
to quickly and easily firm up your 
butt, strengthen your back, shape 
up your legs. get rid of those “hippy 
saddlebags” and much. much 
more! 


And the best part is, your copy of 
Total Body Firm-Up is YOURS FREE! 
It's your FREE GIFT, Prevention's way 
of saying Thank You! There's NO 
obligation to purchase anything! 


€ Shape beautiful arms with 
ONE easy move: Target the 
specific muscies in your arms 
and shoulders to look trimmed 
and toned! Wave goodbye to 
flabby arms and go sleeveless! 
See page 21 


No more wasted workout time and 
effort! Get the results you want 
FASTER and EASIER! 


Don't miss out! Just send in the Free-Preview Certificate TODAY! 


A The ONLY ab machine 
that actually WORKS! we 
spend hundreds of millions of dol- 

lars a year on devices to firm up our 
abs—most of them don't live up to 
their claims. But one exercise “device” 
does—and it happens io be one of the 
least expensive ones! Find out more on 
page 18 of Total Body Firm-Up! 


4, Spot-Toning is EASY! 
Trainers once thought you couldn't get 
targeted results like this. Science has 
proved them wrong! All easy-to-do 
exercises are scientifically proven to 
target the specific areas YOU want to 
firm and tone! Don't miss this chance 
to get your hands on a copy of Tote! 
Body Firm-Up! 


A How to get muscles, NOT 
injuries! All exercise do's and don'ts 
are fully illustrated—so you get results 
and NOT discomfort! Total Body Firm-Up 
will be your guide. 
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«o Here s What This Amaz- 
ing. Self-Propelled Fish Lure 
Does For You! 


First of all, this Self-Pro- 
pelled Fish Lure frees you 
forever from the filthy task of 
digging for worms and crawl- 
ers, catching frogs, or paying 50 
cents to SI for a bucket of min- 
nows that die on you before you 
can even get them into the boat! 
It frees you forever from paying 
S3, $4 or even $5 for a fancy. 
"dead-as-a-duck" lure that only 
works when you tow it — that 
could never actually swim under 
its own power behind you! 


It frees you forever from 
Jong torturous hours of careful 
work, tving your own flies and 
lures, because you just couldnt 
buy anything. anywhere, that 
would reach out beyond your 
farthest casts, and pull in the 
fish for you! 


It means that tomorrow ... 
you can go out in fresh or salt 
water ... and haul in the eye- 
poppers with a lure that actually 
drives them into a frenzy with its 
crippled minnow action and its 
dying bee sound! It means that 
vou can weigh down your boat 


with bigmouthed bass, small- 
mouthed bass, cat fish, dog fish 
... Wherever you drop a line! 


It means that you can fish 
better — novice or pro — sound 
asleep at the bottom of your 
boat — than most fishermen 
sweating and casting till their 
arms ache with ordinary. “dead- 
as-a-duck" lures! 


And it means that you 1l 
have the time of your life — noi 
onlv amazing your friends 
and family with the hauls you 
drag home behind you — but 
just watching your fisherman 
friends Jaces, the first time they 
see this incredible SELF-PRO- 
PELLED FISH LURE in action! 
Their eves will almost pop out of 
their heads! 


aR 


Notice how all the most seductive 
details of the benefits are included ... 
how a rich, vivid, pleasurable picture is 
painied ... how the prospect is placed 
right smack dab in the middle of this 
exciting pleasure ... how the amazing 
result he's going to experience (once 
the product is in his hands) is contrasted 
with the incredible easc of execution ... 


and so much more. 
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In fact. 1 must say that Gene’s ben- 
efit copy is so good — I often end up 
wanting the products despite the fact 
that ] don't fish, garden, work with cars 
or have interests in any of the other 
countless niche markets he wrote ads 
for. And that's the single best way to 
recognize great benefit copy: Jt makes 
you want to buy the product! 


Of course. practice is always go- 
ing to be your best friend in this area. 
As copywriting legend John Carlton 
says, you need to find that "sweet spot" 
where your words and promises are 
going to perfectly resonate with the 
prospect. This can only come with the 
proper knowledge (what you're getting 
right now!) and then ongoing real world 
application. 


Step #6: 
Make the Final Leap 
to Emotional Benefits 


If you've been following Clayton 
for any length of time, you already 
know the immense importance he 
places on emotions in sales copy. Sure, 
people buy on benefits — but the more 
emotional that benefit is, the greater a 
catalyst that benefit will be. In other 
words, the easier it will be to motivate 
your prospect to ACT on what you're 
offering. 


So how do you move from dimen- 
sionalized benefits to emotional ones? 
Actually, it's not as hard as you might 
think. Dimensionalized benefits are 
already very close — you just need to 
think about how your specifically di- 
mensionalized benefit is going to make 
the prospect feel. 


As you read through each dimen- 
sionalized benefit, ask yourself. “hich 
positive emotion will this make my pros- 
pect feel? Which negative emotion will 
this help give him relief from? " Keep 
thinking about these questions and then 
write copy where you lead your pros- 
pect through a description of how he'll 
feel. 


This is very similar to the dimen- 
sionalized benefit process, because 
you're painting a pleasing emotional 
picture about your prospect's experi- 
ence. You're creating a new world of 
positive feelings and elimination of 
negative ones: freedom from fear ... 


anxiety ... frustration. 


As a basic example, here's a quote 
from a successful Rodale health promo- 
tion: 


"The one-word miracle that 
heals and focuses your healing 
system every time you say it 
-« This little-used word has a 
life-transforming power like no 
other word in the human vocab- 


SS —————ÁÁ———M———————ÁÉÁBáBR € 


146 win makepeacetotalpackage.com 


Howto Make Your Prospect LUST After Your Product 


ulary. It will energize your heart 
and soul like nothing you have 


ever experienced before." 


This is obviously an emotional ben- 
efit — and the possibilities are endless. 
Here are two examples Clayton used for 
Dr. Weiss: 


And what s more, the excit- 
ing, all-weather investments 
vou Il discover will help you pile 
up more money in ihe next two 
years than you did in the last 
eight! 


oe OB BO aK 


Jt gives you a truly enor- 
mous advantage over other 
investors ... helps you elimi- 
nate unnecessary risks in your 
portfolio ... and gives you the 
confidence to invest boldly in the 
handful of areas that are des- 
tined to bring you large profits. 


Notice the emotions in these two 
examples: Excitement, confidence, 
boldness. All very desirable to this 
prospect. 


Shockingly enough, emotional 
benefit copy is not used nearly as much 
as you might think! Yes, vou heard me 
right. The way you'll typically phrase 
your emotional benefits in your chart is 
simply going to be too direct. 


In other words, your prospect 

doesn’t want to be told what to feel 

~ he wants to be led through an experi- 
ence where he feels these emotions. 
automatically and unconsciously. for 
himself. This is the reason why you see 
dimensionalized benefit copy used in 
actual promotions much more than you 
see direct emotional benefit copy used. 


Another thing to consider (when 
you want to convey an emotional ben- 
efit) — is the amazing power of a good 
testimonial. You telling your prospect 
what to feel is unappealing, sometimes 
even insulting. But another customer 
telling him how amazing he feels ... the 
wonderful emotions he’s experiencing 
because of your product ... now, that’s 


powerful! 


As an example from our current 
case study, see Figure 4-5. At the bot- 
tom right, there's a little testimonial that 
concludes with the customer saying. “I 
feel calm and in control.” And because 
these are precise emotions any prospect 
for this book wants to experience, it’s 
very compelling. 


Sull. the vast majority of the time, 
vou're not going to be directly stating 
an emotional benefit for your product. 
Rather. you'll present rich, fully di- 
mensionalized benefits that effectively 
trigger the emotions you want your 
prospect to experience. 
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Savory Turkey Stroganoft— 
8 hearty one-dish meal tha! banishes 
Cravings and keeps you energized! 


The Sugar Solution Cookbook, your 
blood sugar rises slowly and steadily. 
Your energy lasts all day—a day 
that’s FREE of cravings. It’s a plan 
you can stick with forever, because 
you'll NEVER for one moment feel 
like you're denying yourself or sac- 
rificing! You'll lose the weight you 
want safely and PERMANENTLY! 


| Diet Food or 
| Diet DISASTER? | 
| Diet food like this raises 
your biood sugar too 
fast, doesn't satisfy you, 
and leaves you more 
vulnerable to cravings! 
Which will you choose? 
Diet food that makes | 
i you FAT—or delicious | 
food that makes you i 


Never Waste Another Meal on Diet Food! 
It's Time to Enjoy Eating Again! 
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"Slow 


carbs 

put: 

me in 

control BEER 

" 

of my weight!" 
“My weight and my life were out of 
control,” says Beth Shaw. She still 
battled her extra pounds and the 
extra pounds stayed put. Things didn’t 
change until a personal trainer friend 
said her diet contained too many fast 
carbs and advised switching to siower 
carbs. "My weight began to drop 
instantly" Beth says. Within months, 
she was 20 pounds fighter" '| feel calm 
and in control," she says. * 


The Sugar Solution Cookbook 
will put YOU in control of your 
weight, too! See for yourself! 
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Which isn't to say the emotional 
column of your chart is useless. You 
always want to carry your Benefit Chart 
all the way out into the emotional col- 
umn because — by doing this — vou get 
a fairly comprehensive list of the po- 
tential positive emotions you want your 
prospect to experience, as well as the 
negative ones you can help him break 
free from. 


And you get a very good sense for 
how each one of your dimensionalized 
benefits is going to make your prospect 
feel. 


When combined with close study 
of your prospect, this emotional clar- 
ity and understanding helps your sales 
copy on every level. 


Step #7: 
Rank, Select and 
Combine Your Benefits 


Once you've got all your benefits 
(functional. dimensionalized. emotion- 
al} out on the page, it’s time to begin 
working with them! One of the very 
first things you'll want to do is care- 
fully consider which benefits are most 
important to the prospect. To do this 
effectively, you can begin by using your 


intuition, asking yourself ... 


» Which benefits seem strongest and 
most appealing? 


» Which feel more like secondary 
benefits? 


» — Which appear to be similar or iden- 
tica] benefits? 


The last question is of special im- 
portance, because as you can see in 
your Benefit Chart — many of the fea- 
tures we originally listed lead to similar 
or even identical benefits. That’s great 
because it means the product is able to 
deliver that same benefit in a variety of 
ways. making the benefit much more 


believable. 


But let me give you an example from 


vour chart so you see what I mean ... 


Two of the primary features we 
listed for this product are: 1) “Over 200 
quick recipes (including main courses. 


salads, appetizers, soups, and desserts) 
all based on cutting-edge research about 
blood sugar and weight loss.” And 2) 


730 days of six meals a day menus.” 


Now these are very different fea- 
tures, but both actually lead to similar 
resultant benefits: The prospect gets 10 
eat an abundance of great-tasting food, 
lose weight more consistently and more 
effectively than ever before, both his 
diet and life are dramatically simplified, 
there's no more confusion or guesswork 
about how to eat for weight loss, and 


more. 
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From à copy perspective, you can 
see a nice example of this on Figure 
4-6. where there are four little sidebars 
that move from features of The Sugar 
Solution Cookbook. to actual benefits. 
When you read the copy in each box. 
you'll see that each is actually Jeading 
to the same series of benefits: weight 
loss that's delicious, satisfying, fast, 
easy. and safe. 


So when you're ranking your ben- 
efits. one of the first things you can do is 
see where there's repetition or crossover. 
If one or more features leads to the same 
benefit. treat it as a single benefit. 


Then. your next step is to take your 
functional. dimensional and emotional 
benefits and list them out on a single 
page — which you can easily do by just 
cutting and pasting from Excel to Mi- 
crosoft Word. 


But Here's Where 
It Gets Tricky... 


Now for the tough part: You've got 
all your benefits listed on a single docu- 
ment ... and your job is to rank them in 
order of importance to the prospect. 


So what do you do? The only logi- 
cal choice is to revisit everything you 
learned about him in the first part of 
this chapter! For example, if in all your 
communications with target prospects, 


you consistently heard that he most 
wanted to eat delicious, carb foods 
while still losing weight fasi — vou 
know this benefit is very high on the 
list. 


Your talks and questions to pros- 
pects should have given you a very 
acute sense of what he values first. 
second, third and so on. And never lose 
touch with your prospect throughout 
this process — once you've selected 
your benefits in what you believe is 
the most accurate order of importance 
— you then can double-check with one 
prospect after another to see whether 


you've got it right. 


Ask him questions like. “Which is 
more importani to you ... Benefit A or 
Benefit B? " Or something like, "If you 
had to choose berween Benefit A and 
Benefit B — which would you select? " 
Or even better, vou could ask, "Do vou 
have any money on you? Good. because 
what if 1 offered you Benefit A — would 
you pay [product cost] for it? What 
about Benefit B? What if you could only 
afford one?” 


Or you can come up with questions 
of your own. The point is that you use 
your relationship with actual prospects 
to: a) figure out which benefits are most 
important and ... b) confirm that you've 
selected and assigned value to them in 
the right order. 
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You'll never need 


willpower again 
to lose weight! fang 


sce for yourself whar it’s like to enjoy the melt- 
in-your-mouth goodness of real food again, feel a 
burst of energy thar lasts all day, banish cravings 


Meta ae and lose weight without cven trying! 
ice —: 


PLUS— 
30 days of six-delicious-meals-a-day menus arise. 


Bund d nutritionist to mele the The Sugar Solution Shopping List! 

The Sugar Solution Cookbook will guide you every step Exclusive brand-name guide to the best weight loss 
of the way to make weight loss easier, safer, and more foods you can buy—breads, cereals, crackers: pasta, 
reliable than ever! You don't have to GUESS what to eat, Ce, snacks, end much, much more! 

because there are 30 days of perfectly matched menus i 

to keep you on track! You're never hungry, so you can lose 

all the weight you want without even trying! Just send in the Free-Preview Certificate TODAY! 


-(17)- 
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This is about as systematic as 1 
can make the process for you. The rest 
you're going to have to leave up to hard 
work. practice. experience and the pow- 
erful instinct you develop throughout 
the process of working with benefits. 


And you might also wonder, 
“Whats the point of all this ...?” 
Simple ... 


Knowing Your Benefits 
In Order of Importance 
Helps Structure Your 
Entire Sales Message! 


The end result of this process — why 
we're going through such intense detail 
and rigor — is so that you're able to 
Structure your promotion for maximum 
persuasiveness. 


This is the advantage of working 
closely with Clayton and other top writ- 
ers. You see such incredible subtleties 
within their writing: In this case, the 
subtle element of how they structure 
and present their benefit copy according 
10 the exact desires. thoughts and feel- 
ings of the prospect. 


Let me explain. Once you know 
your most important benefits, you want 
to make sure that if your prospect sees 
anything from vou — he sees THOSE 
benefits! And you often want to hit 
him with your most important benefits 


before the others (though there will be 
times when you want to finish with your 


most important benefit). 


Here's an enlightening example: 
On Figure 4-7. you'll see the headline. 
deck and lead copy for the promotion 
we've been analyzing throughout this 
chapter. Look closely at the little bullets 
in the middle of the page: These are all 
the most desirable benefits this cook- 
book delivers — what the prospect wants 
more than anything else. 


Also look closely at the order in 
which they’re listed. It starts off with 
what's most important to the prospect: 
EFFECTIVE weight loss. Meaning that 
he actually WILL lose weight (unlike 
most other things he's tried) ... and that 
he*ll actually keep the weight off. 


Then comes speed, because every- 
one wants to lose weight fast. Then ease 
— because even though we're not deal- 
ing with a “magic bullet" type of pros- 
pect who expects to take a pill and get 
skinny. he still wants it to be relatively 
smooth and easy. Not torture like many 


of the other options out there. 


Then comes safety and energy. Be- 
cause these are crucial to the prospect. 
but not quite as crucial as effectiveness, 


speed or ease. 


But what's really interesting about 
this example is how one of THE most 
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Your problem isn’t carbs or ca 
It's blood sugar. And the most powerful: 


Œ EFFECTIVE weight loss—Steady, lasting weight loss of Y pound up to 2 
pounds per week—every week! 


FAST weight loss—You can begin losing weight in the FIRST WEEK! 


Bt EASY weight loss—Drastically reduced cravings for the foods that cause 
weight gain! 


E SAFE weight loss—NO fads, NO counting, NO weird science, and 
NO complicated formulas! 


HE ENERGIZING weight loss—A boost of energy that lasts and lasts and lasts! 


PLUS... E 
8i THE MOST TEMPTING, TANTALIZING, AND SATISFYING FOOD YOU EVER ATE! li 
Dear Friend, 
Are you tired of counting carbs, calories, and fat grams? m 
Are you fed up with using all your willpower to skip meals and eat “lightened” food? 
Have you had enough of “rewarding” yourself with low-carb “desserts” that almost float off your plate— D 


and leave you hungry for a real dessert? 


You DO have a better choice... us 


Instead, you can LIVE IT UP with a hearty, satisfying meal that will SPEED UP YOUR WEIGHT LOSS, and 
then really reward yourself with spicy, rich Kahlua Custard...or a moist, melt-in-your-mouth slice of Lemon 


Pudding Cake...or maybe some unforgettable Pear-Topped Triple Gingerbread! A 
The choice really IS yours! You can continue to fight your weight loss battles the hard way, using 

one fad after another—or you can WIN the battle and lose the weight you want, easily, v 

quickly, and permanently! G: 


(over, please...) 
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important benefits of the book, right up 
there along with overall effectiveness, 
is the desire to eat delicious food in the 
process. And this benefit is saved for 
last in the list. 


So Why Do This? 


Because you want your benefit list 
to finish strongly. If each benefit gets 
progressively weaker until you end with 
the least desirable benefit, just think 
about how the prospect is going to feel 
reading it. It’s kind of a let down, right? 
And the overall energy and momentum 
of your copy is reduced. 


You want none of this to happen. 
So it’s often a good idea to do what this 
writer did and move from highly desir- 
able benefits to less desirable ones, yet 
still saving one very, very hot benefit 
to round off the list. This way he feels 
very good and excited when finishing 
up the list, and has much more momen- 
tum going into the next section of the 
copy. 

This same pattern applies through- 
out your copy. If you look at some 
of the Gene Schwartz examples I’ve 
provided. vou']] see that he often starts 
with a very appealing benefit ... it gets 
dimensionalized and expanded upon 
... and then always finishes with some- 
thing incredibly powerful. As proof, just 
look at the fishing example I gave you 


earlier in this chapter, you'll see that 

the final benefit is very compelling and 
emotional: Having the time of your life 
while amazing your friends and family. 


This same secret applies to the 
overall structure of your promotion. 
It’s often wise to structure your overall 
sales letter according to the presentation 
and proof of your benefits. And if you 
do it this way, it means that vou'd Jead 
your copy with your strongest benefit 
... move through the secondary and ter- 
tiary ones ... and then finish with one of 


your very strongest. 


Using your benefits this way is so 
powerful and systematic, it really does 
put you light years ahead of almost any- 
body else out there writing. 


Step #8: 
How to Word Your Benefits 
for Maximum Impact 


Okay, so you've gotten to know 
your prospect ... you've uncovered ev- 
ery possible benefit your product offers 
... you've selected and ranked them in 
order of importance to your prospect 
... and you've used this understanding 
1o structure the various aspects of your 


sales message. 


Now it's time to focus on how to 
word your benefits. 
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First thing to understand: If you're 
going to repeat the same or similar 
benefits, you will need to word each 
of them a little differently. This is 
something copywriting legend Gene 
Schwartz was an absolute master at 


— presenting the same benefit from a va- 


riety of angles. This way the repetition 
actually strengthens the power. desir- 
ability and believability of the benefit. 


Here’s an example from one of his 
memory ads: 


dejo 


~ But this is just the begin- 
ning of the “miracles” you can 
perform with your memory. This 
secret is just one of the over 50 
MEMORY INTENSIFIERS con- 
tained in this book ... 


For instance - REMEM- 
BERING NAMES AND FACES! 
„~ How would you like to walk 
into a room of nweniy new 
people — meer each one of them 
only once — and then remember 
their names, automatically. for 
as long as you live ... 


Think of the advantage in 
business, when you can call ev- 
ery customer by his first name, 
and then ask for his wife and 
children. instantly. by their first 
names! Think of the impression 


you ll make when you ask him 
about the stare of kis business. 
his hobbies, when you repeat, 
almost word for word, the last 
conversation you had with him! 
Think of becoming a celebrity at 
your club — as the member who 
"knows everyone " — who can be 
depended on to avoid mistakes. 
to win new friends for ihe orga- 
nization, to get things done! 


LEELIEII 


Notice how Gene takes one benefit 
(remembering names and faces) and 
then adds a variety of dimensions to it. 
Each is worded differently — vet notice 
how he repeats the “think of” phrase 
over and over. This selective form of 
repetition works subtly to show the 
reader that the same original benefit is 
doing all these additional things. 


Another thing you can do is explore 
the multiple benefits that a single fea- 
ture offers the prospect. Here's a quick 
passage from his classic work, Break- 
through Advertising: 


OR ES 


At every point your product 
touches the life of your prospect 
~ price, availability, case of use. 
durability. portability. replace- 
ment and maintenance, even 
unwrapping the carton it comes 
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in— it furnishes vou with another 
fresh perspective in which to 
reiterate and rcemphasize its 
benefits. Here is just one example 
— stressing the ease of applica- 
tion, and contrasting it with the 
tremendous benefits that that ap- 


And, with just 30 seconds 
work, vou will protect that en- 
gine so completely that you will 
ad up to four years to its power 
and life! ... you will push off the 
ring and piston jobs that might 
cost you $75 each — for years! 


plication gives you. eco 


... One week from today, 
vou are going down to your car. 


Not only is it amazing how Gene 
spun off a whole series of powerful 
benefits from the same feature, this is 
yet another picture perfect example of 
how great dimensionalized copy looks. 


lou are going to lift up its hood 
— you ure going to take the black 
shining can we send you — and 


you are going io simply pour its 
Gene's benefit copy is very direct 


and high energy, which worked for his 
market at the time the ads were pub- 
lished. Yet. many of today's markets 


contents into the oil filter pipe of 
your car! 


That S all the work you will 
do! That s all the skill you need! 


require benefits that are a little more 
And yet in that 30 seconds wark, 


subdued and indirect. 
you will improve your car s 


performance in eight different That’s why I included an example 


ways! that’s mailing right now. and I believe 


. it was written by Arthur Johnson. Look 
With just 30 seconds work. 


. ; at Figure 4-8 to take a look at it. It’s 
you will strengthen the engine of 


; uà : interesting because it deals with the 
that car so greatly that you will ] ; 

8 i: A ) very same subject as our Sugar Solution 
get 2 to 3 to 5 miles more per 
gallon from every gallon you 


buy .. 


Cookbook, yet words the benefits in a 
different way. 


The headline of the spread is cut off, 
but if you could see it fully, it would 
read. “Eat like an old-fashioned farmer 
and GET SKINNY AS 4 RAKE.” Then 
underneath it says. “Feast on carbs. for- 


With just 30 seconds work, 
you will lubricate that engine so 
thoroughly that you will drive 
up to 3.000 full miles without 
even looking at your oil ... 
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Eat like an old- 
GET SKINNY AS 


Feast on carbs, forget “low-fat” and you toa 


f you ever sat down to 
upper with an Amish 
farm family... The Amish 
live much as their ancestors did 
150 years ago, and their meals can 
be sky-high in carbs and fat. 
There’s so much wonderful food 
on the table — breads, preserves, 
butter, cheeses, meats, and second 
helpings, and dessert... 


“Dr. Inglis listened 
carefully to me...helped 
me with nutrition 
[and] today I AM 
50 POUNDS LIGHTER!” 

—Rita Mary, 
j Great Barrington. MA 


Its a scene that would 
totally horrify any low-carb 
or low-fat diet guru... 

Yet obese Amish farmers are 


Why chocolate i is the world's best COUGH. MEDICINE... 
bits they still haven't: eed, 


se with chocolate, like, medicine - 
e. At least as effective B. 
is i$ welcome news, since another study ; 
ough syrups are worthless!) 

d pressure 10 points when used as directed s in. 


. how you can actual 


€ [t can be a fan 
codeine, says à new stud: 


@ It could lower yoi 
your FREE REPORT. 
Bat make sure youre usi dé ghi kind! ! Many chocolate bari a are expen. i 

sive junk, and some mass-pri duced varieties include chocolate from lvory Coast 5 
plantations that still rely ; 
ery. Let me givé you my 


6 more fascina 
fevonie treat 


low to Fat like 


GET 
REPORT. How To Eat Like Farmer and NNY 
GET SKINNY AS A RARE. (The® 
report is FREE and you alréady love’ 
chocolate, so what are you waiting for?) 


14 Health Revelations 


a Farmer and | 


scarce as hen’s teeth! A new 
study of Amish farm families found 
that, despite ignoring every piece of 
modern dietary “wisdom” that’s 
come down the pike, their obesity 
Tate is a minuscule 4%. The rest of 
America is 8 times fatter, with a 
Tocketing obesity rate of 3196! 

Haw come? Part of it for sure 
is all the exercise they get, but 
there’s much more we can Jearn 
from these old-fashioned farmers. 
And if you’d like to lose 10, 20, 50 
pounds — or more! — there's no 
more satisfying way than my “old- 
fashioned farmer's eating plan.” I'll 
send you all the mouthwatering 
details in a FREE REPORT, How 
to Eat Like a Farmer and GET 
SKINNY AS A RAKE. No,T 
haven’t lost my mind, Let me 
explain why this shockingly per- 
missive “diet” peels off the pounds 
(and keeps ‘em off!) so easily. 

+ Skinny Secret #1: Why 
buttering your bread makes 
it less fattening... 

Yes, the latest studies confirm 
it’s true and it actually makes a lot 
of sense... 

Because carbs don't really count 
until they hit your bloodstream! 

You sce, the faster your body 
absorbs a food, the more it spikes 
your blood sugar... 

The higher your blood sugar 
spikes, the more insulin you secrete... 


And the more insulin you 
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get low-fat’ and you too could lose 50 » 


pounds..." 


Now ] want you to read the lead 
paragraph, where it reads. “If you ever 
sat down to supper with an Amish farm 
family ..." And I want you to notice 
how the benefits are conveyed indi- 
rectly: It talks about how the Amish live 
long lives. cat plenty of rich foods — in- 
cluding carbs, fats and meats, and still 
they have virtually no obesity. 


Presenting a scenario like this that 
conveys the benefits of what you're 
selling, indirectly, can often lead to 
much less resistance and more believ- 
ability from your prospect. That's the 
beauty of it. Then, when the time is 
right, you can switch to more direct 
benefit copy like Arthur does in the 
third paragraph (“And if you'd like 
to lose 10. 20, 50 pounds — or more! 
— there's no more satisfying way 


And the chocolate sidebar you see 
on the same page is another example of 
indirect benefit copy. It takes something 
the prospect already loves and wants to 
eat all the time — and then shows him 
how it's actually good for him. 


Before we conclude this chapter, I 
want to give you a few final pointers 
about wording your benefit copy — so 
that it always sounds like music to your 
prospect's ears! Always take these ideas 


into account ... 


There are many times when 
you'll want to build up the value 
of your benefit, BEFORE you 
reveal it! Gary Bencivenga is 
probably the best at this, and his 
classic statement, "This freasure 
rrove of knowledge is based on 
more than $1 billion and 40 years" 
worth of scientific advertising tests 

." is an example of how he builds 
immense value into his benefits, 
before spelling them out explicitly. 
This not only creates a sense of 
anticipation, it changes the way the 
prospect perceives the benefit once 
it’s revealed. And it’s a very posi- 
tive change indeed! 


Be honest, yet put your best foot 
forward. While you don't want 

to mislead your prospect, he un- 
derstands that you're going to be 
selling the best case scenario. So 

I urge you to do just that! One ex- 
ample of this is something Clayton 
does all the time in the investment 
market, "How you can USE the 
coming crash to pile up profits 

of 21196 ... 501% ... up 10 929% 

— and probably much MORE — in 
2002!" Simple phrases like “as 
much as”... “up to” ... "in as little 
as” ... all allow you to honestly 
sell the best case scenario to your 
prospect. 
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» When possible, use the “Little “Heart Clogs Shrink Signifi- 
to BIG” technique. This is where cantly!” 
you talk about a small little factor “1 Kissed Blood Pressure 


that produces a HUGE resultant Problems GOOD-BYE!" 


benefit. You've already seen this 
“Improve Cholesterol BET- 


TER THAN ANYTHING!” 


repeatedly in some of the Gene 
Schwartz examples, where he talks 
about pouring a simple can of fluid “My EYESIGHT is Sharp- 
into your engine and then watching er!” 


as all these amazing things happen. , A $ 
are REP “My Joint Discomfort and 


This technique works amazingly Blood Sugar Problems are 
well in virtually any industry. One of GONE!” 


Clayton’s most ful health promo- si 
v Se eet ACA EA pronio “Painful Leg Cramps VAN- 


tions —a single piece of copy he’s made 
B P PS ISHED'" 
millions from — is about how a tiny little 


capsule can free vou from life's scariest "Sex Problems? WHAT Sex 


health problems ... save you from five Problems?” 
or even six-figure medical bills ... and, “Sleepless Nights GONE, 
most importantly, save your life. Energy RESTORED!” 
Here's the copy from the cover of a FR RR 
bookalog: "- 
Notice also how Clayton took these 
dci strong benefits — which were reported 
The Amazing 23-Cent by real customers — and then condensed 
CIRCULATION MIRACLE! them into a tight. compelling series of 


statements. 

Help scrub away arterv- 
clogging plaque and unleash a » Use the exact wording, jargon, 
flood of healthy blood to your 


heart ... your brain ... and to 


slang and expressions your pros- 
pect is already using! In order for 
your benefits to register perfectly in 
your prospect's mind — and trigger 
the level of desire you want — they 
IRE RUZA WIREL must be in HIS language. You see, 


people like you are saying: you might have exactly the right 


every organ. muscle and cell in 
your body! 


— a EE TE 
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benefit nailed — but if the way you 
say it sounds like an outsider, it 
will be quickly dismissed. In fact, 
chances are high that YOU will be 
dismissed! 


The golf market is a perfect exam- 
ple of this. John Carlton, one of my first 
mentors, is perhaps the best writer at 
mastering the slang. jargon and ‘talk’ of 
niche markets. Here’s an example from 
one of his golf promos: 


ebook 


Why Are "Sanctioned" 
Teachers Screaming Bloody 
Murder About The Simple 
4-Step Golden-Glove “Body- 
Shot” Secret That Forces You 
To Deliver Massive Power 
Through Your RIGHT Arm 
For Breathtaking ... Accurate 
... Monster Tee Shots! 


Why? Because Using 
Raw Power From Your Right 
(Strong) Side Is The OPPOSITE 
Of What Nearly Every Pro In- 
structor Has Been Teaching For 
YEARS! 

This New “Body Shot” 
Secret Is Perfect For ANY Sea- 
soned Golfer Sick-And-Tired 
Of Using Old "Rookie" Swing 
Tactics That Rob You Of Power 
... Distance ... and Accuracy. 


The Result: An Incredible 
New Pro-Level “Natural Power™ 
Swing For Super Accurate ... 
Straight As An Arrow .., 300+ 
Yard Cannon-Shots! 


de ok 


Why is this skill so crucial? Be- 
cause the wording you need to use Is 
going to change from market to market. 
prospect to prospect. And because how 
you word your benefits can literally 
make or break your success. 


This holds true whether you’re 
writing copy to investors, Internet mar- 
keters, guys looking to improve their 
dating life, health nuts, or anything 
else. And again, it comes back to know- 
ing your prospect ... striking intimate, 
ongoing relationships with actual pros- 


pects for your product or service ... 


... Absorbing their hopes. dreams 
and desired benefits — in the precise 
way they typically verbalize them ... 
and then putting this into your copy 
from beginning to end. 


How to Make This Process 
Work in Your Own Projects 


lf you've studied many of the copy- 
writing resources on the market, you 
know that this chapter provides a more 
detailed break down of the subject of 
benefits than anything else available. 
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That's why 1 urge you to keep coming thing to your prospect unless you can 
back to it — throughout your process actually prove them. That's what Chap- 
of working through this course - and ter 5 is all about. 


throughout your process of completing 
real-life assignments. 


See you there soon ©, 


At this point, many readers often 
wonder, "Wil! I always need ro use this 
elaborate, step-by-step process?” The 
answer is both “yes” and “no.” 


Yes, I DO recommend you follow 
it strictly for a while, getting used to 
the process of knowing your prospect 
intimately ... drawing out every single 
imaginable benefit for your product 
-.. taking them to the deepest possible 
level ... matching everything up with 
your prospect and what he or she de- 
sires most ... and then structuring your 


promotion accordingly. 


But “no.” you won't have to use it 
consciously forever. 


This one process — even if you let it 
go later on — will give you such amaz- 
ing natural discipline and understanding 
as you progress through your career. 
Clayton no longer follows it strictly 
— but still profits to this day from all the 
work he did with this material many 


years ago. 


Plus, mastering everything related 
1o benefits helps you in the next stage 
of your copywriting process ... PROOF 
— because your benefits don't mean a 
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Benefits 


The process of uncovering the benefits of . . «s; Notes 
your product or service is as essential to selling 
as oxygen is to life. Every piece of copy you 
ever write ... every order your promotion pulls 
in ... ALL hinges on the quality of the benefits 
you promise, and your ability to make them 
sound seductive. Now, you'll work your way 
through a methodical step by step, proven 
process sure to double or triple the accuracy and 
overall potency of your sales copy. 


Benefits turn prospects into buyers ... they 
are what your prospect gains by sending for 
your product or service. 


Also remember never to confuse features 
with benefits, This is a big mistake beginning 
writers make. You see. features are the elements 
or tangible components that make up à product | 
or the physical steps to a service. But your 
benefits is what he's really buying — it’s the | 
greener lawn (benefit) that comes from buying 
grass seed (feature), 


Another example: If you want a faster 
computer so that it saves vou time (benefit). you 
will be shopping for the fastest processor chip 
(feature). | 


CX U U I I eee 
pa 
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Finally. follow the process for understand- 
ing your benefits in order of importance. 


Knowing your benefits in order of value helps 


you structure your entire sales message. 
]. Review and Refine Your Research. 


Collect prospect information as accuratelv 
as possible by: 


a. Making the Internet your secret 


weapon. 
b. Gather everything you can find. 
c. Network offline. f 


d. Always check your accuracy. 


bo 


Know your prospect inside and out by 
asking: 


a. What problem does he want to solve? 
b. What are his core desires? 
c. What are his relevant beliefs? 


d. What negative and positive emotions 
is he experiencing? 


e. What has he purchased or tried 
before? 


f. Whavsthe competition telling him? 


m 


Expand your understanding by creating a 

Benefits Chart/Spreadsheet (just like you 

saw on Figures 4-2 and 4-3) 

a. Create a complete features inventory 
of your entire offer including your 
product, premiums, payment terms, 


price, and more. 


b. Figure out wiy each feature exists. 


————— ———————————— MÁ€€————-— Md 
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Translate each feature into a Func- 
tional Benefit: what each feature 
actively does for your prospect (use 


action verbs). 


Dimensionalize each benefit as much 
as possible with the most vivid. seduc- 
tive description and experience. 


Make the final leap to emotional 
benefits. 


i Which positive emotion will this 
make my prospect feel? 


i. Which negative emotion will this 
help give him relief from? 


lii. How are these emotions frig- 
gered? 

iv. Then lead your prospect through 
an experience where he feels 


these emotions, automatically and 
unconsciously, for himself. 


(By the end of this process, you'll 
typically have a very long list of the 
various types of benefits.) 


4. Rank, select and combine your benefits. 


a. 


Take your functional, dimensionalized 
and emotional benefits and list them 
out on a single page or section of your 


running document. 


Rank them in order of importance to 
your prospect. 
1. Revisit everything you know 


about your prospect. 


Chapter 4 Action Steps 
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ii. Which benefits seem strongest and 


s Notes ^. 


most appealing? 


iii Which fee] more like secondary 
benefits? 


iv. Which appear to be similar or 
identical benefits? 


v. Speak with prospects to figure out 
and confirm the order importance 
and each benefit's actual value. 


» Which is more important to you ... 
Benefit A or Benefit B? 


» If you had to choose between Benefit 
A and Benefit B — which would you 
select? 


» Do you have any money on vou? 
Good, because what if I offered vou 
Benefit A — would you pay [product 
cost] for it? What about Benefit B? 
What if you could only afford one? 


» Come up with your own questions to 
confirm or adjust the order of your 
benefits list. 


un 


Examine the wording and structure of your 


benefits for maximum impact. 


a. Build up the value of your benefit, 
before you reveal it. 


b. Be honest, yet put your best foot 
forward. 


Use phrases like: 
» “as muchas...” 


» “upto...” 


——————— al 


166 www.makepeacetotalpackage.com 


Chapter 4 Action Steps 


» “inas little as...” j 
c. Use repetition for power. 


d. When possible, use the "Little to BIG” 
technique. 


e. Use the exact wording. jargon, slang 
and expressions your prospect is 
already using. 


Once you have ali this in place ... when 
vou've successfully created vour benefits 
chart/spreadsheet ... when you've pulled out 
the strongest benefits and ranked them in order 
of importance ... cut them and paste them into 
your running document. (The same one you 
started in the rescarch phase.) 


This adds more raw copy to your draft that 
we will later organize and polish as we dive 
deeper into the process. 


Now let's move onto Chapter 5. where we'll 
focus on proving those benefits! 


-= Notes = 
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How to Prove Every Promise You Make 


How to Prove | 
Every Promise You Make 


m. semana” 


BEEN 


in this Chapter... 


m Why belief is the real secret to getting your 
prospect to buy — the key ingredient nearly ev- 
ery marketer underestimates ... 


m 18 time-tested proof credibility secrets guaran- 
teed to overcome even the most skeptical read- 
ers (and guaranteed to make your competition 
look like mere amateurs!) 


a Six proof elements EVERY piece of copy must 
have — no matter what market, no matter what 
medium (leave them out, and you’re sure to 
only get a measly fraction of your optimum 
response) ... 


& Andso much more! 
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et's cut right to the chase: 

If your copy lacks adequate 

proof and credibility — clear, 

concrete elements that 
legitimize everything you're promis- 
ing — even the flimsiest objection will 
crumble your ad like a ten-ton wrecking 
ball. 


Why? Because it's a fact — each and 
every prospect you're writing to will be 
bombarded with some 650 advertising 
messages a day. That’s nearly 240,000 
per year, every year of his or her life 
-and the volume is multiplying every 
day. 

Those messages have made your 
prospect a grizzled, veteran consumer 
with MILLIONS of advertising impres- 
sions and thousands of purchases under 
his belt. Some of his purchases have 
lived up to their advertising claims. but 
many have not. 


As a result, your prospect is a master 
skeptic. His mental spam filter works at 
light speed and it blocks out hundreds of 
ads every day without him ever blinking 
an eye. Plus, the more saturated the mar- 
ket you're selling into. the more powerful 
your prospect's ability to dismiss advertis- 
ing claims. 

Alt of this makes your mission — to 
get him to read, believe and then to act 
on what you promise — that much more 


challenging. 


But here’s the good news: If your 
benefits resonate strongly enough with 
what your prospect wants ... these 
credibility secrets are EXACTLY what 
you need to get your message believed 
and acted upon. And most importantly, 
they're EXACTLY what you need 
to make both you and your clients a 
bundle as everyone else continues to 
overpromise and underprove. 


Why You Might Need 
a "Brain Cleanse" 
On the Subject of Proof 


Many writers and marketers come 
into this industry thinking that it’s ihe 
benefit or promise that’s most essential. 
Proof is just something that must be in- 
serted afterward for added power. 


Nothing could be further from the 
truth! 


Think of it like building a house. 
When the builders start. they begin with 
cement, wood, nails and other materials 
that will hold the house together. This 


makes up the foundation. 


Of course, nobody would buy a 
house that was just a bunch of cement. 
wood and nails! The house needs visu- 
ally appealing, emotionally stimulating, 
and more “functional” elements present 
before the sale can be made. But the 


initial, foundational materials hold and 
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support the structure so that the sexier 
elements of the house can later work 


their selling magic. 


Aud it’s the same with your ad. Of 
course. it’s the benefits and emotional 
impact of your sales message that will 
do the ultimate selling ... but without a 
foundation and structure in place, you 
Won't ever get someone in the door. 


That's exactly what proof and 


credibility do for vou. They give your 


proniises, benefits, and emotions the 
foundation (believability) they need to 
work their selling magic in the mind 
and heart of your prospect. 


Leave them out and the slightest 
objection or skepticism will rip through 
and wipe out your advertising efforts 
like a Category-5 hurricanc. 


18 Time-Tested Strategies 
for Proving Every Promise 
Youll Ever Make 


Fve done my best to organize the 
following proof elements — most of 
which I learned hands-on, directly 
from Clayton — by beginning with the 
most foundational ones that simply 
CANNOT be missing from your ad. 
This way you get a sense of the overall 
importance of each one and why your 
ad will get hammered if you leave them 
out. 


How to Prove Every Promise You Make 


If you've heard of them, please bear 
with me. Even if you understand the 
technique already. it’s helpful to see how 
al] the elements work together to build 
TOTAL credibility and believability, That 
way. you can start to evaluate other ads 
— as well as your own - strictly on the 
basis of their proof and credibility. 


Why would you need to do that? 
Because just like the dominant lion who 
can instantly spot the weak animal in 
a herd, mastering the lessons here will 
give you the ability to insranrly spot, 
attack and ultimately take down other 
controls ... outmarket competitive 
products ... or even conquer niches that 
are weak on proof and credibility. 


The Bare Necessities 


l. Offer Strong "Reasons Why”! 
— Reasons why your product is dif- 
ferent. reasons why vou'll deliver 
the benefits promised, and reasons 
why he should act NOW ... 


2. Always Be Specific! - Making 
sure every claim, reference and 
Statement you make is as specific 
as possible ... 


3. Support Your Copy with a Logi- 
cal Foundation! — The airtight, if 
"A" then "B" then "C^ argument 
that runs throughout your copy ... 
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4. Follow Claims With Examples 
and Documentation! — The im- 
mediate backup of every claim or 
promise with some sort of example 
or documentation ... 


5. Back Everything Up With a 
World-Class Guarantee! — The 
risk-relieving demonstration of 
confidence you have in your 
product ... 


6. Use Compelling Testimonials! 
— What real customers are saying 
about their experience with your 
product ... 


Added Proof Strategies 
That Will Often 
Save Your Life 


7. The Mechanism of Action! — The 
unique way, method, or system in 
which your product is able to de- 
liver the benefits promised ... 


8. Paint a Vivid, Compelling Pic- 
ture! — Highly detailed, vivid pic- 
tures that gives vour prospect con- 
viction that you've actually "been 
there” ... 


9. Demonstrate the Product! 
— Showing how the product looks 
and works in action ... 


10. Be Somebody! — Why the person 
standing behind the product is 


11. 


12. 


13. 


14. 


16. 


highly qualified to be selling this 
product ... 


Show Some Personality! — Proof 
that there's a real, living person 
talking to you about the product 
— not just a bunch of words on the 
page... 


Brag About Your Track Record! 
— The company, the product or the 
editor's record of success in keep- 
ing similar promises to those being 
made in the ad ... 


Walk Them Through a Case His- 
tory! — Extended testimonials that 
tell a story of a satisfied customer 
who changed his life with your 
product... 


Connect Your Product to Clinical 
Studies! — Studies conducted by 
notable institutions that prove the 
nutrients in your product deliver a 
specific benefit(s) ... 


Harness the Power of Publica- 
tion! — Major publications that 
have mentioned your editor, your 
product, the nutrients in your prod- 
uct. etc ... 


Demonstrate Your Benefit with 
Process/Graphic Sidebars! 

— Visual, scientific looking images 
showing how your product works or 


why what you're claiming is true ... 
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17. Feature Media Appearances! — If 
your editor, owner (or product) 
has been mentioned. interviewed 
or featured on a notable television 
show or channel ... 


18. Seek Out Celebrity Endorse- 
ments! — Celebrities that vouch 
for the quality and benefits of your 
product ... 


Having researched endless stacks of 
successful direct response ads. ] believe 
Proof Strategies 41-6 simply MUST 
be part of am attempt at maximum 
response. To leave them out would be 
marketing suicide. 


But this isn't to say that strategies 
512-18 aren't valuable. Top writers 
wouldn't even consider promoting an 
investment newsletter for an editor 
without a killer track record (#12), Nor 
would they think of promoting a supple- 
ment without a process sidebar (416) that 
shows how it works in the body. 


Just rcalize that there are times where 
— especially if you're a fledgling entrepre- 
neur — you can survive with the first six 
strategies alone. It al] depends on the mar- 
ket. And if you're a capywriter, you must 
be careful NEVER 10 accept an assignment 
withaut having at least "the bare necessi- 
ties” (41-6) solidly in place. Without them. 
you'll be leaving tons of money on the 
table ... and it could reflect poorly on your 


skill as a copywriter. 


How to Prove Every Promise You Make 


Generally speaking, the more satu- 
rated the market is — the more of the 18 
elements you'll need. Alright. let’s get 
down to business ... 


PROOF STRATEGY #1: 
Offer Strong “Reasons Why"! 


Quite frankly. if there's no reason 
for vour prospect to buy your product 
— you shouldn't be selling it! If you're 
in the direct response biz, you know 
you need “reasons why" in your ad. But 
more than that. you need to focus on 
finding the very best “reasons why” to 


use at each stage of vour copy. 


First. vou'll need compelling reasons 
why your prospect should read your ad. 
This is what Clayton calls the “reader- 
ship sale.” The best reasons are often 
because your headline resonates power- 
fully with your prospect's dominant 
emotions, it offers exciting news, you're 
promising unique benefits the prospect 


desperately wants, etc. 


The better you know your prospect. 
the more accurately you'll laser in on the 
best ways to bribe him into reading. So 
do as Clayton says aud "walk a mile in 
your prospect's shoes." 


Second, you'll need compelling 
reasons why your product is unique and 
superior to other options your prospect 
has access to. This is what helps make 
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up your USP - how you document your 
approach is both different and better 
than anything the prospect has ever 


seen. 


Third, vou'1l need compelling rea- 
sons for him to believe that everything 
you promise is truc. This is accomplished 
using all the other proof strategies we're 
about to discuss - the elements that build 
your belief structure. 


If you look at Figure 5-1. you'll see 
a promotion Clayton wrote for Undis- 
covered Stocks. It uses all three *Rea- 
sons Why” techniques: 


The bullets below the headline both 
give the prospect reasons for reading 
- believable promises of making bigger 
gains m the market, avoiding dangerous 
blunders and the ability to “end years of 
frustration” ... 


It also, in the copy at the bottom 
(Figure 5-1), gives the reasons why this 
approach will be uniquely valuable — dif- 
ferent from other approaches — because it 
offers six unique and undiscovered stocks 
set to soar, plus the opportunity to get in 
FIRST... 


And finally. there`s the reason why the 
prospect should believe the promises be- 
ing made with the pre-head across the top. 
It does this by citing Nancy's impressive 
track record (gains of up to 289% in the 
voung bull market). 


This should give you a better sense 
of how "reasons why" work and why 
it’s so fundamental to every part of the 
copywriting process. With practice, 
there’s no limit to how good you can 
get at this technique! 


PROOF STRATEGY #2: 
Be SPECIFIC! 


The great Claude Hopkins once 
wrote, “Platitudes and generalities roll 
off the human understanding like water 
from a duck. They leave no impression 
whatsoever. They suggest looseness of 
expression, a tendency to exaggerate, 

a carelessness of truth. They lead read- 
ers to discount all statements that you 


make.” 


This means that every generality 
in your text is a landmine. You never 
know when one of them will explode in 


your face. 


That's why Hopkins continues. 
"Specific facts, when stated, have their 
full weight and effect ... This is very 
important to consider in written or per- 
sonal salesmanship. The weight of an 
argument may be multiplied by making 
it specific." 


So instead of merely saying ^Yovw'll 
save time." tell your prospect he'll save 


18 minutes a day on average. Don't say. 
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TRIPLE-YOUR-MONEY GAINS by Staying 


Hs un ; za Why the odds are 
$5 W's time to TURN 8 in 10 that YOUR stecks 
the tables ON WALL STREET! will LOSE money — even 
Scores of big brokers, hundreds of when the market soars: 
The two "cardinal sins" that sentence 


you to lower profits than you deserve — 
and that could cost you everything in 


money managers and millions of 
gullible stock market sheep come to 


^ ati BEGGING y 

c n pi um em s d 2s the next 24 months, PLUS. how avoid- 
ad stocks to them: Yoa happily ing these common blunders could make 
bisce ee TOP DOLLAR, and you richer than Midas in 2004-2005. 


rake in a great windfall! Your secret? YEARS of frustration can end with the 
sage advice on PAGE 6 INSIDE. 


Six undiscovered stocks set to 5047: 

Each one is a huge opportunity to BUY LOW — and yet each has exactly 
the kind of credentials that turn Wall Street analysts, money managers 
and institutions GREEN with envy! 

Here's why their names will soon be on EVERYONE'S lips ... 

why their prices are set to soar ... and why — if you act now 

— you'll be laughing all the way to the bank! PAGE 8, INSIDE! 


EGG nt 
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“Buy now and save!” Say. “You SAVE 


$77 by calling in the next 15 minutes!” 


Here’s a fantastic discipline used 
by many A-list writers: Read through 
each draft looking for excuses to add 
specifics that fully dimensionalize every 
problem and every promise. 


Do this meticulously and your 
prospect will have trouble questioning 
anything you say. 


PROOF STRATEGY #3: 
Support Your Copy 
With a Logical Foundation! 


This is closely related to the "rea- 
sons why" process — it means that 
your copy MUST have a clear, logical 
progression. While we'll cover this in 
much more depth in Chapter 8, for now 
it's important to see how it operates 
within the context of proof. 


That means starting at point “A” ... 
progressing to point "B? ... moving on 
to point "C" ... and so on, until you've 
reached your ultimate conclusion: That 
only a drooling moron would even 
think of passing on this generous offer. 


To do that, you must build your case 
logically and methodically — just like a 
builder constructs a home. 


You must begin with a rock-solid 
foundation and then build on each com- 
pleted argument with the next ... piece 


by piece ... in a logical order ... until 
ordering becomes the most sensible 


thing he could ever do. 


You want every argument you pres- 
ent in your copy to be backed by such 
an airtight chain of logic. You want 
to begin with facts the reader already 
knows and/or that can be easily docu- 
mented by searching online, in books or 


in periodicals. 


Then. each time you make a new 
claim and introduce a new piece of 
information, you connect it logically to 
the point made before it. Do this prop- 
erly and you'll leave him with no men- 
tal room to question your promises. 


While the logical argument you 
find in many larger self-mailers can be 
pretty complex, this process doesn't 


have to be that way. Especially in other 
Types of ads. Let's look at a very simple 
argument for a book about managing 
difficult people. The promotional copy 
reads: 


aee 


"Take. as an example, the 
man who habitually refuses to 
follow your instructions. There 
is a basic, underlying reason for 
this. Mr. Givens [the author of 
the book] shows you how to find 
that reason and then explains 
the means of correcting it. The 


[[uiriarorurinuu LLL LLLL————À—————————————DnÁÓÓ —Ó——— ————— 
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whole solution can be surpris- 
ingly easy once you have real- 
ized the underlying causes ..." 


Ao 


While the process Mr. Givens uses is 
uot disclosed (they want you to buy the 
book and find out!), the argument used in 
this example is fairly simple: (a) There's 
an underlying cause for employees being 
"difficult" ... (b) Mr. Givens will show 
you how to find and correct that cause ... 
(c) Once you find and correct the cause 
of the problem, managing difficult peaple 
becomes surprisingly easy ... 


When your “A” ... "B^ ... "C" argu- 
ment makes good sense. it helps quiet that 
part of your prospect's brain that’s likely 
to object to your claims. This allows you 
lo pile on benefit after benefit with far 


greater believability. 


PROOF STRATEGY #4: 
Follow Glaims with Examples 
and Documentation! 


This technique is surprisingly 
simple. Whenever you make a benefit 
claim, you offer specific examples to 
support that claim. For example, if you 
claim that “gold stocks are positively 
skyrocketing m value” ... you provide 
compelling examples of gold stocks that 
are! Pretty simple, huh? And even more 


surprising that many writers forget to 
do this. 


Or if you claim, “blueberries could 
easily be the most nutritious food in 
the world” ... vou provide compelling 
examples of all the important nutrients 
found in blueberries ... nutrients NOT 


found in other foods. 


If you claim that you can make 


entrepreneurs more money. you'd offer 


the best examples of where YOU'VE 
actually made entrepreneurs more 


money. 


And you want to provide the verv_ 
best examples you have. Put your best 
foot forward. Always consider the im- 
pact of your examples ... think to your- 
self, “As a reader, would I be impressed 
and persuaded by seeing this example?” 
Then only provide just enough to con- 
vince your prospect. There's a delicate 
balance here because not enough ex- 
amples will fail to persuade him, but 
overkill will bore him. You risk him 
skipping ahead or even throwing away 


your copy. 


Clayton's honed his skill by con- 
unually putting himself in his prospect's 
shoes and being able to anticipate his 
prospects “fits of skepticism.” When he 
senses that a prospect reading his copy 
is about to get the “Yeah, right” feeling. 
he immediately inserts an example or 
another proof/credibility element. 


———————————— OÁÁOoÁ P ————ÀÁÁ OEC 
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PROOF STRATEGY #5: is FREE. IIl cheerfully refund 
Back it Up With a every penny vou paid and insist 
World-Class Guarantee! that you keep everything, com- 


pletely without cost or obliga- 


Believe it or not, your guarantee is tion? 


one of the most important credibility ! 2x 

PME ure 5-2, you can sec an 
devices in your copy. Chapter 18 covers On Fig Y iP x 
example of the "Contract" style 


guarantee from Larry Edelson’s 
But for now, 1 want you to go be- Real Wealth Report. 


the entire subject in amazing depth. 


vond thinking of it as a simple “risk 
The “Personal Promise.” 


reliever,” designed to push borderline 
This approach is designed to 


prospects into taking action on your 
offer. Instead, think about your guaran- 
tee as proof. Proof of how certain the 
people behind the product are about 
delivering on every promise. 


create a strong emotional bond 
between you and your prospect. 
It's a personal-looking letter 
from you to him. 


It acknowledges and vali- 


Here are a few different guarantee 
dates how your prospect feels 


themes I’ve seen work wel] (we'll have 


an entire chapter on guarantees later on about his purchase decision 


x < : 
in this course!): right now. 
It demonstrates how your 


The “Contract.” This type of ` 
mission in life is to help him as- 


guarantee is designed to create a profes- 


; "nei - ne suage those fears, soothe those 
sional "business relationship" between SORE pars S00 


: ; i se 
you and your prospect. In it, you'll re- frustrations, and to fulfill tho 
n i i : RT desires. 
peat all of the wonderful things you're 
going to do for your prospect — often And you give him your 
including the specific amount of money personal word of honor that 
you re promising to make him or save XX months from today, one of 
him — and then say something like: two things will be true: He'll 
“If fail in any way to de- either be considerably mene or 
healthier ... or none of this will 


liver on these promises at any : 
lime - even on the last day of have:cost bum auredeents 
your subscription - everything The “Gutsy Guarantee.” 


I’ve sent you in the meantime This one has been popularized 


178 www nakepeacetotalpackage.coim 


How to Prove Every Promise You Make 


: My Pledge To You: o 
Real Wealth Report MUST make 
7 yon Bee LEAST 


From The Desk Of 
Larry Edelson 
Editor, Real Wealth Report 


Dear Investor: 
Tm making your decision to join me in REAL WEALTH virtually irresistible: 
>> Not only am I sending you up to 5 FREE or Profit Guides just 
for giving REAL WEALTH a try — a $425 value, FREE .. 
»» Not only am I cutting your membership fee by HALF, saving you $90 
on a full year and $189 on two years . 
>> Not only am 1 gad in FREE access to my REAL WEALTH WEBSITE — 
a $230-per-year-value, FREE . 


>> Not only am I aaie T FREE Flash Alerts whenever fast-breaking 
market events warrant — a service that other analysts charge a fortune 
for ... 

>> I’m aiso including this iron-clad guarantee: 

I must make you at least $5,000 — S0 times your low membership cost — 
in the next 12 months alone. If not, just let me know and I'll rush you a full 
refund of every penny you paid for your membership. PLUS, even after the 
first year, you can cancel at ANY TIME WHATSOEVER for a FULL REFUND 
on the unused portion of your membership. 

And, no matter what, everything you've received in the meantime is yours 
to keep — absolutely FREE OF CHARGE. 

"There's so little to risk and so much to gain — call TOLL-FREE 
1-800-604-3649 NOW to apply for your risk-free membership in 
my REAL WEALTH SERVICE right away! 


Yours For Real Wealth, 


Larry Edelson 
Editor, Real Wealth Service 


; The Great DOLLAR DISASTER Of 200: 
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by Jay Abraham and is great in 
skeptical markets where no one 
is bold enough to offer such a 
courageous guarantee. It’s also 
been used by Robert Allen and 
Mark Victor Hansen in their 
popular One-Minute Millionaire 
course. Here’s an example: 


LEETE 


You Get Our 365 Day, 
“You’d-Better-Make-Money- 
Or-I'li-Double-Your-Money- 

Back" Guarantee 


Order our program and take 
it for a test drive. Put our proven 
methods to the test. If you aren't 
totally and completely thrilled 
with the results anytime within 
the next 365 days. you'll get 
DOUBLE your money back! 


Try our simple, easy wealth for- 
mulas and give it your best shot. Just 
give it a fair effort, okay? And then. 
if you aren't satisfied with your re- 
sults we don't want your money and 
we'll immediately give you $79.90 
(double your money) in exchange 
for the trust you showed in us. 

All we ask is that you show 
us you tried our techniques as pre- 
sented. and we'll give you double 
your money back. Fair enough? 


Yeo kk 


Of course, guarantees come in many 
more flavors than just these. It’s your 
job to find out the type of guarantee 
that'll feel most credible. the one that 
gives prospects reading your promotion 
the most amount of confidence. 


PROOF STRATEGY #6: 
Use Compelling 
Testimonials! 


Use all the testimonials you can that 
prove your product has delivered for 
others, 4nd make them sweat bullets. 
Anyone who mails a promotion of any 
kind in these skeptical times without 
testimonials is practically begging for a 
spanking. 


That said, how you use your testi- 
monials is crucial. Here’s how Clayton 


does it: 


First. edit each testimonial for clar- 
ity. This is kosher, so long as you make 
absolutely sure that you do NOT change 
its meaning in any way. 


Second, if you're featuring the 
“testie” in a sidebar, write a headline 
for each one that captures the most 
compelling portion of its message. If 
the headline is a direct quote from the 
testimonial, you put quotation marks on 
it. If not, don't. 


If you’ve got a large page filled with 
testimonials (as you see on Figure 5-3), 
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AL RESULTS. INDIVIDUAL RESULTS 
‘OOD AND DRUG ADMINISTRATION. 


THESE STATEMENTS ARE ANECDOTA} 
MAY VARY. THESE STATEMENTS HA 


Advanced Artery Solution™ 


"1 fee) more energy and have noticed a light- “I wes scheduled for open heart surgery “My husband was told his sugar was high 


ening of dark spots on my arms." when I read about oral chelation therapy. and his arteries were starting to harden. We 
—AT, Maine “| started taking oral chelation and now bs oe ant cet ae pe ned sare 
D swellin six months have passed and J haven't had walking, and start ig oral chelation. 
Nase DE in my feet and legs open-heart surgery. I am doing well and “Upon his next visit to the doctor, all was 
e water builds up and they are con- E 
stantly swollen. At the end of three weeks have no pain, ‘well. No high sugar or cholesterol, goad cho- 
RY, Florida Jesterol raised and the bad one lowered.” 


the swelling was extremely reduced!” 
—WE, Maryland 


“| was suffering with breathing problems and i 

1 could not walk even one block from my | pui diss eo hip, " 
house to the store. | was always having chest as tae pde pes 
pain, but since ] began taking Advanced ES Retlyds abere wi 
Artery Solution™, I feel better, I breathe ber- 

ter and walk more without robles Thank © 

you, afit God x s qu f 


—i.G., Louisiana 


lhave blood Sugar and 
W] blood pressure problems. I 


pain 
are almost gone and the same with the numb- 
a Se mace an Tack gute i 
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you don’t have to necessarily create a 
headline for each one. But still edit them 
down as tightly as possible. 


Third, put a face on each testimonial 
— or at the very least, on your strongest 
ones. If the testimonial giver didn’t 
provide a useable photo, you can pick 
an appropriate one from a stock photo 
service. (This is often done, although 
you may be limited to using only the 
customer's first name, city and state in 
the attribution. Check with an attorney 


or compliance officer.) 


Finally, it's a good idea to make 
sure that every spread has at least one 
of these one-testimonial side bars. Or 
online, every couple of subheads would 
feature at least one testimonial to the 
Side. That way, everywhere the prospect 
looks. he sees someone who's just like 
him — only richer. happier or healthier 
~ all because they purchased and used 
your product. 


More Ways to Get 
Extra Mileage From 
Every Testimonial 


It’s time to think outside the testi- 
monial box! Why not turn your most 
powerful testimonials into headlines, 
subheads and success stories? For ex- 
ample, Clayton has used a testimonial 
as his cover headline and had it beat an- 
other writer’s control by 13 to 1 (profit 


per name mailed). Not only that, it beat 
his alternate headline by nearly 50%. 
Worth a shot? You can say that again! 


Another thing you can do is pick 
your best testimonials, find a way to 
distill them into powerful claims/prom- 
ises and then use those promises as sub- 
heads in running text, and as headlines 


in sidebars. 


Why does this work? Because 
when a customer gives you a glowing 
testimonial. he's giving you a REAL, 
experienced benefit from the produet. 
Something that's important to him and 
something that will usually be just as 
valuable to others. So when you put this 
into a subhead, it's more likely to grab 
a reader's attention and it'll fee] more 
credible because it came from a cus- 
tomer ... not you. 


Another option is to let enthusiastic 
customers brag for you! 


What's more believable than a de- 
ighted customer telling your potential 
customers all the reasons why they'd 
be out of their minds not to give your 
product a fair try? Even if vou can't do 
his for the entire promotion, you might 
be able to create a very long sidebar 
Tom a customer raving about the suc- 
cess he's had and why prospects MUST 
give your product a try. See Figure 5-4 
or a great example of this (along the 
eft side of the page). 
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Dear Friends at Bottom Line, 
At first | was plenty skeptical about 
Bottom Line's MIND-BOOSTING SECRETS. 
But everything sounded so easy, | figured 

t had nothing to lose, 

So 1 flipped through the book and 
picked out the stuff | wanted to improve. 
Memory, concentration, clarity, stress- 
refiel, energy, sex—t felt like a Kid in a 
candy store, but it all sounded so 
unbelievable, 

T kept thinking, can this guy be 
for real? SUN. | went ahead and followed 
the doctor's instructions, The nutrients 
he specified were all at my health food 
store, and as I set them out for the next 
morning, | kept shaking my head, No way! 

| woke up extra early for an appoint- 
mert, feeling wiped out and groggy. Took 
the nutrients and thought no more abcut 
it until 2 hours later, when | abruptly 
realized. Waw, | feel amazingly good. 

My fatigue dropped away so suddenly, 

1 felt like l'd shucked off a 50-pound 
backpack. Then, as 1 plunged into the 
work on my desk, | realized | was flying 
through it. 1 was positive, confident, raring 
to go, Deadfines I'd been dreading didn't 
faze me anymore.., 


Mental tasks that might have taken hall 
a day were completed In uader an hour. 
Well, 1 thought, that's afl very nice, but l'm 
sure IH crash and burn later. f didn't My 
energy level never let uo. When copying 
down a long string of numbers, | never 
had to look back. ! could remember every 
digit, Then 1 noticed | wasn't hunching 
forwerd to look at the computer screen... 


The text looked sharpar, almost 
like I'd gotten new glasses. The next 
surprise came during my workout the 
same day. Suddenly | could handle 10 
pounds more at almost every station! 
My trainer has known me for years. ar 
he'd never seen anything fike it... 


He demanded F write down everything 
Td done so he could try It himself. Then 
he stood there just shaking ^is head. 

"| thought maybe you were taking steroids, 
put you're not.” 

[won't go into the details of what 
nappened later that evening, but lel’s just 
say my wile is very happy. 

I've been on my program nearly 3 
weeks now, and all | can say is, | am 
blown awav. IT WORKS, folks. Where has 
this doctor been all my life? Please send 
me 3 more copies of Bottom Lina's 
MIND-BOOSTING SECRETS fot my friends 
and my 82-year-old mother. This could be 
the best present they ever got. 


Sincerely, 
Payne J.. age 52, but 
feeling more like 25 today 
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etan in our own offices to this revolution. 
ary neu book. 


Nattralls; some doubted that the 

nind could be boosted so dramati 
fant. But when people actually tried 
progr VOW! 

Earh feedback has been so oserwhelmingh 
positive that we've decided to go bevond onr 
usual 3(-day FREE-Previeu offer ust to get 
past ynur own initial skepticism... 


l'm going to entice you 
with an additional 5 FREE 
MIND-BOOSTING GIFTS... 


And they're yours t0 keep forever. no 
matter what, wilh no strings attached, just for 
Taking the Lime to return your FREE GIFT 
CERTIFICATE and claim your FREE Preview, 


So what have you gor to lose? Nothing— 
except fatigue, forgetfulness, blue moods and 
fear of the future! And think of how much fun 
you'll have when your brain-boost kicks in. 


Send no money. Just mail the card facing this 
page and soon you'll be holding vour own 
FREE-Preview copy of Bottem Line’s 
MIND-BOOSTING SECRETS. 

Then simply... 

t Choose what you'd like to improve. 
Whether is memory, alertness, energy, mood, 
Jibida, sexual performance, vision, hearing. 
Alzheimer prevention or more.. voull be 
stunned at whit vou can do. 

t Remember your loved ones. I urere 
uffering from depression, Parkinsons, 
Alzheimer’s, dementia, bipolar disorder 
otber frustrating conditions,..now they’ 
amazing new options. 

* Then Just turn to the personalized 
nutrient program that Dr. Rav Sahelian has 


But will it work for ME?" | 
Why sit there wondering? — 


& 


TRY IT 


NUN 


prepared for people al seri nge, 
special goals and conditions., 


vuh voter | 


P» Lse his simple-loallow instructions 
and dosages. and as you've seen.. 


Many feel the first effects 
in JUST A FEW HOURS... 


And Bottom Line guarantees veui ti lee) 
smarter, more energized, more positive and 
bursting with more brainpower—in the first 
month alone—or jusi retum the book after 
30 days and... 


Keep your 5 FREE GIFTS forever, 
no maher what! Sound like a sman deal? OJ 
course! But this ig nothing compared to how 


grei vou could be feeling after you open vour 
FREE GIFTS... 


Bottom Line's 
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Take the sales copy OUT of the 
voice of the person who'll benefit from 
tbe sale and put it into the voice ofa 
customer who's got ro stake in vour 
prospect's decision. All of the sudden, 
you've got credibility up the ying-yang! 


PROOF STRATEGY #7: 
Feature Your 
Mechanism of Action! 


This is a fancy way of describing 
the unique method. technology, system, 
or approach that allows your product/ 
service to deliver the benefits in ways 
others can’t. It’s not necessarily’ the 
same as your USP. 


Here’s a quick example: The 
weight-loss market is ridiculously 
saturated. Prospects have skepticism 
coming out their ears. So unless you 
have a very unique and very new way 
to deliver the benefit of weight-loss, 
you probably won't even get a second 
glance from a prospect, 


One supplement company realized 
this and developed a product called 
Cortislim. They based it around a bunch 
of credible medical research that a 
stress hormone (called cortisol) is actu- 
ally what makes people fat, And they 
discovered certain nutritional extracts 
— which they researched and patented 
— that actually block cortisol produc- 


[vU reor LLLA —D DG ( (€ a M] 


tion and therefore block weight gain ... 
regardless of what you eat! 


Do you see how that works as 
proof? When you have a specific, 
unique mechanism that explains WHY 
your product is able to deliver a benefit, 
it makes your promise appear much 
more believable. (A stress hormone 
makes you fat but this new, patented 
nutrient BLOCKS the stress hormone. 
Thats WHY you'll lose weight.) This 
is especially true if your mechanism is 
systematic, backed by science or exten- 


sive research. 


To use this Proof Strategy effec- 
tively, you really need to study your 
market. The more companies in your 
market making claims similar to the 
ones you want to make, the more of a 
need there is for a specific mechanism 
that differentiates you. 


PROOF STRATEGY #8: 
Paint a Vivid, 
Compelling Picture! 


Certain products will lend them- 
selves to the painting of very vivid, 
detailed pictures. And this can be a fan- 
tastic form of proof. 


Why? Because your prospect — 
whether consciously or subconsciously 
— will feel that it’s almost impossible to 
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paint such a vivid picture of something 
without basing it on the truth. 


Think about it like this: Say you 

had two different tour guides you were 
considering to have take you through 

a very dangerous part of the Amazon 
jungle. On paper, their experience and 
credentials were relatively equal. But 
when you talked to each one about their 
past experiences in the jungle - there 
was a distinct difference. 


Tour guide “A” provided a fairly 
general description of his journey. He 


restated the facts, told you what hap- 
pened and often left many elements of 


his description rather vague. 


On the other hand, tour guide "B^ 
offered a much more vivid description 
— he told you about the wide assortment 
of colors of the leaves and flowers ... 
about the steamy hot temperature that 
caused sweat to quickly drip from all 
parts of his body ... about the strange 
sounds coming from birds, insects, 
snakes and other wild animals ... and 
much more. 


Now which description would you 
find more believable? Would vou feel 
more confident with tour guide “A” or 
tout guide "B"? It's pretty obvious — the 
description given by tour guide “B” 
felt much more real and alive. You get 
a stronger sense that he's actually been 


there and gone through the experience. 


And therefore he's more trustworthy a 


person to lead you. 


It's the same with your copy. If 
you've traveled to the promised land 
of your product's benefits — the ones 
you're telling prospects your product 
will deliver, than you better be able to 
speak like tour guide “B.” like some- 
one who knows the experience in rich 
detail. And if vou haven't experienced 
the benefits of the product you're pro- 
moting, then you must become VERY 
intimate with customers and others who 
have. 


Being able to communicate in very 
detailed. vivid pictures tells prospects 
that you're not simply making this up. 
And it makes your promises infinitely 
more believable! 


One of the Best 
Vivid Picture Examples 
You'll Ever See 


This is from a piece of copy selling 
rose bushes, with the following descrip- 
tion: 


ok Rok 


“Colorful. fragrant roses 
almost as large as the most 
expensive Hybrid Teas, yet 
blooming by the hundreds at 
one single time ... on one single 


bush! Cherry-pink 3-inch roses 


www. makepeacetotaipackage.coin 183 


The Ultimate Desktop Copy Coach 


overlaid with tinges of red that 
deepen in fire and brilliance as 
the blossoms unfold — to reveal 
a dazzling gold splash on the 
petals! Roses that burst into 
living walls of blossoms that 
flames again and again into ex- 
quisite masses of bloom in June. 
July, August, September, Octo- 
ber. November ... and often stay 
in bloom weeks after the first 
snows have fallen!” 


PEDET] 


Wow! Do you see how that descrip- 
tion really brings the rose bushes to 
life in the prospect's mind? Amazingly. 
he’s making strong claims about the 
quality and beauty of the roses and then 
proving those claims with the realistic 
feeling created by the vivid, detailed 
description. 


So how do you get to the point 
where you can paint a vivid, realistic 
and ultimately seductive picture? Again. 
the best way is to get in touch with cus- 
tomers that have had success with the 
product ~ your client may have the con- 
tact info for people who've given testi- 
monials. Call them! Get al! the nuances 
of their experience: how they felt (ner- 
vous, excited. energized. etc.) ... what 
was running through their mind ... what 
bodily sensations they were experienc- 
ing ... if other people noticed a change 


in them ... how they perceived others 
... how they perceived themselves ... 
or how much money they made ... what 
they did with the money ... the list is 
endless! 


As with anything — the more details 
vou mine from these happy customers, 
the more golden nuggets of priceless 
selling tidbits you'll have. Especially 
when it comes time to paint a vivid, 


compelling picture. 


PROOF STRATEGY #9; 
Demonstrate Your Product 
in Action! 


This is a very powerful tool that's 
used heavily in infomercials and, in my 
opinion, underutilized in sales copy. Es- 
sentially. it’s you walking your prospect 
through a verbal demonstration of what 
your product does. 


In the process, he literally “sees” it 
in action and gains greater conviction 
that what you're promising is actually 
real, 


The key to making this form of 
proof work is to actively engage your 
prospect, get his senses ... his mind ... 
his heart all involved all at the same 
time. You're giving him a persuasive, 


total brain experience. 


Plus, as he engages himself in this 
process of mentally putting the product 
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to work — he's seeing himself using it 
and more powerfully connecting him- 
self to the benefits. 


The ideal products to use this for are 
often instructional videos ... merchan- 
dise (gadgets. appliances. etc.) ... self- 
help CDs or courses ... anything where 
the "doing? of the product is a bit more 
complex than reading a newsletter or 
popping pills. You can also use it with 
books if the book instructs or guides the 
prospect through clear steps of action. 


Here's an example from an ad 

promising to improve your memory: 
LELIII 
"What you are going to 

do in that very first hour you 

receive the book, is this. Tum 
o page 144. Read three short 
pages — no more! And then, put 
down the book. Review in your 
own mind the one simple secret 
I've shown you — how to feed 
facts into your mind so that they 
stay there — permanently — as 
ong as you wish! 


Then put this simple trick to 
work for you — that very same 
hour! 


Call in your family and 


friends. Ask them to make a list 
of any TWELVE facts, names or 


objects they wish, as fast as they 


wish. Have them write down the 
list so they won't forget it! But 
as they give you each fact. YOU 
are going to perform a simple 
mental trick on that fact — that 
will burn it into your mind. IN 
PERFECT ORDER, as long as 
you wish! 


And then - INSTANTLY 
AND AUTOMATICALLY 
— you are going to repeat that 
list, backwards and forwards, in 
perfect order, exactly as if you 
were reading that list in your 
friend’s hand!” 

FR ORE 


Don't you see how this process makes 
the promise of a better memory more be- 
lievable? Being mentally walked through 
ihe exciting process brings it to life and it 


seems more real. 


Another reason why this works as a 
form of proof is that it shows confidence 
— you're inviting vour prospect to test out 
your claims in action. And you're giving 
him the words that guide him in doing 
this successfully. Done right 
pect gets the impression you're standing 


your pros- 


up and backing the promises you've made 
throughout the copy. 


PROOF STRATEGY #10: 
Be SOMEBODY! 


We tend to be skeptical, even suspi- 
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cious of information given us by large. 
faceless corporations. But we welcome 
— indeed. we seek out — advice from 
qualified guides and advocates who 
have our best interests at heart. And 
we're overjoyed to get advice from 
someone who has solved a problem that 


we're struggling with. 


Thars why putting a friendly and/or 
highly qualified human face on copy 
— and speaking in that person's voice 
— will boost the impact of your sales 
messages by an order of magnitude. 


In terms of qualifications. you want 
to position the person behind your 
product as an expert on the subject at 
hand, including his education, books 
he’s authored, major media outlets that 
have featured him, his career experi- 
ence, etc. Being an author — especially a 
best selling one — makes almost anyone 
instantly credible. If he’s less qualified 
than others — get creative and work on 
creating a compelling story of why he's 
50 passionate and committed to making 
a difference for your prospect. 


This happens quite a bit in the health 
industry — and often authors with a rich. 
compelling and emotionally moving story 
about their experience in battling cancer or 
losing weight will outsell a boring Harvard 
Doctor any old day of the week. So think 
outside the box a little — why is the face 


behind your product the BEST possible 
person to be leading prospects? 


If you look at Figure 5-5. you'l] 
also see a less conventional example 
for Sharon Parker, an editor for Undis- 
covered Stocks, While Sharon is not a 
world-famous author, she does have a 
very unique and intriguing commitment 
to picking winning tech stocks. The 
brief bio you see helps create a much 
stronger impression in the mind of any 
reader wondering who she is and what 
she brings to the table. 


PROOF STRATEGY #11: 
Show Some Personality! 


This is such a little-known and un- 
der-exploited factor in building credibil- 
ity but it works like gangbusters. Most 
of the editors portrayed in newsletters 
(or owners who stand by their products) 
show almost no personality. 


Not only does this bore the living 
daylights of your prospect, it makes 
the voice behind the copy sound less 
personal and not very engaging. This 
makes it far less believable. The copy 
feels like just a bunch of words on a 
page — rather than a dynamic conversa- 
tion with a thinking, feeling, flesh-and- 
blood human being. 


This makes all the difference in the 
world! That's a big reason why people 


188 www.makepeacetotalpackage.cont 


How to Prove Every Promise You Make 


Meet Sharon A. Parker — America 


"s most unorthodox high-tech stockpicker — and discover... 


What Tech Stock Insiders 
Don’t Want You To Know... YET: 


By Leslie Underwood 
Staff Writer 


ow is it that this 

diminutive money 
manager, portfolio analyst 
and high-tech stockpicker 
keeps finding tomorrow's 
greatest tech stocks before 
Wall Street's biggest 
institutions do? 

Sharon A. Parker's 15 years 
of experience picking the hottest 
Stocks on Wal] Street — both as a 
portfolio analyst and money 
manager for major clients — have 
made her wise to the ways of 
Wall Street and well worth 
listening to. 

She has a giga-watt 
intellect... laser-sharp focus... 
tremendous attention to minute 
detail... and a penchant for doing 
the gritty investigative work other 
analysis are too busy — or too 


lazy — for. Together, these 
qualities have made her one of 
today's most successful high-tech 
stockpickers. 


When Ms. Parker puts a 
company under her microscope, 
CEOs panic and Wall Street's 
most powerful stock hypesters 
squirm. And when a company 
proves good enough to be named 
one of her “UNDISCOVERED 
HIGH-TECH DIAMONDS,” 
even the most jaded executives 
celebrate. 


So do members of her 
Undiscovered Tech Stocks 
monthly investment service. 
And for good reason: Ms. 
Parker's average stock recom- 
mended in the past 16 months 
has jumped 108.8% to date ... 
and beat the high-flying S&P 
500 by more than SEVEN to 
ONE. 


Get Ms. Parker's 


Favorite High-Tech Stocks 
For The Year 2000-2001 FREE 


While other investment 
analysts are often content to 
recite Wall Street spin or regur- 
gitate weeks-old press releases, 
Sharon Parker stands out as the 
one stockpicker with the guts... 
plus the boundless energy —- and 
the sheer audacity — to separate 
tomorrow's hottest tech stocks 
from the soon-to-be-forgotten 


She is a stickler for exhaus- 
tive fundamental analysis. She 
uses a unique computer network 
with the power of a super com- 
puter and a myriad proprietary 
“filters” to screen each company. 
She digs for the unvarnished 
truth behind each stock she 
examines. 


Her unique “hands-on” 
approach demands a personal 
visit to each candidate... to see 
the operation first-hand... inter- 
view the principals... and talk to 
anyone who knows the 
company's inner workings — as 
well as its best-kept secrets — 
before recommending the stock 
to her clients. 


Edgy... focused... aggres- 
Sive... and at times, outrageous 
— Ms. Parker consistently 
discovers the undiscovered high- 
tech stocks with the most explo- 
sive growth potential — compa- 
nies developing breakthrough 
products — and the great man- 
agement to ensure stability and 
big profits at the same time. 


Now, for a limited time, Ms. 
Parker's favorite stocks for 2000- 
2001 are profiled in-depth in 6 
detailed intelligence reports 
contained in her UNDISCOV- 
ERED HIGH-TECH DIA- 
MONDS PORTFOLIO. 


Best of all, it’s yours FREE 


flashes in the pan. (see page 23 of this report for 
details). 
4 
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have such skepticism toward advertising 
— the vast majority of it isn't personal. It 
doesn't feel like sincere, person-to-per- 


son communication. 


And consequently most advertis- 
ing messages go unbelieved, ignored or 
tossed into the nearest dumpster. 


That said, there are several ways 

to get more personality into your copy. 
First, give your editor a passionate bi- 
ography: Right up front, include a half- 
page or page sidebar on why he or she 
is a unique person and why he or she is 
so committed to making a difference in 
this field. 


Better yet. make it a story that moves 
your prospect. gets him feeling that your 
Spokesperson really cares. Sometimes 
it's even effective to get him laughing a 
little. A really great example comes from 
Agora's blockbuster promotion for Dr. 
Douglass called Rea/ Health. Here's a 
brief excerpt from Dr. Douglass's biog- 
raphy: 


Ill 


"Among his associates. 
“Bill” Douglas is famed for both 
his feisty spirit and his sense of 
humor. Challenged once to ex- 
plain himself before a U.S. Sen- 
ate Subcommittee, he flew in on 
a plane that nearly crash-landed. 
Unperturbed, he sped straight 


to the capital and proceeded to 
disarm his adversaries with such 
aplomb that Senators and press 
alike were soon laughing and 
applauding.” 


EEG ak 


That tightly written little paragraph 
says volumes about Dr. Douglass’s cou- 
rageous, rebellious and humorous per- 
sonality — all qualities that are woven 
throughout the promotion and essential 


to its success. 


Other options? In the investment 
market, you could show how your 
spokesperson was born into wealth and 
was given the secret to staying rich. 
Now he wants to generously share them, 
making life hell for the greedy and often 
crooked authorities on Wall Street. Or if 
he was born poor, describe his ravenous 
hunger for success, his struggle in the 
face of tremendous adversity - and how 
he made it his mission in life to discover 
the key to the financial markets. 


If you're selling a supplement, 
you could tell the story of how your 
spokesperson struggled and searched 
endlessly for the solution to a miser- 
able health condition — to the point of 
almost checking off the planet — but 
then discovered the miracle that he now 
wants to make available to others just 
like him! 
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And more than just a story — capture 
the way the editor or spokesperson talks. 
his sense of humor, the way he expresses 
his opinions — whatever positive personal- 
ity traits you can bring onto the page that 
will make him or her come alive and feel 


three-dimensional. 


Hollywood knows this secret all too 
well — it’s why viewers will often like 
and identify with even the most evil 
characters. The simple fact is: The more 
genuine personality someone shows 

good or bad) the more likely people are 
to like and believe them. 


PROOF STRATEGY #12: 
Brag About Your Track Record! 


Make your track record work its butt 
off for you. There are so many ways to 
do this and what’s considered a “track 
record” wil] differ in one industry to the 
next. In the investment field, it may be 
your editors best trades over the last 1. 
2. 5 or more years. Or his accuracy in 
predicting major swings and crashes in 
the market. 

Figure 5-6 gives you a great example 
of the power of track records. And no- 
tice how the writer uses powerful verbs 
like ... soared ... jumped ... leaped ... 
skyrocketed ... because they reduce the 
"dryness" a reader would normally expe- 
rience reading through this type of copy. 


In the health industry, you could show 
how your Doctor was the first to recom- 
mend a variety of supplements that are 
now successfully sold across the world. 
Or he's someone who has a 90967 success 


rate in curing patients naturally. 


If you're a business consultant. how 
many companies have vou increased 
profits for? What has your average in- 
crease been? What's the percentage of 
success you have with new companies? 
All the answers can be used to build a 
killer track record! 

Then when you present it, do it in 
detail! In today's tougher markets. the 
old technique of merely making a state- 
ment or presenting a table showing your 
spokesperson's track record is the lazv 


man's way to poverty. 


Make it read as if you're taking the 
prospect along a great adventure. Help 
him “see” the doctor as he spotted the 
hidden cause of the health problem ... 
as he recommended the nutrient therapy 
to his patient ... as Medical Establish- 
ment scoffed at him ... as he supported 
and encouraged his patient or client 


throughout the entire process. 


Help your reader vicariously experi- 
ence the patient's amazement as the 
benefits of the therapy began to kick 
in, how his cholesterol dropped like a 
rock, how he was able to enthusiasti- 


cally engage in activities that he'd been 
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i ekia up to 95% of their money on losers 
dike Metasolv, Marimba, Concero, and Price- 


line.com= 


ve were piling up profits of more 


than 86. LI in as little as 27 days! 


EE Company "A," recom- 
mended November 14, 2000 
skyrocketed 86.196 in just 27 


mpany “B,” récom- 
mended June 13, 2000 soared 
86.1% in 87 days... 


Ea Company "C," "feno ^ 


mended May 17, 2000 flew 


64.1096 higher in just 36 days... 


IE Company "D," recom- 
mended January 18, "000 


jumped 62.23% in just 42 days... 


a: Company "E," recom- 
mended July 18, 2000 surged 
28.21% in just 51 days! 


My best picks? 
Not by a LONG shot! 


: Here's MORE from 


the last 21 months: 


EE Company "E" recom- 
mended April 19, 2000 zapt 


. 30.45% in 92 days... 


a: Company “G,” recom- 


mended August 15, 2000 shot 


up 42.67% in 21 days... 


a Company “H,” recom- 
mended September 12, 2000 
soared 67.1896 in 90 days... 


$E Company "I," recom- 
mended February 15, 2000 
exploded upward 75.44% in 
just 14 Days... 


8 Company “J,” recom- 
mended October 18, 2000 
gained 35.00% in 74 days... 


ss Company “K,” recom- 
mended January 15, 2001 
Jumped 32.96% in 16 days. 


a Company “L,” recom- 
mended February 13, 2001 
soared 35.7% in 106 days. 


= Company "M," recom- 
mended March 13, 2001 gained 
20.996 in 70 days. 


Impressive? You'd better believe it, Especially when you consider 
that we earned those kinds of profits even while the Nasdaq was crashing! 


>» How do you stop the 18 wars and violent 
conflicts — raging around the world at this very 
moment — from spiraling out of control? 


Make no mistake: Only one thing can pre- 
vent these militant exiremists from bullying our 
allies, putting our energy supplies at risk. and 
threatening the entire world economy. And only 
one thing can make sure these wackos never det- 
onate another weapon of mass destruction over 
the US again. 


What is it? One word: F-E-A-R. 


The US military has been guued by nearly a 
decade of Clintons ever-shrinking military 


budgets, combined with ever-expanding mili- 
tary adventures in Bosnia, Kosovo, Somalia, 
West Africa, and elsewhere. 


Under the Clinton Administration, the US 
military suffered substantial declines in its 
strength, including a 17% reduction in attack 
aircraft... a 15% decline in naval battleship 
forces... and a 24% drop in the number of oper- 
ational heavy bombers. 


And so now with the world suddenly more 
dangerous — and with the US military in sad shape 
— President Bush has no choice but to spend hun- 
dreds of billions to shore up our defenses. 


Please turn 


To order call TOLL FREE 1-800-711-4098 > Pxp3 
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kept from for years, how much more 
energetic and hopeful he felt with each 


passing day! 


Finally. show how if your spokes- 
person can do it for these people ... he 
can get the same results for your pros- 
pect! 


PROOF STRATEGY #13: 
Walk Them Through 
a Case Histery! 


There are two things that differenti- 
ate a case history from a testimonial: 
the length and the perspective the writ- 
ing comes from. In testimonials, the 
words are phrased in the first person 
- from the customer who's had success 
with the product or service. But in a 
case study it's written in the third per- 
son — often the editor “speaking” about 


the customer’s dramatic transformation. 


Then there's the length. Testimoni- 
als tend to be more brief (not always). 
whereas case histories are often much 
longer. If you have a very long testi- 
monia] with a lot of meat — you should 
consider turning it into a case history. 


And be sure to try going beyond 
simply reciting what the customer said. 
Add drama. passion and intrigue — the 
elements you'd include in a great story. 
Call the people who provided the stron- 
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gest ones and interview them. Get all 
he juicy details. 


Then. tel] his or her story as emo- 
tionally and vividly as possible. Did he 
buy something cool with all the money 
he made? Get a photo of the customer 
and his spouse standing proudly next 

o whatever was purchased. Or get dra- 
matic before-and-after photos that help 


bring his transformation to life. 


Here's a brief example from a Bor- 


rom Line magalog: 


LLLLLI 


"Joseph couldn't walk a 
step without limping when Dr. 
Mark Stengler first saw him. For 
years. his osteoarthritis had been 
steadily getting worse. Now 
his painkillers were giving him 
ulcers, the agony was unbear- 
able, and he envisioned a knee 
replacement in the near future. 


But Dr. Mark Stengler did 
not give him steroids or even an 
aspirin tablet! Instead, he told 
Joe about a natural compound so 
harmless, even pregnant women 
can take it safely. 


Just two days later, Joseph 
called the doctor in amaze- 


ment ... 
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His pain had already faded 
dramatically! Day by day, things 
just kept getting better and soon 
Joe was walking around again 
like his old self. Best of all ... 


Joseph's success has now 
been repeated by thousands of 
patients ... 


LEETE 


It goes on after this, but you get the 
point, Notice the difference between 
this and a testimonial. This format 
allows you - as the copywriter or mar- 


keter — to dramatize things a bit more. 


And the extra value of these brief 
narratives is that you can often weave 
more sales benefits into them without 
your prospect feeling as much like he’s 
being “sold.” Because the presentation 
feels much like a story, your prospect's 
attention span will be longer than if he 
were reading a testimonial. Ultimately, 
this ups the chances of him believing in 
the benefits promised. 


PROOF STRATEGY #14: 
Connect Your Product 
to Clinical Studies! 


This is so critical when writing nu- 
titional supplement copy. It can’t just 
be a doctor making claims. You need 
clinical studies that have proven the nu- 


trient in your product does exactly what 


you're saying it will do. 


And when you're connecting your 
product to a clinical study, you have a 


three-layer thing going on. 


The first one is the simple fact that 
there WAS a double-blind placebo-con- 
trolled study that proved the cfficacy of 
tliis nutrient. But don't stop there. How 
effective were the results? Did 6096 of 


the subjects experience considerable 
improvement? 70%? 80%? And how 
much improvement? Be as specific 
as possible, while presenting on/y the 
strongest findings of the study. 


The second layer is the credibility 
of the institution that conducted the 
study. Was it Harvard University? Or 
Stanford Medical School? 


And the third layer is, where was 
the study result published? Was it in 
JAMA or the New England Journal of 
Medicine? 


When you can tell somebody that à 
double-blind, placebo-controlled study 
conducted at Harvard — and reported in 
the New England Journal of Medicine 
— said that the substance in your product 
cut risk of heart attacks by 50%, you've 
done a lot more than simply create 
credibility. You've just created a tacit 
endorsement of your company and your 
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product by Harvard and the New Eng- 
land Journal of Medicine! 


For an added boost, show a photo- 
graph of the actual journal in which the 
report was published. Or show a picture 
of the National Institute of Healih or 
Harvard University, or some other pres- 
tigious university or medical center. 


PROOF STRATEGY #15: 
Harness the Power of Publication! 


WI 
ments that support your point from 


henever possible. include state- 


major periodicals - like The New York 
Times, Wall Street Journal, etc. For 
example, if you're forecasting a certain 
trend that will demolish stock bond val- 
ues and skyrocket gold stock — feature 
facts and articles from these publica- 


tions that support your forecast. 


And use aggressively any reference 
that bolsters the credibility of your 
editor. Have the Wall Street Journal, 
Barron's. Forbes, Fortune or other ma- 
jor investment publications run articles 
by your editor? Or has he had articles 
featured in Alternatives. The Townsend 
Letter or other major health publica- 
tions? Do they call him for his take on 
current investment or health develop- 
ments? Have they mentioned his name? 


Yes? Shout it from the rooftops in 


vour sales copy. 


No? Why haven't they? Urge vour 
client to mount a public relations cam- 
paign for each editor in their stable 
—and to hire a monitoring service to 
capture all the articles that result. 


PROOF STRATEGY #16: 
Demonstrate Your Benefits with 
Process/Graphic Sidebars! 


Process sidebars are used primar- 
ily in the health market to show how 
something works in the body. Some 
examples: if you have a supplement that 
cleans plaque from your arteries or one 
that dissolves fat cells ... you present a 
cJear diagram that shows how it works. 
For an example of this, see Figure 5-7. 


They're strong credibility devices 
because the prospect is much more 
likely to believe what you're talking 
about is based on some real, biological 
phenomenon. It's not just something 
you're making up. 


In the investment field, you'll use 
eraphs that demonstrate federal deficits, 
an editor's proprietary system. the ef- 
fects of rising inflation on the bond 
market — whatever you're claiming will 


happen. 


Psychologically, there's a HUGE 
difference between reading these facts 
in the running text and seeing them 
visually in a sidebar. They stimulate the 
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THESE STATEMENTS HAVE NOT BEEN EVALUATED BY THE Foop anD DRUG ADMINISTRATION. 
THIS PRODUCT IS NOT INTENDED TO DIAGNOSE, TREAT, CURE OR PREVENT ANY DISEASE. 


Once-Upon-A-Time, 

Blood Flowed Freely 
Throughout Your Body. 
At birth, your arteries, veins, 
capillaries and arterioles were 
clean, unobstructed and able to 
feed your heart, brain and every 
other cell and organ in your body. 


| calcium deposited where it doesn't 


2 Over The Years, 
Ploque Begins To 
Clog Your Arteries. 

By the time you reached the age 
of ten, rogue calcium molecules — 


belong — began gluing fatty 
cholesterol deposits to the inner 
walls of your circulatory system, 
forming plaque. 


3 Clogged Arteries 


Can Trigger 
A Health Disaster. 
Year after year, plaque deposits 
grow larger, gradually starving your 
heart, brain cells and every other 
cell in your body. If ignored, these 
blockages can ultimately block vital 
blood flow tn your beart and brain. 


EDTA Scrubs 

Your Arteries Clean. 
EDTA removes the calcium "glue" 
from the blockage... plaque is 
dissolved, leaving especially tiny 
arterial walls clean. The EDTA 
— along with the now-harmless 
calcium and cholesterol are then 
excreted by the kidneys. 


96 


700,000 who have a brain-devastating 
medical crisis each year. 


You might get lucky and survive. 


Your plaque might just trigger a 
mild interruption of blood flow, leaving 
you in a wheel chair or with dimin- 
ished mental powers — but still alive. 


Or. if you're really fortunate, the 
plaque in your arteries may just Jeave 
you with high blood pressure — and a 
lifetime sentence of drugs that can 
cause skin rashes, insomnia, depres- 
sion, kidney damage, fatigue, swelling 
and even rob you of your sexuality. 


This simple amino acid 
renders plaque as harmless as 
u teaspoon of table sugar 


Over 1,800 scientific studies over 
50 years prove thar this simple nutrient 
is both safe and up to 82% effective at 
clearing plaque and other toxins from 
your arteries, 


Almost immediately, this nutrient 
enters your bloodstream... it bonds 
with rogue calcium deposits that have 
glued fatty cholesterol to your artery 
walls... dissolves plaque and flushes 
it out of your body with your urine. 

And that’s just the beginning of 
the health miracles to come. 

Because you see this remarkable 
amino acid does much more than 
simply remove plaque from your 
cardiac arteries. 

EDTA also scrubs every one of 
the 60,000 miles of arteries, veins, 
capillaries, and microscopic arterioles 
in your body — allowing nutient- 
rich, life-giving blood to energize 
places it hasn't reached in years — 
or even in decades. 


M Protecting you against a 
devastating blockage of blood flow 
to your heart or brain... 


E Restoring healthy cholesterol. 
blood pressure and homocysteine 
levels... 

8i Nourishing and soothing 
creaky, inflamed, painful joints, 
leaving them pain-free... 
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Visual part of the brain and this is like a 
visual “reason why” your product does 
what you say it's going to do. Plus. your 
prospect assumes that it’s more than 
just a claim — that real research and sci- 
ence was behind the creation of such a 
tool. 


PROOF STRATEGY #17: 
Feature Your Media Apnearances! 


Tf you're in the investment market: 
Ts your editor in demand at exclusive 
industry conferences? Has he appeated 
on CNBC. CNN, MSNBC, or the Fox 
News Business Block? If so. put these 


facts up in lights! 


In the health market: Has your doc- 
tor been featured on CNN, NBC Today 
or CBS This Morning? Make sure to 
place it front and center! 


Look at an example from Figure 
5-8. You see how Clayton has detailed 
Dr. Weiss's extensive list of media ap- 
pearances — this puts him miles ahead 
of most other financial advisors in terms 


of credibility. 


Clearly. prospects will assume vour 
product must be more established and 
reputable if featured on TV. Not just 
anybody can get on these shows or 
stations, so it instantly builds trust and 


believability. 


PROOF STRATEGY #18: 
Seek Gut 
Celebrity Endorsements! 


This one works especially well in 
industries where such endorsements are 


less common. 


Recently, I saw an ad for a very 
high-end piece of exercise equipment 
called the ROM that gives you 30-40 
minutes worth of exercise in only 4 
minutes a day. The cost: $14,615! But 
T mention it because it’s endorsed by 
Anthony Robbins as “the best time 
management too] ever.” 


This is a very small company — T 
doubt theyre paving an arm and a leg 
for this endorsement. I'd bet it’s more 
that he loves the product so much that 
he decided to give it his endorsement. 
And they’ve probably worked out 
some form of creative compensation. 


So why not swing for the fences’? 
If you know of a celebrity you think 
would love your product — try sending 
him or her samples and a personal let- 


ter. It’s a long shot but worth a try! 


And if they really like it — but you 
don't have the capital to sign them — con- 


sider offering them a percentage of sales. 
Again — why not? This could be the 

missing element that separates you from 

competitors and takes you to the top! 
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8 Saks Inc. has just six cents of 
cash for every dollar of shori-term debt. 


B Ford, which ic drowning under 

$165 billion in total debi, has only 27 
] : cents of cash on hand to cover every 

America's Teadi g news organizations — and even the dollar of its debt coming due within the 
_ US Congress — turn to Dr. Mar for 100% next 12 months. 
: cats confi j à : ] «| B Verizon, the largest local phone 
p company and the number two telecom- 
munications carrier, has $61.6 billion in 
debt, annual interest expenses of more 
than $3.1 billion. and it doesn't even 
generate any income! 

B Maytag, Allied Waste and 
Nextel are just a few of the other 
American corporations that are up to 
their eyeballs in debt with little practi- 
cal hope of repaying. 

Bethlehem Steel has already gone 
broke. I believe Nextel and Xerox are 
on the brink. And Kellogg Company, 
the consumer staple giant, owes a 
whopping $5 for every dollar of share- 
holder equity and maintains a cash 
reserve of only seven cents for every 
dollar of debt coming due within a 
year! 

That's like having just $1.000 in net 
worth, but having to cut a check for 
$14.800 in the next twelve months. 


No wonder corporate credit ratings 
are plummeting! No wonder there have 
heen 5 corporate credit downgrades for 
every 1 upgrade for 10 quaners in a 
sow! And no wonder lower rated compa- 
nics now have to pay a whopping teri 
percentage points more than the Treasury 
when they borrow! Investors are worried 
they’ li kee] over at almost any moment! 


In your FREE copy of GET RICH 
WHEN STOCKS CRASH. | give you 
all the reasons why this debt bubble 
must burst soon ... why it will trigger 
one of the greatest financial collapses in 
U.S. history ... and why it will smash 
US. stocks flat. 

More importantly. E give you spe- 
cific, step-by-step strategies for insulat- 
ing your wealth, PLUS the investments 
that will multiply your money when 
this bubble bursts! 
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How You've Got No Excuse - 
Always Prove Your Case 
Beyond a Shadow of a Doubt 


By now. I hope you see that proy- 
ing your case involves much more than 
meets the eye. You've got to really give 
it some intense thought, from the very 
moment you begin your research, 


One of your biggest challenges will 
be to match up specific proof elements 
to the benefits you're focusing on. So 
be sure to complete the exercises at the 
end of this chapter. as they’]] help you 
to figure out which proof elements best 


back up the benefits you’re promising. 


And like 1 said in the beginning, 
remember that Proof Strategies #1-6 
(Reasons Why, Specificity, Logical 
Foundation. Documentation, a Guar- 
antee and Testimonials) simply MUST 
be part of any attempt at maximum 
response. To leave them out would be 
disastrous. 


So practice, practice, practice them 
until they become second nature. Hone 
your chops at these techniques until you 
can rattle them off in your deepest REM 
sleep. 


Then, when tackling your assign- 
ment, systematically look at your pros- 
pects, product, market and any other 
pertinent details — including your length 
limitations and format — and decide 


which additional strategies (£s 7-18) 


suit your promotion best. 


And if your client doesn't supply 
you with the information they need. ei- 
ther ask them to dig deeper or find ways 
to incorporate the added proof elements 
yourself. 


Keep adding and refining each proof 
section until it becomes not only be- 
lievable, but seamlessly and excitingly 
woven into each section of your copy. 
And bear in mind that in each stage of 
your ad, it may be a proof element that 
KEEPS your prospect reading. 


And if that’s not enough of a reason 
to make ‘em count. I don’t know what 


is! 
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With quality proof, your copy will tame the - - n. Notes - 
"inner skeptic” in your prospect — and get him | 
to read. believe and then to acr on what you 


promise. 


Remember what Claude Hopkins once 
wrote about being specific. "Platitudes and 
roll off the human 
like water from a duck. They leave 


no whatsoever. They 
suggest of expression, 
atendency to „a 

of truth. They lead 
readers to all statements 


that you make.” 


(If you have trouble remembering this quote, 
refer back to the chapter you just read.) 


Remember: Proof is all about backing up the 
promises you make in your promotion. That's 
why you must be crystal clear on your benefits | 
before vou can fully maximize the proof 


process. 


So now, go back over the work you did 
last chapter. Carefully examine all the benefits 
vou'll be using in your copy. and then think 
about the best ways to prove them. Which of the 
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following strategies best prove the claim you re 


making? 


]. Can you offer strong "Reasons Why? Are 
there reasons why your product is differ- 
ent? Are there reasons why you'll better 
deliver the benefits promised? Are there 
reasons why he should act now? 


2. Can you be more specific? Scan your 
benefits and make sure every claim, refer- 
ence and statement you make is as specific 
as possible. 

3. Do you see a Logical Foundation begin- 


ning to emerge? (Much more on this in 
Chapter 8) Although you shouldn't expect 
to have a fully polished argument in place 
vet — start thinking about the step-by-step 
argument you'll be making for your 
product. 


4, Have you followed your claims with 
examples and documentation? Remember 
each questionable claim or promise vou 
make should be substantiated by a fact, fig- 
ure, example. or other credibility element. 


in 


Have you begun to think about your 
Guarantee? (Much more about this in 
Chapter 18.) For now, start discussing the 
guarantee with your client — if you're writ- 
ing for your own product. begin thinking 
about the kind of guarantee you'll be offer- 
ing. This way, when you get to Chapter 18, 
creating a world-class guarantee will be a 
piece of cake. 


6. Have you gathered your most compelling 
testimonials? Talk with your client and 


Ds] 
cz 
hw] 
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have him give you a complete document _-.- -- Netes 
with every testimonial that’s ever been 
submitted for the product. If vou don't have | 
any — then you might need to poll custom- 
ers and get them to tell you about their 

experience with the product. | 


What’s vour mechanism of action? Do you 
have a unique way, method. or system in 
which your product is able to deliver the 
benefits promised? 


Are you able to paint a Vivid. Compelling 
Picture? This is the highly detailed, vivid 
pictures that gives your prospect conviction 


that you've actually “been there.” 


s there a way to demonstrate the Product | 
in action? Can you use video or pictures 
to show how the product looks and works 
when it delivers the desired result? 


Have you made sure the spokesperson 
standing behind the product is SOME- 
BODY IMPORTANT? In other words, 
you must uncover why the person standing 
behind the product is highly qualified to be 
selling this product. 


Can you show some personality? Look 

Or ways to prove that there's a real, living 
erson talking to the prospect about the 
product — not just a bunch of words on the 
page. 


s there a way to assemble/present a power- 
ful track record? While it sometimes takes 
a lot of work — when you can show that 


your company, the product or the editor has 
a consistent record of success — it's incred- 
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ibly powerful. See if you can put together 
atrack record that supports one or more of 


your central claims. 


13. Can you walk your prospect through some 
case histories? These extended testimonials 
tell a story of a satisfied customer who 
changed his life with your product. If 


necessary, turn your best testimonials into 


case histories so that you can use them later 
in your copy. 

14, If vou're selling a health or nutritional 
product, have you connected it to Clinical 
Studies? You want all the studies you 
can find — studies conducted by notable 
institutions that prove the nutrients in your 
product deliver a specific benefit(s). 


15. Is there any way for you to harness the 
power of publication? Whenever major 
publications have mentioned your editor, 
your product, the nutrients in your product, 
etc ... be sure to include this in your run- 
ning draft! 


16. Can you demonstrate your benefit with 
Process/Graphic Sidebars? These visual, 
scientific looking images visually show how 
your product works in a very compelling 
way. 

17. Are there any media appearances you 
can feature? If your editor, owner (or 
product) has been mentioned, interviewed 
or featured on a notable television show or 
channel — be sure to take note of this and 
insert this information into your draft. 


co: Notes < 
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18, Can you seek out celebrity endorsements? 
If there's any way to entice a celebrity into 
endorsing your product. why not give it a 


uy! 


Granted. not every one of these proof 
elements is going to fit your product or service. 
That's okay — just do the best you can. Take the 
ones that fit ... apply them to whai you're sell- 
ing ... and then insert the copy you create into 
your running research/draft document. 


The beauty of this process is that now you 
not only have powerful benefits that are almost 
certain to resonate with your prospect ... you 
also have compelling proof that makes these 
benefits believable. 


And with this rock-solid foundation in place, 
you're ready to start thinking about the “big 
picture” — the core idea that’s going to focus 
your promotion and set up the sale. You'll learn 
exactly how to do this in the next chapter. 


Chapter 3 Action Steps 


: >- : Notes ;. 
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in this Chapter .. 


m How to come up with the breakthrough vision 
for your promotion. This “guiding idea” makes 
your writing process easy — and your results 
better than you ever imagined possible ... 


m Seven steps for standing out and command- 
ing your prospect's attention — no matter what 
market you're in... 


m The secrets to enlarging your product in your 
prospect's mind. Do this right and he'll put it 
on such a pedestal, no other company will ever 
be able to compete ... 


g Andsomuch more... 


w 
2 
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here is nothing more 
powerful than an 


66 


idea whose time has 
come,” the literary 
Jegend Victor Hugo once said. 


Whether you like it or not, we live 
in a world of ideas. Ideas drive technol- 
ogy, politics, entertainment, national 
economies — the planet at large! Virtu- 
ally every day of the vear, there’s a 
person getting rich off the power of a 
new idea. 


For people like us, ideas are the 
hidden foundation of all our marketing 
and copywriting efforts. Think about it: 
Your product, your headline and every- 
thing that follows — ALL based on the 
merit of your ideas! 


You see, by this point in your writ- 
ing process, you will have already done 
lots of preliminary research ... you 
will have studied your product, your 
offer, the prospect and overall market 
< you'll know the benefits to what 
you re offering ... you will have begun 
to gather proof for those benefits ... and 
more. 


But NOW WHAT? 


To write an effective promotion, all 
of these elements need to be unified. 
You need something to tie together your 
product, your benefits, your credibility 


and more — all into ONE easily compre- 
hended message. Something that drives 


your entire promotion. 


And that thing is your Big Selling 
Idea. 


With all due credit, I got the term, 
“Big Selling Idea." from copywriting 
and marketing legend, Gary Halbert. He 
created this term based on the simple 
fact that if you can sel] your prospect on 
the central idea driving your ad, getting 
him to buy your product is a breeze. 


The idea literally makes the sale for 


you. 


To figure out what makes a Big 
Selling Idea tick, and then how to create 
and strengthen one, I had to research 
some of the more successful direct 
response promotions in recent memory. 
Observing the ideas that drove those 
promotions, and specifically the quali- 
ties of those ideas, led to the seven-step 
process you're about to discover. 


On top of that, | sought out profes- 
sional help. The wonderfully-written 
best seller, Made to Stick, gives an 
ultra-deep breakdown of what makes 
some ideas stronger and stickier (mean- 
ing they enjoy greater influence and 
longevity). Some of the key elements 
I present here will have been directly 
gleaned from their analysis. If you have 
not read it, I highly recommend you 
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jump over to Amazon.com and grab a 
copy as soon as you can. 


Either way. let's get going! 


Master This Skill 
And You'll Almost Always Make 
Smart Marketing Decisions 


Again. the Big Selling Idea is what 
drives your overall promotion. Your 
theme may be how you present and ex- 
ecute this idea, but the idea is the core. 


The benefit of understanding this, 
and drilling down to the best possible 
idea with ruthless persistence; is that 
making the right marketing and copy- 
writing decisions becomes dramatically 
easier, You decide about what to include 
(or exclude) from your copy based on 
how well it resonates with this core 
central idea. 


Often times, your USP (Unique 
Selling Proposition) can be your Big 
Selling Idea. 


For example, while writing this 
course, I was given a collection of won- 
derful Gene Schwartz space ads. Gene 
was an absolute master at merging the 
unique benefits of his product with a 
powerful Big Selling Idea. You can see 
how he takes an idea so thrilling and 
unique ~ something that people couldn't 
wait to tell others about -- and then 


The “Big Selling Idea” Secret 


ES EE 


showcases it in his headline, deck and 
lead copy. 


Here are some examples: 


PERESS 


How to Stroke Wrinkles Right 
Out of Your Face! 


Noted Physicians Agree! 


Here is the background of 
a monumental discovery that 
may do for your face — as it 
has for hundreds of other men 
and women — what the most 
expensive cosmetics in the world 
have utterly been unable t9 ac- 


complish. 


All you need are your own 
two hands — a mirror — and the 
book we send you to read from 
cover to cover, without your 
risking a single penny. 


EEPE 


Now, a blunt promise by an 
eminent dermatologist: 


Every Cell of Your Face 
Has a “Clock” In It! 
Here’s How to Wind Those 
Clocks Backwards! 


Revealed by an eminent 
dermatologist (see his word- 
by-word statement below): 
How, with the proper scientific 
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instruction, you can literally 
stop the biological clocks in 
your skin ... actually look ten 
to twenty years younger than 
your real age ... erase wrinkles. 
blemishes and coarseness ... 
and do it all using nothing more 
than such simple ingredients as 
water, soap and (especially) salt! 


obe 


This book says that ... 
THE SPRINGTIME OFA 
WOMAN'S LIFE SHOULD 
BEGIN AT 55 


That she should not reach 
middle age until she is seventy. 
And that she should not lose her 
ability to attract men until she is 
well past ninety - IF SHE WILL 
ONLY BECOME AWARE 
OF THESE FOUR GREAT 
NATURAL SOURCES OF 
PROLONGED YOUTH. COM- 
PLETELY OVERLOOKED 
BY 99% OF AMERICAN 
WOMEN! 


xke 


Notice the power of each idea. Each 
is unique, distinct, memorable and eas- 
ilv communicated to others. Can't you 
see how — once the prospect accepts 
these ideas as true in his mind — buying 


the product is the obvious, next logical 
step? 


Okay, so vou understand the im- 
portance of your Big Selling Idea ... 
you see what it does ... Now, let's drill 
down into what makes Big Selling 
Ideas tick. so you can use this process 
over and over again on any project or 


advertisement you ever produce. 


Step #1: 
Make Sure You Find 
Something UNEXPECTED! 


In direct response, the single most 
crucial component of your Big Sell- 
ing Idea is that it be unexpected. Why? 
Because you could easily argue that the 
most precious commodity in our lives 
right now — even more than time — is 
our attention. Everyone wants it! 


And the most obvious way to get 
your prospects attention? You guessed 
it: Present something that he would 
NEVER expect! 


Duh, right? And yet, so many copy- 
writers forget about this and make "me 
too” claims. It's is one of the reason 
why "get rich quick" claims fail to grab 
prospects effectively. They're expected 
by prospects at this point. And it's why 
Gary Bencivenga had tremendous suc- 
cess with a "Get Rich Slowly" headline 


www.makepeaceroralpackage.cont 


The “Big Selling Idea” Secret 


PRESENCE 


— it’s a surprisingly different promise 


compared to what’s out there. 


This is where your study of your 


prospect in relation to the overall mar- 


ket pays huge dividends. Figure out 
what kinds of ideas he’s most used to 
seeing — and then deviate from the sta- 


tus quo whenever it proves profitable. 


The following questions will help 


you get clarity on this: 


1. 


“What are the dominant appeals 
(claims, benefits) in my market 


right now?” 


“How are these appeals expressed 
in the form of an overriding 
idea?” 


(For example, on Figure 6-1, 
you'll see the cover of a winning 
promotion by Carline Anglade- 
Cole. The idea is essentially this: 
There’s a breakthrough nutrient, 
found in Japanese cheese. that 
dissolves dangerous blood clots 
-.. protects your heart and brain. 
WITHOUT the need for drugs ... 
and does it all quickly, with zero 
side effects.) 


“Even if the appeal of my prod- 
uct is similar to competitors, is 
there a way I can present it as 
radically opposed to them?" (For 
example, if everyone is telling 
women they need more estrogen 


» 


to be healthy ... consider telling 
them they need testosterone to be 
healthy. I’ve seen this contrarian 
perspective work time and time 
again, because it’s so surprising. 
Remember: the farther you can 
move away from others and the 
norm. the more unexpected you 1] 


seem.) 


“In all my research, what’s the 
single most startling, surprising 
thing I’ve uncovered (the “hook” 
as some like to call it)?" 


“What’s counter-intuitive about 
this message? Is there something 
that you would never assume to 
be true, but is?” 


When you find some seemingly 
unexpected ideas, show them to 
potential prospects! Ask them, 
“Of these ideas — which is the most 
surprising to you?” 


If you have no target prospects 
you know, do this: Put yourself 
into the prospect's shoes and ask 
yourself, "Is this something that 
I'd be excited to share with others? 
Would it get my attention - and 
leave me asking for more?" 


Some winning examples ... 


On Figure 6-2, you can see a cover 
for a weight loss promotion that 
intentionally and directly goes 
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. Health News > Breakthroughs —— 


A blood clot can cause a heart... lung... 


or brain disaster in just SECONDS—but now 
you can help DISSOLVE dangerous clots! 


Helps Protect Your Heart and Brain... 
Helps Thin Your Blood... 

Helps Dissolve Dangerous Blood Clots... 
i With No Side Effects... 

E NO PRESCRIPTION REQUIRED! 


j Health Resources 


3 Your Customer i PRSRT STD | 
2 904 Ploof Drive Savings Code: 1 | US Postage | 
€ Hueylown, AL 35023 | PAID I 
Healin 
Resources 
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against the grain. While everybody 
else is talking about the latest new 
workout — or how you don’t really 
need to workout — this promotion 
says that you can do a few simple 
things throughout your day, and get 
MORE benefits than doing serious 


exercise. 


» Another famous example is the 
headline that worked extremely 
well for Dr. Douglass, “Discover 
Why One MD Says ... I Haven't 
had a Glass of Water In Over 20 
Years.” In a market where virtu- 
ally every authority is saying you 
need eight glasses of water each 
day, here you have a doctor saying 
something so radically different. 


» A funny, 


ret very successful 
example is the Rich Jerk (www. 
richjerk.com). In a world where 
nearly every marketer feels the 
urge to be nice ... supplicating to 
prospects, hoping to get them to 
buy ... the Rich jerk does the op- 
posite. He's mean. offensive and 
obnoxious. It grabs your attention 
just long enough to realize that he 
actually has some serious benefits 
and credibility behind what he's 


offering you. 


You get the point. The unexpected 
element is often where you'll have the 
most powerful breakthroughs in terms 


of your Big Selling Idea - because more 
than anything else, this is what shakes 
people up on a deep level. 


Step#2: 
Take Your Unexpected Idea And 
Distill It Bown to its Very Core 


Once you've found something you 
know will be surprising and unexpected 
to your prospect, it's time to simplify 
it. This is not always so easy, as a very 
delicate balance is required. The point 
of the idea being simple is so that 
your prospect can quickly wrap his 
mind around it — see its full power and 
uniqueness — and be able to easily com- 
municate it to others. 


This isn't about “dumbing down” 
your idea. It’s about cutting away ANY 
excess fat, so that you get 100% maxi- 
mum impact of its selling power. With 
each successive step in this process, 
you'll better understand how to make 
this happen. 

As you begin crafting your Big 
Selling Idea, if you find ANYTHING 
that could be removed with little or no 
loss — right down to even a single word 
— cut it out! Be ruthless. And be sure to 
include anything that strengthens and 
supports your central idea. 


TT 
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Nothing Will Give 
Your Sales Copy More Laser-like 
Accuracy Than This! 


Plus, an appropriately simplified 
Big Selling ldea not only jumps out at 
your prospect — it stays in his mind. Just 
look at the Gene Schwartz examples 
you read earlier. Can’t you see how a 


woman reading those headlines and 
leads would be startled, excited and 
eventually have totally different beliefs 
about what's possible for her — just by 
reading the ad? 


And once she had the product in her 
hands, she'd be thinking about this idea 
— inspired by the possibility of realizing 
the change in her own life! 


So how do you ensure that your Big 
Selling Idea has exactly the right level 
of simplicity? Here are some guide- 
lines: 


1) Start by boiling down your idea 
into 3-3 sentences. This is. in essence. 
a brainstorm about what you want to 
include in it. 


An example would be something 
like this: Let's say you're promoting a 
golf product ... 

» — You've got a small 130-Ib. middle- 


aged guy who can launch massive, 
300-vard drives ... 
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» He teaches this skill to others help- 
ing them to explode their drive — in 


three easy steps ... 


» lt works regardless of your age. 
size, the health of your joints — or 
even your level of experience ... 


» This guy uses this secret to rou- 
tinely win competitions against 
vounger professional golfers ... 


» There's no faster way to dramati- 
callv improve your driving distance 


and accuracy ... 


2) Now, reduce it to 1-2 sentences. 
Make sure that it’s tightly written - no 
fat or excess whatsoever. Make every 


word earn its weight. 


Here's how we'd proceed with the 
example above: 


Let me introduce you ta a 
130-Ib old guy who can teach 
vou how to launch long, super- 
accurate 300-vard- in just three 
easy steps — no marter what 
your size. age. joint health or 


Jevel of experience. 


See how we condensed it? Actually, 
I Kind of cheated with this example. 
I've based it on a very successful golf 
promotion written by John Carlton. But 
there's a benefit in that - because in a 
second we'll see how John went from 
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the Big Selling ldea to a killer headline 


and deck copy. 


3) The final thing you must ask 


yourself: “ls the overall idea easily re- 
peated by someone after hearing it once 


or twice?” 


Without further ado, here’s what 
John came up with: 


De Me ak ok oe 


They dragged themselves 
back to the clubhouse and asked 


in amazement ... 


*How In-The-Heck Does 
This 130-Pound *Old-Gee- 
zer? Consistently Hit Super 
Accurate 300+ Yard Drives 
While Humiliating Younger 
... Stronger ... More Skilled 
Golfers?” 


The Answer Will Astonish 
And Amaze You! 


A Simple ... Easy-To-Leam 
... And Instantly Effective "3- 
Step Method” That Guarantees 
You'll Be Launching Long 
Gorgeous ... Accurate Drives 
On Your Very Next Tee Shot No 
Matter What Your Age ... Size 
... or Strength. 


EEEE EJ 


Brilliant! See how that works? 
When you capture your most unexpect- 


ed element ... the benefits of it... and 
then boil it down effectively, writing 

a fantastic headline and deck doesn't 
seem nearly as challenging. And if 
you're a golfer, giving your buddy a ba- 
sic rundown of this idea would be pretty 
darn easy. It’s just simple enough. 


Often the Simplest Ideas 
Are the Most Meaningiul 


On top of what you just learned. 
if you can make your Big Selling Idea 
symbolic of something larger and great- 


er. you're off to the races. Of course. 


this is easier said than done. 


Let’s revisit the Gene Schwartz 
examples we covered earlier so you can 
see what I mean. 


A women being able to ... 


» "Stroke wrinkles right out of her 
face” symbolizes the ability ta 
grow younger at will ... control 
over the aging process ... look- 
ing better than (and being envied 
by) other women her age ... being 
more attractive to men ... greater 
self-confidence and more. 


» “Winding the ‘aging clocks’ of 
the cells in her face ~ backwards? 
symbolizes the fact that modem 
science can finally be used to re- 
verse the aging process, without 
drugs or surgery ... women can 
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now literally cheat time ... and so 


on. 


» Reaching the "Springtime of her 
life at 55" means there's a radically 
new possibility for anti-aging and 
longevity — and that most women. 
indeed our entire society, are dead 
wrong about how we view age 
and beauty. It symbolizes an al- 
most dreamlike existence where a 
women stays beautiful into her 70s 
or 80s — and lives to be 110 or 120. 


So as you develop your idea, ask 
yourself, “What does this idea symbol- 


ize on a greater level? " 


All the biggest winners in direct 
response symbolized something greater 
han their central claims. Health & 
Healing symbolized the possibility of a 
brilliant, caring natural doctor dedicated 
0 keeping you free of illness, drugs and 
surgery. [t meant that not all doctors 
were bad — and that there was hope for 
rue health and wellness. The famous 
"Two Young Men” idea in The Wall 
Street Journal symbolized the immense, 
ife-changing power of knowledge 
-properly applied. 


You get the point, Thinking about 
he greater impact of your idea often re- 


veals the deeper, emotional, paradigm- 
shifting elements of it. 


Often Times, 
This is Exactly What Gives 


Your idea Staying Power 


As proof, just look at Clayton's 
infamous Superne! promotion — you can 
see the back cover on Figure 6-3. This 
version of the promotion ran for three 
years, an unheard of feat in the financial 
market. 


The Big Selling Idea is especially 
compelling to investors: The “old” 
Web is dying ... spam is out of control 
... download times aren't getting any 
shorter ... the whole thing is painfully 
slow and outdated. Something must 
change, in order for the Internet to sur- 


vive, 


But there's good news on the ho- 
rizon: An all new "Super" version of 
the Internet is about to emerge. taking 
advantage of unique fiber optic tech- 


nology — 3.3 million times faster than 


today’s fastest alternative. 


And just like the original Internet 
boom made savvy investors rich beyond 
imagination — so will this new Super- 


net! 


Here you have something that 
couldn't have resonated any better with 
investors — those who'd missed out on 
the original Internet boom were frus- 
trated and wanted to make amends for 
the opportunity they lost originally. 
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And those who capitalized on it 
we're greedy — they wanted even more 


money. 


Overall, this rcally jumped out at 
investors and stuck in their minds. So 
what's the deeper symbolism of the 
idea? In a way, you could say it’s the 
notion that those who are smart enough 
to see a powerful trend in advance ... 
and have the courage to make a move 
... reap the largest rewards. And hon- 
estly, who doesn't want to be this kind 
of person? 


There's a similar effect with Jim 
Rurz’s famous headline idea. “For Ev- 
ery Illness. There's a Country Where It 
Simply Doesn't Exist.” It's so brilliant 
because of its greater meaning. 


Prospects who read this idea and 
his copy, realized that there MUST be a 
natural way to cure or avoid any disease 
out there — after all, there is always 


some place where you will never find 
that sickness! 


And this got the prospect thinking 
about a whole new world of possibili- 


ties: Maybe it was time to adopt some 
dietary elements of the Eskimos, eating 
more wild-caught fatty fish. because 
they never get heart disease. Or perhaps 
she should live more like Japanese 
women, because they rarely suffer the 
woes of menopause. The list goes on 
and on. 


This is also what Clayton did with 
his two original Health & Healing pro- 
motions that launched the health news- 
letter industry. One version was ... 


ouk 


Give Me 90 Days 
and Pll Help You... 


End Everyday Health Prob- 
lems: Headaches, Fatigue, Joint 
Pain, Stomach Problems and 
MORE! 


Prevent and Even RE- 
VERSE Serious Illnesses — Like 
Heart Disease, Cancer, Diabetes. 
Arthritis, and Many Others! 


Unleash Your Body^s Re- 
markable Healmg Powers: 
Resiore Your Youthful Vitality 
— Fee] Better. Younger and More 
Energetic than You Have In 
Years! 


Pump Up Your Immunities: 
Head Off Future Health Disas- 
ters While There’s Stil] Time! 


And Much More! 


BAKA 


And the second version — one of 
the hugest winners im the history of the 
health market — is on Figure 6-4. 


Both of these promotions had a rev- 
olutionary impact on the way so many 
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people saw their lives, their health, their 
overall potential. And this new perspec- 
tive perfectly positioned all of those 
readers to spend money on the back end 
of Healthy Directions — buying nutri- 


tional supplements. 


The overall point is that this one Big 
Selling Idea can open up a whole new 
reality for your prospect. Pondering 
what your idea means on a deeper Jevel 
for your prospect will never hurt your 
copy — and. often times, it can lead to 
the huge breakthrough vou're looking 


for! 


Sten #3: 
Make Sure Your Prospect 
Can RELATE to it 


Another criteria for your Big Selling 
Idea is the re/atability of it. You want it 
to be something that your prospect will 
quickly see as hi 
life. 


This is where the benefit of your 
idea comes in — and why. when it comes 
1o sales copy, vour Big Selling Idea 
Should always have a benefit within it. 


If you notice. even when Clayton 
has written dominant emotion headlines 
without a benefit, there's still a benefit 
to the overall idea. For example, look 
at: 


«ek 
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Shameless Two-Faced S.O.B.s! 


While urging you to buy 
their shares, top executives at 
MICROSOFT ... CISCO ... 
GENZYME ... SYMANTEC 
... SIEBEL SYSTEMS ... RED 
HAT ... YAHOO ... and many 
other high-tech companies ... 


-.. are quietly dumping BIL- 
LIONS of dollars-worth of their 
companies' stock! 


REVEALED INSIDE: 
How corporate insiders are get- 
ting rich at your expense: The 
ugly truth that America's most 
powerful corporate insiders are 
hiding from you! 


PLUS - how to turn the 
tables on them: Insulate your 
wealth and then USE their 
treachery to grow up to SIX 
TIMES RICHER in 2004-2005! 


LEETE 


While this is a highly emotional 
idea. notice how there's still a benefit 
~ the last line where the prospect will 
protect his money and grow up to six 
times richer. 


Remember: Your prospect's abil- 
ity to relate to your idea has a lot to 
do with how on target your benefit is. 
Always ask yourself, “Are the benefit(s) 
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I'm emphasizing something I'm 100% 
SURE my prospect wants? 


Another way to use this is to trans- 
ate your idea into terms your prospect 
is already familiar with. For example, 
copywriting superstar David Deutsch 
has a winning promotion in the mail 
with the headline, “Herbal Smartbomb 
Tricks Cancer Into Destroying Itself.” 
n that same package, he also had a 
sidebar with the spread headline, “New 


super-enzyme gives you ‘Teflon arter- 
ies.” 


Now had he launched into a tech- 
nical, scientific-sounding description 
of the cure, his prospect would have 
been bored and baffied. But the pros- 
pect could easily relate to the idea of 
a smartbomb or the image of having 
super-slick, Teflon arteries. 


I've also seen examples like “Roto- 
rooter Protein dissolves plaque." The 
point of these comparisons is to take a 
secmingly complicated new idea — and 
then present it in a simple way that 
prospects can easily relate to. 


Tn a sense, this is made possible by 
the act of "entering into the conversa- 
tion your prospect is having in his 
mind." For that, there's no technical ex- 
planation | can give you other than what 
Ihave already covered in this course 
about knowing your prospect. You sim- 
ply must interact with target prospects 


Step #4: 
Make Your Idea 
Tangible and Concrete 


Along the same lines. you can dra- 
matically enhance the impact of your 
Big Selling Idea by making it tangible. 
When you bring a concept down to 
earth and give it a concrete, visceral 
component — your prospect's experi- 
ence will be much more intimate and 
memorable. 


For example, Um willing to bet, 
no matter what your age, that you re- 
member ads for the Total® cereal in 
the 1980s and 1990s. They often lead 
with the headline. “How many bowls of 
YOUR cereal would it take to equal one 
bow! of Total®?” 


And to answer that question, they 
began stacking bowl after bow] of 
competing cereals, some of which took 
up to 28 to match what was in a single 
bowl of Total®! As you can imagine, 
this was an incredibly successful cam- 
paign. 

To grasp the full impact of this pre- 
sentation. let's take a look at the other 
potential options. They could have 
claimed something like, “Total® con- 
tains over 25 times more nutrition than 
the next leading brand." Or something 
to that effect. 


i 
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But as you can see, it’s not any- 
where near as compelling. But why? 
The answer is because mere numbers 
and data rarely have direct meaning to 
us — especially on a practical day-to-day 
level. So 20 times more nutrition ... 25 
times more nutrition ... who cares! We 
don’t really think like that. 


But we DO think in terms of bowls 
of cereal! When most cereal eaters 
are hungry in the morning, they think, 
“Hey. I need a bowl of cereal." And 
they also know the fecling of eating 
multiple bowls of cereal and feeling 
very stuffed. So it's easy to imagine 
how unpleasant eating 28 bowls of 
cereal is! It brings an eye-opening ev- 
eryday element to the idea of how nutri- 
tious Total® really is. And this makes 
the idea infinitely more persuasive and 
profitable. 


Of course, there are countless ways 
to do this. You've probably seen vi- 
tamin companies showing how many 
fruits and vegetables you'd have to eat 
to get what's inside their multi-vitamin. 

Copywriting Superstar Carline 
Anglade-Cole is one of the best in the 
business at making ideas more tangible. 
and it's her winning promotion that you 
see on Figure 6-5. 

You see, the product is about liver 
cleansing — which is kind of a vague. 
ambiguous thing. Few people walk 


around actively thinking about their 
liver health. But Carline found a way 
to bring the idea of most people having 
sick, overworked livers — and the need 
to cleanse them - to life! This picture 
adds a concrete dimension to the Big 
Selling Idea about the need to cleanse 


and care for your liver. 


To support this. she has a wonder- 


ful line inside the lead, “Your liver is 
so important, medical experts agree: If 
your body was a corporation, your liver 
would be president!” Another tangible 
comparison to drive the idea home. 


Simple Secrets for 
Putting This Technique to Werk 


As usual, your success will depend 
on the intimate knowledge you have 
about your prospect. When you know 
how he thinks, you can make more ac- 
curate dramatic comparisons that hit 
home. For example, the Made to Stick 
authors tell the story of how Art Silver- 
man “sold” the American public on the 
idea that popcorn — when popped with 
coconut oil — was hazardous to their 
health. 

A typical serving of popcorn has 37 
grams of saturated fat. The USDA rec- 
ommends a maximum of 20 grams in a 
day. But the idea of 37 grams of fat had 
no tangible meaning to people. Who 
cares? But when Silverman was able to 
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tell them that “A medium-sized ‘butter’ 
popcorn contains more artery-clogging 
fat than a bacon-and-egys breakfast, 

a Big Mac and fries for lunch. and a 
streak dinner with all the trimmings 

— combined!” Well. then he had an in- 
siantly powerful campaign. 


Most movie theaters across the 
country changed oils immediately be- 
cause of the public outcry. How did Sil- 
verman come up with this? Simple: He 
recognized that people associate each of 
those foods (bacon and eggs. Big Macs, 
steak) as being among the absolute 
worst things for your heart health. In 
act, few things could be worse! 


So when he was able to claim 
that ONE BAG of popcorn had more 
heart-punishing fat than all that stuff 


combined, the conclusion was obvious: 
Popcorn is by far the WORST thing you 
could be possibly eating for your heart! 


End of story. 


Now, how can YOU have this very 


same effect on your prospect? 


Some basic ways to do it: Show 
how many ‘other’ supplements or foods 
it takes to get the same amount of nu- 
trients found in your product ... how 
many other marketing products it takes 
10 get the same amount of money-mak- 
ing info in yours ... how many chemi- 
cals and pollutants are in the average 


home, before being filtered our in your 


air purifier ... you get the point. 


1 wish I could give you a formula 
for this, but you'll just have to play 
with dramatizing your idea in the most 
angible, concrete way possible. Then 
use your judgment, intuition and testing 
(don’t be afraid to show target prospects 


he copy in draft form. to gauge their 


reaction) and measure the strength of 


what you've done. 


You MUST Master This Process 
lf You Want to Present Benefits 
Like a Pro 


Usually we first learn about “ben- 
efits” from a more abstract. theoretical 
point of view. But this is a vantage 
point that means nothing to our pros- 
pects, Sure, reducing saturated fat is 
beneficial — as is getting more nutrition 
rom your cereal. But few people ac- 
tively think and care about such things. 


So our task is always to present the 


benefit prospects really want - in the 


most dramatic, tangible way possible. 


For example, it’s one thing to say. 
“I made nearly $700,000 on the royal- 
ties from a single promotion." That's 
perfectly fine. 

But it's another thing to say. "With 
the royalties I made from ONE PRO- 
MOTION ... I made a down payment 
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on a $2 million dollar home (our first!) 
... bought a brand new red Ferrari 430 
GT for myself, and a Cadillac Escalade 
for my wife ... fully funded an amazing 
private college education for two chil- 
dren (Duke and Gcorgetown) ... still 
had enough left to drop $100,000 into 
an IRA for investing and retirement!" 


See the difference? And even 
though your prospects vision for what 
he'd do with the money will never 
match yours, you've inspired him to 
dream up his own version. That's what 
happens when you make an idea tan- 
gible! 


Step #5: 
Prove Your Idea 
Beyond a Shadow of a Doubt 


Overall, there are at least 18 differ- 
ent credibility elements that you can use 
to make your idea more believable. We 
covered them in Chapter 5. 


Some proof elements wil] be natu- 
rally better suited to join to your Big 
Selling Idea. It all depends on your 
product and market. For example, Kent 
Komae recently led a successful supple- 
ment promotion with the Big Selling 
Idea headline, “Wake Up Dead Brain 
Cells and Banish Memory Loss!” It 
was quickly supported by clinical stud- 
ies proving the nutrient he was selling 
could do just that. 


In other markets, it may be a matter 
of having a powerful authority joined 
to the product. Proactiv Acne Solutions 
benefits heavily from Jessica Simpson’s 
endorsement — because (a) she knows a 
thing or two about beautiful skin herself 
and, more importantly, (b) she was ac- 
tuallv an acne sufferer for many vears. 


You see this time and time again 
with health newsletters being centered 
around accomplished. prestigious doc- 
tors like Dr. Whitaker, Dr. Williams, 
and more. 


One of the more brilliant users of 
this strategy has to be ... you guessed 
it... Gene Schwartz! Here's one of his 
successful diet ads: 


ae ak a ae ak 


If you have the determina- 
tion to follow this world-fa- 
mous physician’s Final Diet, 
then ... YOU CAN LOSE 20- 
40-60-80 EVEN 100 POUNDS 
— and Never Gain an Ounce of 
It Back! 


ETETEN 
It goes on to say something very 
unexpected in a diet ad: 
PETET 
What you are about to be 


given in this book is a strict 
and precise diet — which care- 


a EOE T EERE ET EEE 
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fully and scientifically: controls 
your every eating moment — but 
which has the surprising result 
of making many of your weight 
loss problems far less difficult 
than you ever dreamed they 
could be! 


*xok kk 


Notice how this differs from most 
ads — which attempt to make even the 
biggest feat sound easy. Instead, Gene 
recognizes that there will be a tremen- 
dous of amount of skepticism regarding 
his huge promise, no matter how many 
proof elements he has. So he emphasiz- 
es the strict nature of the diet to give ita 
powerfully subtle layer of credibility. 


Of course, this may not be what the 
prospect ideally wants (as Gary Halbert 
once said. the typical weight loss buyer 
wants to just take a pill ... eatice cream 


while watching TV ... and then magi- 
cally lose weight). But Gene recognizes 
that this benefit (losing up to 100 pounds 
and never gaining it back) is incredibly 
strong and highly desired by prospects 

— enough so that they will be willing 

to sacrifice some comfort for a proven 


solution. 


More importantly, this necessary 
sacrifice is what actually makes the 
promise most believable. To lose 100 
pounds just by taking a pill — no matter 
how much we want it — simply cannot 
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happen (safely, at least). But a doctor's 
strict, carefully controlled regimen 


seems possible. 


In this sense, the idea is a fantastic 
combination of the unexpected (because 
everyone else is promising the world, 
and telling the prospect how easy it is) 
— and credibility. 


How to Choose the 
Right Proof Element 
to Feature Upfront 


One thing that needs to be clarified 
is that vour Big Selling Idea — stripped 
down to its bare essence — usually only 
has room for 1-2 credibility elements. 


Sometimes demonstrations are the 
most credible thing you can do. As 
we've discussed briefly in Chapter 5. 
infomercial creators are masters at dem- 
onstrating the idea behind their product 
in action. I recently saw one for a hair- 
straightening product called Maxi-glide. 
which they demonstrate it live upfront. 
There's no better way to prove it! 


In fact, there are few things more 
powerful than taking a credibility ele- 
ment and then dramatizing it — making 
it instantly meaningful for your pros- 
pect. That's exactly what Art Silverman 
did in the example with popcorn and 
saturated fat. He took a statistic ... then 


gave it both meaning and drama. 
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Often, dimensionalizing a powerful 
fact or statistic makes the absolute best 
possible headline. Think back to the 
example with Total® cereal. You've got 
a strong benefit ... uniqueness ... and 
believability, all in one place! 


The bottom line is that you'll want 
to take the credibility techniques we 
discussed in Chapter 5 — and then 
brainstorm the best possible way to 
prove your idea. Once you've got this, 
make the effort to weave your best 
credibility element into the condensed 
version of your idea. 


Let me give you an example. Let's 
say that you're selling a cookbook on 
fast, healthy organic meals. (Being from 
LA. I know a lot of people who've writ- 
ten these kinds of cookbooks, but have 
no clue how to market them.) So what's 
the strongest credibility element in such 
a situation? What would you want to 
tightly join to your Big Selling Idea so 
that it had maximum believability? 


Tesumonials won't be strong 
enough. Nearly everybody's got them. 
Statistics will be too boring for some- 
thing about food. A Doctor? Maybe, but 
it’s been done so many times before. 


But what if you found that the 
book's author had privately catered for 
some of the healthiest, fittest people in 
Hollywood — like Demi Moore, Alicia 
Silverstone, actress Lisa Rinna (she 


ooks 20 years younger than her age) 
and more. And what if this chet’s food 
was almost single-handedly responsible 
for the dramatic transformations in the 
health and fitness of these celebrities? 


That’s a strong credibility element! 
n fact. I know someone with a similar 


background — and the idea they promot- 
ed went something like this: The chef 
behind manv of Hollywood s most dra- 
matic total body transformations — in- 
cluding Demi Moore, Alicia Silverstone 
and others ~ now reveals all his secrets 


for creating fast, healthy, fat-melting 


meals that taste out of this world. 


See how he took a single credibility 
element — the mos: powerful one he had 
access to — and incorporated it into the 
Big Selling Idea? 


On Figure 6-6, you can see a simi- 
[ar example. It’s from a winning Rodale 
promotion for a men's diet book. Notice 
how the Big Selling Idea is presented 
explicitly, right upfront, to the right of 
the table of contents. The chances of the 
prospect missing this uniquely powerful 
idea are slim indeed! 


Which also reveals a key lesson: 
Your Big Selling Idea certainly doesn't 
have to necessarily be lofty or sublime 
— although. as you saw earlier, that can 
often be powerful too. But the most 
important thing is that it resonates 


strongly enough with your prospect. 
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_ INSIDE THIS SPECIAL ISSU) 


MensHealth 


1o 


12 


14 


YOUR MISSION: Achieve the body | 
you've always wanted. 


MELT FAT FAST! 
EAT 6 MEALS PER DAY—NOT 3. How to build 
muscle and burn fat—in your sleep! 


RETRAIN YOUR BODY TO 

BUILD MUSCLE... 

24 HOURS A DAY. 7 FOODS that pack on muscle! REV your 
body into ANABOLIC OVERDRIVE. 


FUEL YOUR BODY FOR 
"UNSTOPPABLE" SEXUAL 
PERFORMANCE! 

Nature's Sex Superfoods—3 FOODS that make you "king of 
the bedroom.” Pep foods that keep your energy levels up— 
primed ond ready for oction. 


LOOK 10 YEARS YOUNGER! 

FOOD is your secret weapon to looking and feeling younger: 

A BETTER BODY, A SMARTER MIND...A MORE YOUTHFUL- 
LOOKING YOU! 


EAT MORE FOOD. LOSE MORE 
FAT. GAIN MORE MUSCLE. 


Weight loss secrets you can use right away. 


2 FREE GIFTS TO USE WITH 
YOUR NEW BODY! 


MUSCLE UP LIKE MAD with ihe 32-page The Anabolic Ez Edge, 


Volume 1. 


| MISSION POSSIBLE: 


Get the Body 
You've Always 


Wanted im 


Just 28 Days! 


JUST PUBLISHED: 


The ONLY nutrition plan EXCLUSIVELY for 
men. Counted on by professional football and 
basketball tearns, this plan is designed to help 
you use food to get the lean, well-muscled 


body you've always wanted, in just 28 days. 


The Powerfood Nutrition Plan is the first nutrition plan 

ever published exclusively for men by Men's Health. You get 
a fully customized nutrition plan that empowers you to reach 
your own specific goals: shed fat, build muscle, boost sexual 
performance, improve your strength and endurance, look 
and feel younger...even rev up your metabolism to transform 
your body into a fat-burning furnace while eating 6 meals 

a day! 


FOR YOU! 
FREE FREE 
GIFT #1 GIFT #2 
MORE GET 
SEX! | THE 
BETTER ANABOLIC 
SEX! 


EDGE! 
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As you know. we're in this business to 
make sales — and the better your idea 
predisposes a prospect to buy, the B1G- 
GER it truly is! 


So think about the single strongest 
credibility element you can join to your 
Big Selling Idea — whatever makes your 
idea most immediately persuasive. 


Step #6: 
Add One of The Most 
Explosive Factors of All 
- Emotion! 


One of the most interesting aspects of 
the research presented in Made to Stick 
is that it perfectly confirms much of what 
Clayton has been teaching all along. 


For example, the authors cite an 
experiment where people were surveyed 
and then later asked to donate money to 
the Save the Children foundation. There 
were two versions of the letter asking 
them to donate: (a) where the most 
compelling statistics about hunger and 
poverty in Africa were featured and (b) 
where the brief account of the life of a 
young girl (named Rokia) was given. In 
this version, the reader was told that the 
money would go directly to helping her. 


Those participating in the survey were 
given $5.00 up-front for their time. At 
the conclusion. one group was presented 


with version A of the letter, and another 


group with version B — and asked to 
donate whatever they felt was fair. The 
results were shocking to sav the least: On 
average. the people who read the statistics 
contributed $1.14, But those who read 
about Rokia donated $2.38 — over two 
iimes more! 


Interestingly. researchers also tested 
a version of the experiment where people 
received BOTH versions — wondering if 
the statistics combined with the personal 
appeal would lead to even greater levels 
of donations. It didn’t. In fact, the average 
donation was only 51.43 — barely more 


than receiving the statistics alone! 


According to the authors, “The 
researchers theorized that thinking 
about statistics shifts people into a more 
analytical frame of mind. When people 
think analytically. they're less likely to 
think emotionally. And the research- 
ers believed it was peopie’s emotional 
response to Rokia's plight that led them 
lo act.” 


To prove this idea. they designed a 
second study. “In this study they primed 
people to think in an analytical way by 
asking questions such as, ‘If an object 
travels at five feet per minute, then by 
your calculations how many feet will 
it travel in 360 seconds?” Other people 
were primed to think in terms of feel- 
ings: ‘Please write down one word to 
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describe how you feel when you hear 
the word, ‘baby.’” 


Then both groups were given 
the Rokia letter. And, confirming the 
researcher’s theory, the analytically 
primed people gave less. When people 
were primed to feel before they read 
about Rokia, they gave $2.34. about the 
same as before. But when they were 
primed to think in a calculating way 
before they read about Rokia, they gave 
$1.26. 


As you can see. putting someone 
into an analytical frame of miud too 
early, can destroy their capacity for 
response. But leading with emotion 
— as Clayton has recommended time 
and time again in your headlines and 
leads — often leads to immensely better 
results. (FYI ~ Chapter 10 is all about 
leading with emotion, via your head- 
line.) 


Of course, it all depends on the na- 
ture of your product. Many of Clayton's 
strongest winners in the financial mar- 
ket led with emotion — but then at the 
right places in the copy, he also care- 
fully inserted technical elements like 
statistics, charts and graphs. Prospects 
in the financial market want both, but 
like the experiments above, they often 
respond better when they're being led 
first by emotion. 


Emotions Versus Benefits — 
Which One Wins? 


A lot’s been said over the differ- 
ence between whether or not to lead 
your sales copy with emotions or with 
benefits. But in some ways this isa 
moot debate. That's because when you 
select the right benefirs to emphasize. 
you naturally trigger your prospect’s 
dominant emotions. This is something 
Gary Halbert knew as well as anybody, 
and you can see it in many of his best 
headlines. They've got that visceral, 
shocking, greed-inducing sensation in 
the prospect: 


*dkdok 


Free Report Reveals 
Little-Known Secret Over- 
weight Women Use to Look 15 
Pounds Slimmer Than They 
Really Are! 


How Wealthy Senior Citi- 
zens Buy Life Insurance ... At 
No Cost Whatsoever ... And 
... Make A Substantial Profit 
From It ... While ... They Are 
Still Alive! 

New Visa Card Lets You 
Buy Almost Anything In The 
World ... Even If ... Your 
Credit is Terrible And You 
Can't Get A Bank Account! 
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If you're a target prospect in any of 
these markets, they're almost sure to 


trigger an emotional response. 


Other ways to make your Big Sell- 
ing Idea more emotional? You can 
create an enemy (as you saw with For- 
bidden Cures! earlier) ... personalize 
vour message (just as donors were more 
emotional in giving to one person, your 
message will feel more emotional, the 
more you tailor it to the prime individ- 
ual prospect) ... paint pleasing pictures 
(see Figure 6-7 for the most famous ex- 
ample of this technique used to convey 
the Big Selling Idea) ... and just about 
anything Clayton's written about emo- 
tions in The Total Package. 


Emotions get your prospect to ac- 
tively care about your Big Selling Idea 
... help shut down their stingy, analyt- 
ca] mind ... and ultimately makes it 
more persuasive in the short and long- 
terms. 


Step #7: 
Make Your Idea 
Feel Like a Story! 


The final layer you can add to your 
Big Selling Idea is the element of story. 
Stories have an amazing ability to con- 
vey and demonstrate sales points — ones 
that wouldn't nearly have the same ef- 


fect when said directly. They entertain, 


and they inspire action far better than 


just telling somebody to do something. 


One of the most fascinating ex- 
amples the authors present in Made 10 
Stick is one I’m almost positive you've 
heard before: Jared losing hundreds of 
pounds by eating Subway sandwiches. 


This was a story that almost didn't 
make it to TV, and yet is was a monster 
breakthrough for Subway. What made it 
so powerful? 


Essentially. Jared's story was what 
we in direct response know as a case 
history. It just happened to be the per- 
fect way to dramatize the fact that Sub- 
way had a low-fat sandwich line that 
really could help people rapidly lose 
weight. 


That’s the powerful difference 
between a mere testimonial and a case 
history — a good case history nearly al- 
ways has the story element. It’s able to 
capture the conflict, the drama, and the 
transformation that you rarely get when 
someone sends in their "thank you" 
testimonial. 


It’s for this reason that superstar 
copywriters, such as Arthur Johnson, 
have a variety of major controls loaded 
with case histories. Plus, it's one of 
the most compelling forms of proof 


you can offer. because again. you're 
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IN THIS SPECIAL BULLETIN: 


Statistics say you peak at age 25, hit the skids at 50 and if 
you dont die in your 70s, youll eventually get Alzheimer ..... 


But if everyone “wears out” after 50, 


How Did They 
eat the System? 


> 98-year-old beats 
arthritis and js still driving 
his car...Page 8 


> Cardiac patient makes 
arteries absolutely 
clean...Page 4 


> Lifelong colon sufferer 


> Senile? No way! She's 85 
grows a new digestive 


and beating her buddies at 


“Different” 
doesn’t have 
to mean dicey 


uu know a deep, 
"dark, natural secret? 
Tye devoted my life vo 


alternative medicine, bat Em also the 
ficld’s roughest critic, and I'll vel you 


right now... 


Psst! 99% of "natural 
secrets" don't work... 
Too many mafustream therapics arc 

being repackaged as "alternative break- 
throughs,” even though tbey never 
worked very well. Worse. unproven 
or bogus remedies are being touted by 
experts who ought to know better, saying 
"Hoy! Tiy ibis! I alternative!” (See page 
10 fora shameful example.) 

hars why ooly one in a hundred of 
the treatments } investigate make it into 
print. No maner how exciting ít seems, 
no maner how sound the science may 
be, ith gor ro wark for real people — or Vin 
not gomg to waste vour time with it, So 
please, let me ran interference for you! 
Peruse the following pages with confi- 
dence and... 


Discover the wonderful 
1% that work! 


tract...Page 6 


bridge... Page 13 


Dear Health-Savvy Friend: 

Statistics say it's a losing battle. 

Statistics say you'll just keep hurting more 
every year until you die. 

But I say you're not a statistic and... 


You'll soon be the 
glowing exception 
HOW? Youll be scunned by how simple 
is is, And I'm going tn show you the fring 

proof 

The people youre about to meet were 
not genetically superior. Far from id 
Their arteries were closing up, their backs 
and joints were freezing up. buc instead 
ol simply giring up. 

They decided to 
try something 
EXCEPTIONAL... 

And thars where | came in. 

Tm Dr. David Williams. and 
Tve devoted my life to making 
medicine wonderfully different. 


For more than rwo decades, 


Calt Toll-Free 1-800-843-8408 


I've broken the rules rhat consi, 
Americans to the scrap heap. Instead of 
ve been seking 


merely treating symptoms, | 
the canes of our so-called "diseases 


And E didn't find che new answer overnight! 
In addition 1o getting my doctorate. | earned 
rwo other degrees and studied at 6 differ- 
ent colleges and universities. But what ] was 
searching for wasn’t written in hooks yet... 


So I set out on a journey 
of 3 MILLION MILES 

Delving deep imo rain Forests. deserts, 
Frozen cundras and wherever else nawra 
bealing hides... 

Crossing G continents and the borders 
of over 79 countries (some af whom threw 
me in jail)... 
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weaving believability in with benefits, 
drama. and emotion. 


In fact, a powerful case history can 
be the entire foundation of your Big 
Selling Idea — just like Subway did with 
Jared. To experiment with this, take 
your best one — capture the strongest el- 
ement of the story in a single statement 
— and then back it up with other case 
histories that support this central idea. 


Maybe your idea is that you can 
make six figures in six months, selling 
options on real estate — using NONE of 
your own money. That’s your Big Sell- 
ing Idea and you take the single stron- 
gest case history you have ... dramatize 
and showcase it as the best possible 
example of your Big Selling Idea. 


On Figure 6-8. you'll see an ex- 
ample from one of Arthur Johnson's 
winning promotions. Notice how the 
case histories (stories) are showcased 
right upfront. 


4"Siory Secrets” 
for Quickly Igniting the Power 
of Your Big Selling idea 


Now let’s examine the kinds of sto- 
ries you can use to capture the essence 
of your Big Selling Idea: 


Rags to riches: This is the most 
common kind of story you’ve seen in 
promotions. It’s the basis of “before 


and after" pictures and examples. In the 
bizop (business opportunity) markets, 
you see people going trom flat broke to 
millionaires. In the health market. it’s 
people going from one foot in the grave 
— to glowing. jumping-for-joy health. 


From good to great: Your stories 
don't always have to be someone going 
from nothing to the top of the world. 
Many times. thev’ll be even more dra- 
matic when you find somebody who's 
already experiencing success — and then 
uses your product and jumps to a whole 
new level. It can be the single most 
powerful testament to your product's 
quality. 

To demonstrate a contrast: The 
famous “Two Young Men” lead for 
The Wall Street Journal is the perfect 
example of this. It shows the difference 
between taking one path versus another 
~ including the benefits and dire con- 
sequences of each choice. Presenting a 
story like this is a fantastic way of shift- 
ing your prospect’s perspective — show- 
ing him how he’s at a fork in the road 
— and that his life can be dramatically 
different depending on his decision. 


To convey quality: Often, stories 
about the creation of a product ... how 
it was discovered ... the Herculean ef- 
fort behind it ... these convey so much 
more about the quality and uniqueness 
of your product. 


p aaa 
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ou look out your window, past your 

gardener, who is busily pruning the 

lemon, cherry, and fig trees...amidst the 
splendor of gardenias, hibiscus, and hollyhocks. 


The sky is clear blue. The sea is a deeper 
blue, sparkling with sunlight. 


A gentle breeze comes drifting in from the 
ocean, clean and refreshing, as your maid brings 
you breakfast in bed. 


For a moment, you think you have died and 
gone to heaven. 


But this paradise is real. And affordable. In 
fact, it costs only half as much to live this dream 
lifestyle...as it would to stay in your own home! 


Dear Reader, 
Td lise to send you a FREE copy of a unique—and invaluable—report. 


It's called How to Retire in Paradise for $19 a Day. And it tells you about the best places in 
the world for retirement living. 


In one of the places detailed in tbis report, gentle sea breezes keep the climate nearly 
perfect, with mild temperatures year-round. 


You'll find cliffs, hidden coves with secluded beaches, rolling hills, and high mountains 
nearby dotted with picturesque villages. 


In this place, a two-story, traditional house with five bedrooms on 2.5 acres, with lots of 
Fruit trees and a fresh water source, recently was sold to an International Living reader for 
just over $60,000. 


—OR MORE— 


Where you can rent a three-bedroom apartment for as little as $245 monthly, and your 
monthly electricity and water rates cost $27...where you can buy an attractive two-bedroom 
house for less than $50,000. 
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Here's one 1 believe was written by 


Gary Bencivenga: 


LEETE 


But Now — Hallelujah! 
— the Planets Have Lined Up 
in a Trail of Blue Smoke! 


Several developments over 
the last few years have now 
allowed me to offer you the ul- 
timate BBQ heaven — attainable 
right in your own backyard. or 
even your own kitchen! What 
Fm about to reveal — the Texas 
BBQ brisket and Southwest 
BBQ pork of your dreams — can 
be the basis this summer of 


the greatest party you’ve ever 


thrown, or the source of weeks 


of delirious eating for just a few 


people. 


This Unique opportunity 
to Enjoy Authentic Southern 
BBQ In Your Own Home Took 
5 Years to Come Together 


Here's how it evolved ... 


April, 2001: I discover 


that BBQ meat — which in its 


purest, most delicious form is 
practically impossible to make 
at home — ships incredibly well 
when a great Southern producer 


overnights it to you. 


May, 2001: 1 discover the 
home secret of heating shipped 
Southern BBQ so that it tastes 
exactly as it does at the pit in the 
South. And it's so easy to do! 
You can heat it on your Weber 
— but you can also heat it in your 
oven in an hour or less. Or even 
in your microwave! 


July, 2003: 1 discover that 
the best-shipping BBQ of all 
is not ribs, not pulled pork, 
but huge hunks of meat, which 
reheat perfectly at home, pre- 
serving all their dripping juices. 
Texas brisket is the prime candi- 
date — but | also discover that a 
large pork roast made by Willy 
Ray’s in Beaumont, Texas, is the 
most insanely delicious hunk of 
BBQ I’ve ever had! 


May, 2005: During my 
month-long tasting of American- 
style Kobe beef (also known as 
Wagyu beef) for another project 
entirely, I discover that some 
of the best cuts of all of Wagyu 
beef are not strip steak. not 
rib-eye. not filet mignon — but 
normally overlooked cuts like 
brisket! 

June, 2005: The idea is 
hatched. Might it be possible to 
get a BBQ pit in Texas to smoke 
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a Wagyu brisket for me - which. 
ifdone right. should become the 

most awesomely delectable BBQ 
brisket on the planet? 


January, 2006: The nego- 
tations begin ... and conclude! 
Snake River Farms in ldaho. 
arguably the country’s top pro- 
ducer of Wagyu beef, agrees 
to ship highest-quality Wagyu 
briskets to Willy Ray's in Texas. 
one of my favorite BBQ joints in 
America! Willy Ray's agrees to 
receive those briskets. give 'em 
the full fexas treatment, and ship 
“em out to my readers! 


Another “Aha!” Moment 
Leads to This Meaty, 
“Two-Fisted” BBQ Combo 


o ea aie 


Makes your mouth water. doesn't 
it? Stories like this build value, benefit, 
uniqueness and more into your product 
... IF you can pull them off. 


Use These Seven Steps to 
Transform Your Marketing! 


Of all the chapters in this course, 
this one could easily make you the most 
money. Powerful ideas are so univer- 
sally valuable — they drive al] types of 
marketing efforts, in every possible 
industry. 


Sometimes you can come up with a 
Big Selling Idea so explosive — so ready 
to be adopted by customers — that it suc- 
ceeds despite even the worst marketing 
efforts. This chapter hopefully gives you 
the best of both worlds: On top of all the 
proven marketing secrets, you now have 
an actionable. step-by-step system you 
can use to generate Big Seiling Ideas 
virtually on demand, 


If you have the time, read Made to 
Stick as soon as possible. There's so 
much more foundational info in there 
that I simply couldn't cover here. 


Other than that. follow the steps in 
the process ... study the examples ... ac- 
tively practice recognizing the Big Sell- 
ing Idea behind successful promotions 
and products ... and then battle-test this 
knowledge in the field. 


There are few skills on the planet 
that will serve you better than this one! 
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Your Big Selling Idea is what drives your 


overall promotion. Your theme (next chapter) 


may be how you present and execute this idea. 


but the idea is the core. Now, work to develop 


your Big Selling Idea by asking yourself the 


following questions ... 


l. 


Have I found something about my product 


or service that’s totally unexpected? 


a. 


What are the dominant appeals 
(claims, benefits) in my market right 


now? 


i. How are these appeals expressed 


in the form of an overriding idea? 


Even if the appeal of my product is 
similar to competitors, is there a way 
l can present it as radically opposed to 
them? 


In all my research. what's the single 
most Startling, surprising thing I've 
uncovered (the “hook” as some like to 
call it)? 


What’s counter-intuitive about this 
message? Is there something that you 
would never assume to be true, but is? 


Chapter 6 Action Steps 


i 3 
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e. When you find some seemingly unex- 


pected ideas, show them to potential 
prospects. Ask them, “Of these ideas | 
= which is the most surprising to 
you?” 

f. Put yourself into the prospect’s shoes 
and ask yourself, “Is this something 
that I'd be excited to share with oth- 
ers? Would it get my attention — and 
leave me asking for more?" | 


Im 


Take your unexpected idea and distill it 
down to its very core. 


i. Start by boiling down your idea into 
3-5 sentences. 


ii. Now, reduce it to 1-2 sentences. 


iii. The final thing you must ask yourself: 
“Is the overall idea easily repeated 
by someone after hearing it once or 
twice?” 


3. Make sure your prospect can re/are to it. 


4. Make sure your idea is tangible and 


concrete. 


5. Prove your idea beyond a shadow of a 
doubt. 


6. Addone ofthe most explosive factors of 
all - Emotion. 


7. Make your idea feel like a story. 
a. Rags to riches. 
b. From good to great. 


c. Demonstrate a contrast. 


p. 


Convey quality. 


p———Ó——————Ó————————— ms 
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Once you've isolated and refined what you 
believe to be your Big Selling Idea, include it in 
vour draft. You're going to be working with this 


idea throughout rhe rest of your writing process. 


Notes 
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Why Your Headline 
is Not The Most Important 
Part of Your Ad 
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In this Chapter... 


wm How to structure the core message of your 
promotion according to proven principles of 
response (not only does this process remove 
guesswork — it radically increases your prob- 
ability of success) ... 


m 8 ways to ensure your promotion stays focused 
— so that your prospect reads it from cover to 
cover, and can't help but pull out his wallet ... 


m The ONE PLACE where even the world’s best 
copywriters often struggle — and how to dramati- 
cally reduce the likelihood you'll ever suffer 
from this profit-killing problem ... 


& And much, MUCH MORE! 
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f you find the title of this chapter at 
all alarming, vou better hang onto 


vour wallet! 


Conventional wisdom says that 
your headline is the most crucial part of 
the ads you write. But without mastering 
the process you'll learn in this chapter 
— it’s impossible for your headline to ever 
fully hit the mark. You see, before you can 
ever even dream of writing a great head- 
line. you must be crystal clear on your 
MAIN THEME. 


In Chapter 6 we covered the power 
of the Big Selling Idea. But what's the 
difference between that concept ... and 
your theme? Well. the difference is 
simple: Your main theme is the specific 


approach vou take in presenting your 
Big Selling Idea 


That’s why just about every single 
other part of your promotion - includ- 
ing your headline — is an extension of 


this. 


Select the wrong theme for your 
market and no matter how amazing 
your copy — it won't do diddly. Your 
prospect simply won't care. Your pro- 
motion never makes it to first base. 


On the otber hand, find the perfeet 
Big Selling idea and overall theme 
for vour market and copy that's just 
“decent” can still rake in impressive 


response numbers. 


This Distinction Is ESSENTIAL to 
Your Direct Response Success 


Let me give you a quick example to 
clarify. In our last chapter, I provided 
an excerpt from one of Clayton’s win- 
ningest financial promos — one that 
began with the headline. “Shameless 
Two-Faced 5.0.B.s!" The copy was 
about how corporate giants were urg- 
ing unsuspecting investors to buy 
their stock, while secretly dumping it 
themselves. And how, as an investor. 
you could either ignore this and pay the 
price — or turn the tables on them and 
get richer than ever. 


Re-read those last two sentences 
because THAT is the Big Selling Idea 
of the promotion. 


But it's also what we'll call a “topi- 
cal theme” mixed with a “conspiracy 
theme” — and we'll learn much more 


about these later in this chapter. 


My point is that these theme ap- 


proaches come with proven structures 
— structures that radically increase your 
chances of success, And when you join 
them properly with your Big Selling 
Idea, your copy jumps to a whole new 
level. 


So how do you select the perfect 
theme? What are the possible varia- 


tions? 
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First, let me also clarify that I'm 
discussing both the Main Theme and 
the Lead (the first 1-3 pages of run- 
ning text) together here because your 
lead is really just a byproduct of your 
Main Theme. Once you have the right 
information and construct your theme 
accurately, your Jead will practically 
write itself. 


After I explain how to select your 
theme — 1l show you some really great 
examples revealing how it's done by 
top writers. 


How Million-Roltar Copywriters 
Hit the Bwiis-Eye Every Time 


When Clayton interviewed Arthur 
Johnson, he made a really great point 
about this topic. You should listen very 
closely to ANYTHING Arthur has to 
say — he's got some of the industry's 
hottest controls for Agora, Boardroom. 
Phillips, Healthy Directions and more. 
He’s absolutely on fire right now. 


According to Arthur: 


LELLLI 


"Even more important. 
though, than any headlines or 
words, I think, is the whole 
concept of the promotion and 
the strategy behind it. You really 
have to know what you want 


to do before you start putting 


pen to paper. You want to know 
what your strategic goals are. 


Once you have that, you 
can figure cut all the substantial 
points you want to make.” 


2k 8 


See. Arthur's essentially saying that 
you must first get clear on the concept 
behind your promotion (your Big Sell- 
ing Idea) and then the strategy (your 
Main Theme, which is how you show- 
case that idea). 


Kent Komae (who consistently hits 
big winners in the health market) said 
something very similar when Clayton 
spoke with him. In his words: 


EEEE EI 


“Picking the big theme. 
obviously is a million-dollar 
question. What I typically do is 
go through my notes, and as 1 
mentioned earlier — Í write “big 
idea” or “main idea” or a “wow 
idea” in my notes. 


Then. I go through my notes, 
trying to pick out some theme I 
think is going to carry the piece. 
or could be a foundation or 
framework for the whole piece. 
This is probably the most chal- 
lenging, toughest thing that I do 
as a writer. How do you come 
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up with a new theme? Believe 
me. it’s not easy. You have to do 


a lot of sweating. 


I might typically write six, 
seven, eight, nine. or ten big 
ideas. And try to whittle them 
down to one or two. This is even 
before I write a word of the 
actual copy. I’m still working on 
main themes and ideas, so this is 
part of my outline. 


Often ll boil it down to 
three or four big ideas, send 
those to the client, and we will 
talk about those." 


dob 


Of course. every writer's going to 
have a different process and much of 
it will depend on the client. There are 
times when your client will already 
have a Big Idea and theme they want 
you to go with. 


While they're not always right-on 
about the theme they’ve chosen, some- 
times you'll just have to suck it up and 
go with it. Other times, depending on 
your skill level and experience. you can 
get them to reconsider. 


Clayton's Persenal Process for 
Targeting the Perfect 
Theme and Lead 


Before selecting a central theme 


for a promotion, you really must take 

a hard look at ALL the variables. The 
ones he focuses on most should be very 
familiar to you by now: the prospect, 
the product and the market. 


In terms of your prospect - you 
need to look at his or her level of so- 
phistication/maturity (meaning how 
much advertising has he or she been 
exposed to about the subject). This will 
tell you what kind of claims, promises 
and benefits you can present and stil] 
come across as unique aud believable. 
(For example, weight loss prospects 
have become incredibly sophisticated 
and making a simple “weight loss” 
claim has virtually no chance of getting 
through to them.) 


Getting to know your prospects inti- 
mately will give you strong instincts for 
what kind of claims are believable and 


what will be dismissed. 


And as we learned before. you 
should make sure you know his or her 
core desires — what types of deeper 
benefits this person wants more than 
anything else. If you’re in the health 
market — your prospect may want to 
lose weight, but he may want six-pack- 
abs even more. Promising him weight 
loss won't be nearly as effective. Or in 
the investment market, your prospect 
may want to insulate his money and 
make 20-30% profit — better than any 
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institution will offer him — with little or 
no risk. 


Or you may be promoting financial 
services to more aggressive prospects 
- like those into futures or options. 
These guys have more of a "gambler's 
mindset” and thev’ll laugh at the idea 
of a 20% gain. That’s chump change 
to them. They need the rush of making 
389% in 3 days ... and they re willing 
to risk their money for more exciting 
gains. Again. you've got to know this 
stuff before you pick up your pen! 


In addition to desires, you will have 
already done some working and analy- 
sis of your prospect's beliefs. For exam- 
ple. how does he regard the mainstream 
medical establishment? What does he 
believe about politicians, stock brokers, 
CEOs of big corporations? This can be 
a life-saver because you want to make 
sure that your theme resonates strongly 
with his belief system. Imagine sending 
out a conservative package on the ter- 
rors of Liberal spending to a Democrat 
— it’s going to get tossed! 


And last but not least, you must 
take a close look at everything you dis- 
covered about your prospect's relevant 
emotions and feelings. This may be the 
most important factor of all. Because 
that's your way in. That's how you're 
going to move yourself from the role of 
salesman fo the role of trusted advocate 


... and melt away sales resistance right 
off the bat. 


Remember, when you begin by con- 
necüng with prospects on an emotional 
level - and you offer them sympathy, 
commonality — especially when you 
promise free, valuable information 
~ it's often MUCH stronger than just 
leading off with benefits. You'll usu- 
ally take yourself OUT OF the role of 
a salesman — someone people normally 
despise. Instead of being resistant to the 
fact that you're selling him something. 
your prospect now sees you as a trusted 
friend and advocate. 


That’s why Clayton finds out how 
his prospect feels about EVERYTHING 
relative to the promotion — how he or 
she feels about the type of product he’s 
offering, how he or she feels about the 
benefits promised, how he feels about 
his own financial situation, health. or 
whatever overall subject area his prod- 


uct is in. 


And that's ONLY 
iust the Beginning! 


] never said this was going to be 
easy! 

By this point in your writing pro- 
cess you will (hopefully!) know your 
prospect inside and out. And you will 


have dug more much deeply into the 
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product, what it really offers and what's 
unique about it. 


You will also hopefully ask the 
classic question — “What are you really 
selling? " —that Gary Bencivenga wrote 
about in his wonderful Bullets. For ex- 
ample, you may be offering a newslet- 
ter. service or a nutritional supplement 
— but that’s not what you're really sell- 
ing. 

Ultimately you're selling your pros- 
pect some kind of positive result: more 
money, freedom from financial worries. 
eelings of security when it comes time 
to retire, better health, having women 


This includes more subtle, psychologi- 
cal benefits like feeling superior, being 


perceived as rich or successful — what- 
ever your prospect dreams of day and 
night, 


The final consideration is some- 
thing else you've already been working 
with: The overall state of the market. 
You'll need to determine how saturated 
it is, what similar products are out 
there, what the trends are showing, etc. 
For example, if you're selling a joint 
supplement. you need to know how 
many other products are out there, what 
they’re priced at, how they're being 
sold, if there are certain ingredients 
consumers are moving away from, and 
much more. 


feel sexually attracted to him, and more. 


Of course, since he has over 20 
years of experience in the health and in- 
vestment fields, Clayton naturally tends 


to stay “in tune” with these markets. 
But he still likes 10 freshen up with each 


project. 


Since you probably won't have 
quite the same edge in your own as- 
signments. I recommend you work a 
little harder on getting to know and then 
staying in touch with the markets you 
write in. The best way to do this is sim- 
ply to read, read, READ! 


Each week you should be plowing 
through the publications in your indus- 
try, examining the products and sales 
literature of your competitors, looking 
at the books and articles being pub- 
lished in the field — whatever you can to 
get a deeper sense of everything that’s 
happening. This is a recipe for seeing 
and creating industry breakthroughs 
— insights others who don't know a 
market as well as you do can never 
have. 


Two More Theme Considerations 
that Can Powerfully 
impact Response 


It’s also good to look at the editor or 
face behind the product, who he or she 
is. what kind of personality this person 
has, his or her beliefs and ideas, etc. 
Sometimes this doesn't affect the pro- 
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motion much but other times the impact 
can be tremendous. 


For example, if it’s a doctor — how 
does he look. what kind of physical 
impression does he give. how does he 
talk? And for that matter. what's his 
personality like, is he funny, witty, 
skeptical, easy to trust. is there a way 
to make him appealing to prospects? 
Get in touch with whom the message is 
coming from. 


Another consideration is the indus- 
ry and world as a whole ~ what news 
issues are currently (or about to be) 
affecting the market and how the mar- 
:et is responding. Are terrorist threats 
affecting investment and finance? Is in- 
creased heavy metal pollution affecting 
fish consumption and supplement sales? 
These are just a few possible examples 
of things in the news that could be af- 


ecting your market. 


This is ALL information vou MUST 
have to effectively select the right 


heme for your package. Really dig in 
and make sure you clarify all of these 
different elements. 


8 Killer Theme/Lear Approaches 
and How to Use Them 


In this section. you're going to an 
even more expanded range of possibili- 
ties for selecting and showcasing your 


Big Selling ldea. You see, there are 
times when it will just come to you in 
a flash of inspiration. But other times. 
you can run through the following ap- 
proaches and they may quickly help 
you clarify what you want your Big 
Selling Idea to be — and exactly how to 


execute it 


Once you know what your Big Sell- 
ing Idea is, you can get moving on how 
to structure your sales copy accordingly. 


And the best part is. you don't have 
to take just ONE kind of theme ap- 
proach! The better you understand each 
of the foundational aspects of your pro- 
motion (product, prospect and market) 
and the better you understand each type 
of theme/lead. the more you'll mix and 
match with great success. 


Topical Themes 


This is the logical choice when 
your Big Selling Idea revolves around a 
major news event. Just as we saw with 
the Shameless Two-Faced S.O.B.s! ex- 


ample earlier on. 


To find out whether a topical theme 
will fit vour promotion, Í suggest 
searching the Web, making a trip to 
Barnes & Noble or even going to the 
public library ... wherever you can go 
to see what the news headlines are say- 
ing; magazine covers are saying; what 
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different websites are saying relative to 
your subject matter. 


Let me explain, In the health in- 
dustry in 2005, there was a release of 
research stating that half of all heart 
attack victims don’t have clogged 
arteries. Over 438,000 a year die with 
HEALTHY arteries. 


So it turns out Harvard University 
and The New England Journal of Medi- 
cine came up with the answer to why 
this happens and it was published in 
the Journal of the American Medical 
Association. The answer is that arterial 
inflammation — caused by something as 
innocent as a gum infection — can break 
a piece of plaque loose and triggers à 
heart attack or stroke. There was a lot of 
reporting on that in 2005. 


And Clayton — being super-savvy 
in the health industry — KNEW it was 
on the forefront of his prospects” minds. 
AND, more importantly, that they had 
strong feelings about it! Many were 
feeling, “My goodness, how do I make 
sure that I don't have inflammation in 
my arteries?" So Clayton refined this 
into a Big Selling Idea, and then built 
his lead and entire promotion around it 
(you'll see in more depth later in this 
chapter). It worked phenomenally. 


In the financial market, a good 
example has China and how its GNP 
growth has been dwarfing ours. 


As proof of this, many of the suc- 
cessful financial promotions in the mail 
in late 2005 and early 2006, you'd have 
seen ones with headlines like, “The 
China Menace!” or “Can India Beat 
China?" or “Shanghai’d!” and it’s be- 
cause the China topic was very hot in 
prospects’ minds at that moment. 


In 2006, rising gas prices made the 
Oil topic much more appealing. I saw 
headlines like “The Great Oil Hoax” 
and "The Oil Story No One's Telling.” 
just to name a few, 


Of course, there are dangerous traps 
in choosing a Big Selling Idea and main 
theme based on topicality. 


The first is the fact that the trend/ 
event could and probably will change. 
So if you choose something, be at least 
90% sure that the trend will continue 
into the foreseeable future. The worst 
thing is to invest all of this time writing, 
laying out and mailing a package — only 
to find out the trend is reversed. Say 
goodnight to any kind of response or 


royalties on that! 


The other trap is picking a theme 
that’s either overused in your primary 
advertising medium (whether you use 
the mail, TV, the Web or radio). or 
something that’s not particularly fresh 
news. It could be a legitimate trend but 
if it’s not particularly interesting or on 
the top of people’s minds — then your 
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prospects will glance at it and think. 
"So what?” 


Dominant Resident 
Emotion Themes 


As you know -~ this is one of our 
favorites! We love this approach be- 
cause it focuses the prospect, first and 
foremost. And it actively connects the 
product's benefits with the strongest 
possible emotion he or she has related 
to the subject. 


For example: In a newsletter that 
centers on anti-aging, vou'd look at 
how the prospect feels relative to grow- 
ing older. ALL the specific nuances ... 
how he or she feels about sex ... physi- 
cal performance ... mental performance 
... anything related to the aging pro- 
cess. Once you've uncovered each and 
every significant feeling your prospect 


has, figure out which one is dominant. 


You also want to make sure that 
this is the emotion you feel is strongest 
among your entire group of prospects 
~ the common thread that will allow 
you to call them out effectively. Inves- 
tors may be afraid of many things when 
it comes to the Oil Boom and Bust, 
but perhaps EVERY investor is afraid 
of Wall Street hyping certain stocks 
that seem inherently shaky. So find the 
dominant emotion that’s common to as 
many prospects as possible. 


Then simply cal} that person out 
as dramatically as vou can — putting 
their feelings into words. Do it m a way 
that will have them saying, “Yes, that's 
EXACTLY how I feel. This is for me!” 
Once you do that, you'll let them know 
you have a solution — ideally in the 
deck copy. 


Then from the very first word of 
body copy. this emotion will be targeted 
and worked up into a frenzy. 


Added Benefits 
that Come from 
Dominant Emotion Themes 


One of the GREAT things that 
happens with this kind of approach 
is that every Jine of your copy gets 
supercharged with THE most thrilling 
emotion possible. The emotion most 
likely to strike a deep chord with your 
prospect and keep him hooked. And 


this makes for a more passionate. fast- 
paced. more exciting read. 


But remember: Once you've target- 
ed the precise 1-2 emotions you KNOW 
vour prospect wants relieved ... STAY 
FOCUSED! Don't wander off into 
other emotions unless you're able to 
skillfully connect them to the primary 


ones vou ve selected. 


For example, let's say that you're 


writing a package on a male potency 


www.makepeacerratpackage.com 


w 
p 
= 


The Ultimate Desktop Copy Coach 


SRE IE SS EES PT SET 


supplement. There are tons of competi- 
tors but your product is unique. You've 
also discovered that prospects dominant 
emotion is actually the fear of prostate 
cancer — even more than the emotional 
vindication of restoring potency. 


Let’s further say that your Big Sell- 
ing ldea is about how a breakthrough 
discovery from the Amazon prevents 
—and even reverses — the effects of pros- 


taie cancer ... without drugs or surgery. 


Your headline could be something 
to the effect of, “How to Say ‘NO!’ to 
Prostate Cancer FOREVER!” 


Once you’ve based your headline 


and lead on this fear ... and promised 
a solution in the deck copy ... it’s 
your job to relentiessiv focus on this 


emotion. You want to prove without 


a shadow ofa doubt that you've got 
a solution that completely eliminates 


this fear, in every way possible. It’s the 
one thing - if you can get him to fully 
believe you — that will all but guarantee 
the sale. Don't ever lose sight of that in 
your copy! 

Here's another very instructional 
example from one of Clayton's financial 
promos: 


PETTE 


A startling NEW warn- 
ing for anyone with more than 
$100.000 in savings ... 


If YOUR Bank is Named on 
Page 10 INSIDE, Don't Walk 


RUN To the Nearest Branch 


And MOVE YOUR MONEY 
Now! 


U.S. bank failures are 
DOUBLING, loan defaults 
are SOARING, bank revenues 
are FALLING, their stocks are 
CRASHING ... 


... and now. TRILLIONS 
of dollars-worth of investments 
that Warren Buffet called "finan- 
cial weapons of mass destruc- 
tion" are poised to explode in 
bankers’ faces! 


ESSENTIAL READING 
INSIDE: 


Urgent Self-Defense: What you 
MUST do IMMEDIATELY to in- 
sulate what’s left of your STOCKS. 
your SAVINGS and your RETIRE- 
MENT from the coming bank fail- 


ure epidemic. 


Truly Enormous Profit Opportuni- 
ties: The handful of little-known, 
seldom-used investments that can 
DOUBLE ... TRIPLE ... even 
QUADRUPLE when the shock 
wave of failures hit Wall Street! 


Dear Investor, 


ee ———————LÉ———— 
al 
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The most cataclysmic de- 
struction of personal wealth 
in our lifetimes — the greatest 
banking panic in 71 years — has 
ALREADY BEGUN: 


LELDEII 


While this promotion is topical. it 
clearly targets the prospect's fear emo- 
tion about his money and the crisis. And 
it targets his greed for making more 
money. These two emotions drive the 
copy, and Clayton never loses sight of 
this. This is something you must do 
when you select a dominant emotion 
based idea and theme. And mastering it 
can only come from practice. 


Big Benefit Themes 


When the benefit to your Big Sell- 
ing Idea is overwhelmingly strong. 
there's no need to over-complicate 


things. 


You can just allow your copy to be 
driven by that benefit — in other words, 
it becomes the theme approach you 
select. 


You'll recognize these when vou see 
a benefit-based headline and then deck 
copy that expands and dimensionalizes 
the benefits. This is the most straight- 
forward and common of all leads - and 


it’s almost always worth testing out. 


I also consider the USP (Unique 
Selling Proposition) style lead — one 
that ties in the big benefit to the unique 
aspects of the product or service — as 
part of this same category. 


While this approach is less risky 
than going with something more emo- 
tionally driven, it DOES come with 
baggage. You see, the advertising 
climate of today is often too fierce and 
saturated for these to succeed — because 
they SCREAM “Advertisement!” And 
prospects are simply getting far too 
many advertising impressions to stop 
for something that telegraphs itself like 
this. 


If you do use this approach, you 
need to make sure that (a) you're dead 
on with the benefit(s) you're putting 
forward and (b) that you atiach some 
kind of “hook” to it that's capable of 
seizing your prospect's attention and 
bringing him into the copy. 


This is the spin that can still make 
benefit-based headlines work well. 
Some copywriting legends, like John 
Carlton, are masters at finding the hook 
and putting it into the headline. with 
examples like the ... *Amazing Secret 
Discovered by One-Legged Golfer" 
... or... “How a Skinny Little Golf 
Genius from California Accidentally 
Started Hitting 425 Yard Drives!” To 
find this kind of hook. develop an eye 
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for strange or unusual things that jump 
out at you — something that’s impos- 


sible to ignore. 


This is where tabloids can help you. 
Tabloid writers have mastered the art 
of seizing attention through the use of 
hooks and with good reason: They know 


hev'll be competing with 10-15 other 
powerful magazines on the same shelf. 
That’s why Um a proud subscriber to 


= 


he National Enquirer — 1 get great 
ideas from every issue! 


Another example I saw was from 
the Rodale control for Mens Health 
Powerfood Nutrition Plan, the headline 
shows why it’s a straight benefit lead: 


Fuel your body to ... 
GAIN MUSCLE, SHED FAT. 


It’s just a clear statement of benefit, 
which worked because of the fact that 
it's what Men s Health prospects desire 
most. they see the magazine as very 
credible and trustworthy, the magalog 
layout promises lots of value added 
info. and the deck copy/teaser bullets 
are excellent. 


All by itself, and for a lesser com- 
pany, this headline probably wouldn't 
have worked. This shows that if you use 
a straight benefit theme. you need to 
be super-accurate with the benefits you 
promise — that they're what he wants 


most — and you need to have credibility 
out the wazoo with your target market! 


intrigue-Driven Themes 


Another type of theme and lead is 
the intrigue driven. This works best 
when your Big Selling Idea is excep- 
tionally fascinating or nnusual. (1711 
give you some examples in just a sec- 
ond.) 


Often times, this is actually stronger 
than the benefit driven approach. To 
make it work, you really need to have 
& sense for exactly what will grab your 
prospects. and grab them in a way that 
they MUST know the answer. 


Ithink it's important to realize with 
this approach that there IS still a benefit 
— the difference is that the benefit is 
implied without being overtly stated. 
Rather than explicitly leading with a 
headline like. “How to make 436% 
profit ...” or saying. "How to lose 23 
pounds next month.” you're giving 
them an intriguing scenario or question 
that implies the benefit in the answer. 


For example, there’s a famous Ag- 
ora headline that said, "Man Who Said 
"BUY MICROSOFT" in 1988 ... Now 
Says: “SELL EVERYTHING!” While 
this is a very intriguing statement, it’s 
clearly implying the benefit of finding 


profitable stock information from the 
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same man who correctly forecasted the 
huge Microsoft upswing, Information 
which can make you rich in a hurry! 
But you're not promising that overtly. 
making it more intriguing. You see the 
difference, right? 


Another example is Gene 
Schwartz’s famous headline and lead, 
771-Year-Old Man Has Sexual Con- 
gress 3 Times a Day." It's a highly in- 
miguing way to start a promotion — right 
down to the strange phrase "sexual con- 
gress” — and there's certainly an implied 
benefit (that this 71-year-old man has 
found the secret to lifelong potency.) 


But the approach is more rooted in 
curiosity and less direct. 


Again, consider this when your Big 
Selling Idea is especially different and 
intriguing. You can lead off your copy 
with it, getting to the benefit a little 
later than you would using the direct 
approach. 


Proposition Themes 


Gary Bencivenga is the all-time 
master of this one. He knows how to 
craft it so it seems incrediblv appealing 
and believable. Clayton also used this 
type of lead in the launch of Health & 
Healing back in 1991 with fantastic 
results. The essence of it is that you ask 
your prospect to do some kind of simple 
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action or take some easy steps and then 


offer him something very desirable in 


return for it. 


It's best when your Big Selling Idea 
fits into a clear propositional, “If you do 
this. then X will happen” kind of pat- 


tern. 


Opening with a proposition has 

a tendency to disarm vour prospect's 
natural skepticism and make him im- 
mediately more open to believing your 
promises, Why? Because so many ad- 
vertisements offer things for FREE but 
then the prospect quickly finds out that 
nothing is really FREE. There's always 
a catch. 


So over time he becomes very 
skeptical of that word. As much as he 
wants something for nothing, he knows 
there Il be strings attached. On the other 
hand, having to meet a requirement, 
follow a few steps, or exert some kind 
of effort in order to get a desired benefit 
— that's very believable! Humans do 
that all the time. And that's the power 
you harness when you use a powerful 
proposition upfront — you make your 
benefit promises more believable by 
honestly telling your prospect that there 
will be some effort, time or qualifica- 
tions required. 


And, of course, in your deck or lead 


copy you need to quickly show why 
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and how the benefit can be achieved by 
meeting such an easy requirement. 


Here was Garv's headline for his 
Bencivenga 100 Seminar: 


dokiokek 


If You Can Meet the Four 
Qualifications 
Spelled Out Below, 

You Qualify to Be One of 
Only 100 Top Guns Who Will 
Discover ... 

Gary Bencivenga's 
7 Master Secrets 
of Wealth Creation 
for Marketers and Copywriters 


Sok 


Or Clayton's headline for the Super- 
net promotion we'll be going over later 
in this chapter: 


ok xke 


Give me 36 months and PH 
make you $1 million richer! 


Always remember on the proposi- 
tion. 10 make the requirement some- 
thing you KNOW your prospects 
willing to do and make the resulting 
benefit something you KNOW he 
wants very badly. Do these two things 
and vou'll stack the odds heavily in 


your favor! 


Testimonial Themes 


Terc's one that's very under cx- 
ploited — the whole testimonial driven 
theme. In a sense, this approach follows 
the outrageously successful pattern 
Subway used with Jared. It takes the 
Big Selling Idea of personal transforma- 
tion ~ as embodied by a highly success- 
ful customer — and centers the promo- 
tion around it. 


The great thing about this is that 
just about any good client you'll work 
for will have a database filled with tes- 
timonials about their products. They ‘ll 
often even have the contact information 
about the people that sent them those 
testimonials. 


So why not find the two or three 
strongest testimonials your client has 
and call those people up. Ask them to 
tell you how they felt before their prob- 
lem was solved, what their quality of 
life was like, and so on. Then ask how 
their life changed after they found this 
product, how they feel now, what their 
quality of life is like, and whatever best 
expresses their happiness and trans- 
formation. Your goal is to really get to 
the HEART of their experience so you 
can communicate their excitement and 


enthusiasm. 


Ideally, a lead like this is centered 
on a testimonial that the majority of 


m 
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your prospects will instantly relate to. 
Something that they see and think, 
"Wow. that’s incredible! And if it can 
happen to her, it can happen to me." 
Clayton's even gone so far as to get 
photographs of the person with all of 
he things they purchased or photos of 
them doing things they couldn't do be- 
ore — to make the transformation more 
believable and three-dimensional. 


That's why you really gotta get the 
person on the phone and play Dr. Phil 


for 30 minutes, really getting them to 
open up. 


You'll see these types of leads more 
in the health area but they work in the 
financial market as well. And they work 
like gangbusters in the self-improve- 
ment arena! 


Story-Based Themes 


Another closely related approach is 
the story-based theme/lead. Remember 
how we talked about your Big Sell- 
ing Idea having a story element? Well, 
when your story is particularly strong 
-this may be your best bet. 


Story-based themes/leads allow 
you to show your prospect the benefits 
(versus telling them) and often work 
well to stimulate emotions much more 
powerfully. 


The most famous example of this is 
the Wall Street Journal promotion about 
Two Young Men. 


I’m sure you ve seen it. with the 
opening: 


ELETI 


Dear Reader: 


On a beautiful late spring 
afternoon. twenty-five years 
ago, two young men graduated 
from the same college. 


They were very alike, these 
two young men. Both had been 
better than average students. 
both were personable and — as 
young college graduates are 
— both were filled with ambi- 
tious dreams for the future. 


Recently, these two men 
returned to their college for their 


twenty-fifth reunion. 


They were still very much 
alike. Both were happily mar- 
ried. Both had children. And 
both, it turned out, had gone to 
work for the same Midwestem 
company afer graduation, and 
were still there. 


But there was a difference. 
One of the men was a manger 
of the smal] department of that 
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company. The other was its 


president. 
What made the difference? 
LELIII 
By the wav — vou should know that 
this is considered by well-researched 


authorities like Dennis Hatch to be the 
single most successful advertisement 


in history, It has brought in over a BIL- 
LION dollars for the Wall Street Jour- 


nal in aver 30 years! 


And it works so well because it’s a 
simple story that almost anybody can 
relate to. Plus, it makes you curious 
(don't we all wonder how people with 
the same background and intelligence 
levels can show such a dramatic differ- 
ence in achievement?). And, of course, 
it also offers a very strong implied 
benefit. 


In my opinion. another reason why 
these story themes and leads work so 
powerfully is because while they en- 
gage your conscious mind in the story 

they subtly slip the benefit direcrly 
into your subconscious, where your 
deeper beliefs are stored! And since 
people need to first believe before they 
buy. you get one of your most important 
tasks completed quickly and efficiently! 
(Anybody who's read Psycho-Cyber- 
netics — which T highly recommend 


— will understand how much sense this 


makes.) 


So there you have the basic types 
of themes/leads. Together they make up 
the basic building blocks of the more 
complex themes/leads you'll soon see 
in the next section. 


Now You Gan Mix and Match 
Themes with Outrageous Success 


Each example we're about to go 
through does an amazing job of weav- 
ing multiple theme approaches together 
in a seamless fashion. 


This first one is a lead that surpris- 
ingly begins with a price. Bur nor just 
any price. This example starts with a 
creative spin on the price, as you'll no- 
tice was done with the “*23-cent” in this 
headline on Figure 7-1. If Clayton had 
given the full price of the supplement 
bottle (around $33) then it wouldn't 


have appeared nearly as dramatic. 


The Big Selling Idea here is that 
you can cure your heart problems 
— avoiding the terror, suffering and 
potential death — simply by consuming 
a few 23-cent capsules each day. Pretty 


amazing, right? 


It’s the extreme contrast — 23 cents 
versus possibly hundreds of thousands 
of dollars — that makes this lead so 
powerful. So look for creative ways 


m 
D 
oo 
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ARGUABLY, THE GREATEST GH Or Our GENERATION: 


NAMED INSIDE: 


The astonishing health miracie 
1.5 million grateful patients swear by: 


m 50 safe, it's FRA-APPROVED for use in baby food: 


Proven 3 times safer than aspirin — used worldwide for "T ne aes 
56 years without any significant adverse effects reported! The scientific 


f 
pestis Í 
m Se effective, you can actually SEE it working: evidence indicates ` » 

1,823 medical studies prove it works and 1,526 U.S. that fthe substance — i* 

doctors prescribe it every day! named inside] might | 
@ So chean, lis JUST PENNIES A DAY: Just 23 cents eliminate the need | 


per capsule — one-tenth the cost of a gallon of gas! for bypass surgery... 


p equally valid as pre- 2 
+ Heart Clogs Shrunk By More Than HALF! Page 11, sipe!  VERUVE treatment.” | 
+ Open Heart Surgery CANCELLED! .....................Page 18, INSIDE! 


Page 9, INSIDE! 


T — ] 
+ Angioplasty Postponed — INDEFINITELY! . — Dr. Linus 
Page 10, INSIDE! Pauling, 


+ Cosily Blood Pressure Meds GONE! .... 
+ Cut My Cholesterol BETTER Than Anything ......Page 19, INSIDE! ‘oe 
+ Arthritis and Diabetes Symptoms REVERSED! .... Page 5, INSIDE! ` Winning Scientist 


ai 


«+ Homocysteine Levels NORMAL again! ...............Page 7, INSIDE! i gin tt rere 


Bum NEM 


8E your heart 8 siiff. achy joints t high or low blood sugar 8 leg cramps 8 sexual 

difficulties B sleep problems B swollen arms and legs B shortness of breath & back 
pain B vision problems @ cold, numb and painful extremities 8 age-related memory 
problems B enlarged prostate B fatigue B hearing loss B skin problems B and more! 
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to dimensionalize your price as being 
incredibly inexpensive or valuabie. As a 
hypothetical example. let's say that the 
average subscriber to your newsletter or 
service makes $15,000 additional dol- 
lars a year. And your cost is $197. You 
could create a headline like. “Would 
you pay 54-cents a day to make an extra 
515.000 this year?” 


To get that figure. 1 simply divided 
the price of the newsletter ($197) by 
the number of days in the year (365) 
and got that it costs 54 cents a day. And 
since, in this example, the average sub- 
scriber makes an extra $15,000 a year 
~ this creates a truly incredible contrast! 


You get the point — radically dimen- 
sionalizing your price can be a very 
intriguing scenario that grabs your pros- 
pect and reels him in. 


Also, remember that a straightfor- 
ward price lead (i.e. Get a new Sony 
TV for only $99!) doesn’t much apply 
to the kinds of packages you and | write 
— that's more for branded products 
where the benefits. USP, and other ele- 
ments are already very well entrenched 
in the prospect’s mind. 


How Specificity Gan 
Multiply the Power 
ofa Great Hook 


Notice also that the headline provides 


a more emotional element, a "hook." 
and I'm referring 10 the "Heart Surgeons 
NEVER Tell You About!” part. This type 
af "conspiracy" statement has been used 
more and more in promotions over the 


years — so be cautious with it. 


The real trick is to add enough believ- 
ability to disarm your prospects’ natural 
skepticism. In this case. the specificity 
of the "23-cent" element makes it seem 
like something heart surgeons actually 
WOULD keep from the prospect. 


In addition to being something a 
"Conspiracy" theme — it also used the 
"Dominant Emotion” approach — because 
it stirs up the emctions of betrayal, anger 


and the desire for vengeance. 


In general, conspiracy leads work 
phenomenally. Especially when you have 
evidence that there’s been a sham or hoax 
perpetrated against your prospect ... caus- 
ing him to get ripped off, forcing him to 
pay a higher price, robbing him of health 
benefits or financial gains he deserves, and 
sO on. 


Notice also that the running text 
(Figure 7-2) begins by using the story ele- 
ment. Just look at how Clayton used the 
strong visual element of the white powder 
in the photo above to dramatize it. 


Check out the following excerpt. It's 
easy to see why this is such a great exam- 
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24 hours ago, this innocent-looking white powder was clogging 
a human artery, poised to trigger a deadly heart attack — 
or a massive stroke at virtually any moment. 


It was flushed away before it had the chance 
to inflict its damage — with a simple, 
23-cent FOOD ADDITIVE! 


Pronounced 100% "SAFE" by both the FDA and USDA.. 
Proven in 1.823 medical studies over 57 years... 

w^ Used daily by 1,526 enlightened U.S. doctors to 

treat more than 1.5 million grateful heart patients. 


By James Cannon " 
Health News. Special Correspondent 


swallowed two. liny capsules com- 
taining an amino acid so safe. ih 
the United States Food and Drug 


been one of the fortunate ones 
and survived. This plaque might 
just have triggered a mild heart 


E he harmless-looking while 
powder you're fooking ai 
could have been a death 


sentence for John — and a catas- 
traphe for his erie 
Just hours age 
plaque. chog 
system, resirieti 


vital organs, and 


3 Was arterial 


his circulatory 


: blood flow to 


ine the siage 


Ler alone, it had the power to 
turn John — a living, breathing 
human being — into a fading 
memory — a mere suaiisuc: One 
of the 960.000 Americans who 
will he killed by a clogged circu- 
latory system this year. 


Who knows? Jobn might have 


jor à deadly heart attack or stroke, 


Administration has approved i as 
an additive to baby food. Almost 
immediately, it entered his blood- 
stream. secking out, arresting and 
neutralizing the rogue calcium 
deposits that had super-gived this 
plaque to his artery walls, 


attack or siroke. leaving him para- 
lyzed er with diminished mental 
powers, but sil] alive. 


Or. if he was really lucky. he 
might have eseaped with a diagno- 
sis of high blood pressure — and 
a lifetime sentence of drugs that 
may cause skin rashes, insomnia, 
depression. Kidney damage and 
even rob him of his sexuality. 


Then, in an act of supren 
irony. the very blood that this 
plaque had once blocked quickly 
swept it to his kidneys where it 


e 


But now. this once-savage was unceremoniously evicted 
killer is as harmless as a teaspoon — from John's body as a component 
of sugar. of urine. 


Because a few hours ago. John 


HEALTH NEWS/ Winter 2008 * For more information, call TOLL-FREE 1-809-471-4007 
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ple of combining dominant emotion with 
story telling: 


Sek oak 


“The harmless looking white 
powder could have been a death 
sentence for John — and catastro- 
phe for his grieving family. Just 
hours ago, it was arterial plaque. 
clogging his circulatory system. 
restricting blood flow to his vital 
organs. and setting the stage for 
a deadly heart attack or stroke.” 


Ahk ok ae 


It continues to dimensionalize the 
pain and misery that John narrowly 
avoided, leading into the chelation 
miracle and our oral chelation prod- 
uct. (The promotion was a big hit and 
mailed profitably for years.) 


T's amazing how this lead/theme 
accomplishes so many things! It does 
ALL the following: 


1. Alerts the prospect of a conspiracy 
against him. stimulating feelings of 
shock and betrayal ... 


t» 


It contrasts the price of the product 
with expensive medical procedures 


in a thrilling way, offering a benefit 
and stimulating the greed emotion 


Tt taps into the prospect's natural 


[m] 


fear about plaque in his arteries 


and the deadly health problems 
he's being exposed to ... 


4. It bribes him into reading by offer- 
ing a very intriguing story ... 


And the entire time it offers TONS 
of credibility on why this treatment 


[9 


is for real, bow it's worked for 
others. why it’s so safe and much 


more. 


See if you can steal these concepts and 
apply them to your current promotions. 
ultimately weaving them all together in a 
lead that's impossible to put down! 


Why Your Theme 
MUST Fit the Editor or 
Spokesperson Behind it 


This next promotion — featured on 
Figure 7-3 — is for Sharon Parker’s 
Undiscovered Stocks, and it’s quite a 
dandy! (Sharon’s amazing — a gorgeous, 
successful financial editor ... but that’s 
a whole different story!) As you can see 
the lead and theme are clearly benefit- 
based, around the topical events regard- 


ing military spending. 


Back in early 2002, just a few 
months after 9/11, the air was filled 
with stories surrounding a new war. We 
had already entered into a war with Af- 
ghanistan and much of Washington was 
pushing aggressively for war with Iraq. 
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BUADRUPLE YOUR MONEY As These Obscure Firms 
Cash In on the Government’s New 


On January 10, 2002, President Bush signed the 
biggest defense spending bill in 13 years, all but 
GUARANTEEING U.S. defense firms a $1 TRILLION 


Proprietary ; 
Investment intelligence windfall over the next 36 months. 
From Sharon A. Parker Buy the stock of the 7 often-overlooked defense 


whose stocks companies NAMED INSIDE now — within the next 
piled up to 86.1% TEN DAYS — BEFORE they become the Goliaths of 
profits DURING today's super high-tech arms race — to double, 


; EON ONT d triple, even quadruple your money in 2002 and 
beyond! 


In this report: 
88 Urgent Terrorism Bulletin: Rome 
How President Bush's new 
anti-terrorist campaigns will add 
billions in military spending and 
make a few hand-picked compa- 
nies — and their investors — even from 
PCM ef ——— Page 4 2 how 
High-tech marvels 

of the 21st Century: 
Astonishing new weapons 

that are revolutionizing 

warfare as we know it.......Page 5 


z 7 Defense Diamonds you 
can’t afford NOT to own: 
And why they'll quadruple your 
money within 36 months or even 
LESS ccs ies eec P Ue S 


www. makepeacetotalpackage.com 263 


The Ultimate Desktop Copy Coach 


It occurred to Clayton that since his 


prospects were already likely having an 


“inner” conversation regarding the wars. 


lying a profit opportunity to them could 
be very well received. This promotion 
is the result: he dramatically connected 
the current war with the Taliban ... 
plus the imminent war with Iraq ... and 
the explosively hostile circumstances 
around the world ... along WITH the 
defense-spending bonanza that was 
about to iake place. 


Sharon had a small but powerful 
list of relatively obscure firms — whose 
stocks could be purchased cheap — that 
would likely EXPLODE in value as 
the military spending skyrocketed. As 
the editor, she was a proven master at 
recognizing and recommending these 
“undiscovered” stocks. So there was a 
very real opportunity for prospects to 
make up to four times their money. 


So how'd Clayton know this was 
the best way to go? As I mentioned, he 
was pretty certain that a strong claim 
connected to the topical discussions 
of imminent war would do a good job 
of grabbing his prospect’s attention. 
And also that this type of claim and 
approach fit in perfectly with the style 
and track record of the editor, Sharon 
Parker. 


How to Maximize the 
Selling Power of 
Your Editor or Spokesperson 


This proves a profitable point: how 
you select your theme will depend very 
strongly upon the voice behind the 
message (the editor. doctor, etc.). Had 
Clayton tried to base an entire promo- 
tion around a very fear-driven, apoca- 
lyptic forecast — as he often does for 
Dr. Martin Weiss (like the “Take Your 
Money and RUN” example earlier) — it 
would've almost certainly bombed. 


Why? Because that’s not Sharon’s 
cup of tea, not her style at all. She has 
no real track record in this kind of pre- 
diction (in stark contrast with someone 
like Dr. Weiss) — rather. her niche is 
finding hidden value in stocks the main- 


stream has yet to discover. 


To make this idea of defense spend- 
ing and massive profit potential seem 
more believable. notice how the copy 
immediately leads off in the deck with 
the statement: "On January 10th. 2002. 
President Bush signed the biggest de- 
fense spending bill in 13 years, all but 
GUARANTEEING the U.S. defense 
firms a SI TRILLION windfall over the 
next 36 months,” (A key part of this 
pitch is getting the reader 100% certain 
this spending is going to take place. 
Without that, the rest of the copy means 
diddly squat.) 
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Then the next line adds urgency: 
“Buy the stock of the 7 ofien-over- 
looked defense companies NAMED 
INSIDE now — within the next TEN 
DAYS ... to double, triple and even 
quadruple your money in 2002 and 
beyond!” Since the promotion claims 
the prospect could make (double, triple 
and possibly quadruple your money) 
isn't she the most unique one in the 
investment world? Clayton felt it was 
important to also give the prospect an 
extra urgency push right upfront. 


But the opening lines of the running 
text ARE unique. Rather than jump 
right into the profit opportunity, the 
stocks, or impending wars — he instead 
romanticizes the technological miracles 
being created and funded by defense 
companies. And not just any old type of 
echnology. this was SERIOUS TECH- 
NOLOGY that would force the military 
into many billions and trillions of dol- 


ars in Spending. Very intriguing stuff. 


Plus. it helped prove a point pre- 
sented in the copy — these ultra-ex- 
pensive “war toys” demanded HUGE 
spending ... spending that would make 
these companies and their lucky inves- 
ors rich! 


Ultimately this theme/lead com- 
bines three approaches: topical. big- 
benefit and intrigue-driven. And it 


weaves them all together in a way that 


perfectly fits in with the editor s style 
and investing approach. 


Taking the Conspiracy Theme 
ta the Next Level 


On Figure 7-4. you'll see another 
supplement promotion, this time for a 
CoQ10 product. The headline, *CoQ10 
Conspiracy!" is very obviously the be- 
ginning of a conspiracy-type. emotional 
ead. which I've seen work like gang- 
busters in multiple industries. 


The Big Selling Idea is essentially 

his: "There's a reason why CoQ10 is the 
most expensive nutrient in the world — and 
has a library full of A-level research sup- 
porting it... if works! But it hasn't worked 
or YOU, because you've been consuming 
the WRONG version of it. To discover the 
right version. and get all the amazing heart 
health and energy benefits it offers, simply 
read inside." 


Clayton had several different options 
or this promotion and tested each one. 
The first was a big benefit lead. offering 


the reader a chance to "energize every 

cell in his body." The second was a USP 
version asking the prospect, "Why haven't 
you had your CoQ10 miracle yet?" The 
third was this one, which pulled in a much 
higher average unit of sale (AUS) than the 


others. 
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3 here's a reason why — at a staggering $800 per pound — raw Coenzyme 810 
may be the single most VALUABLE nutrient on the planet: 300 studies by 
researchers in [8 countries have PROV eia N 
Prize- Winning substance really can help: 


$ Energize your heart, vonr brain and 
your muscles... 

$ Maintain normal blood pressure and } 
rhythm. and banish ci 

© Insulate vou from deadly 
make vou old and sick befo 


i Tn thi his eru ucial bid i 


URGENT CONSUMER il WARRING & THE ASTONISHING 
| Three shocking reasons why 90% of NEW DISCOVERY 
| the CoQ10 sold today only wastes your 
i money and iezves you feeling fired. 
[o oda and sick, ar 


Far 3 TIMES the energizing power... 3 TIMES the 
heart-helping power... 3 TIMES the antioxidant 
power... 3 TIMES the health power... 
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To me, it’s a little surprising that this 
type of approach works as well as it does. 
But the more T examine it. ] see how much 
more visceral and attention grabbing it is 
than benefit or USP leads. They re a lot 
like the shocking headlines you see on the 
covers of tabloids! 


Also. T think a big reason why con- 
spiracy leads work well is that they take 
something the prospect is or has been 
frustrated by and then frames itin a way 
that brings their frustration and anger to 
the surface. Many. MANY people have 
taken CoQ10 supplements and haven t ex- 
perienced results. So while thev certainly 
hadn't necessarily been thinking there was 
a “conspiracy,” framing the situation as 
one certainly made for a powerful atten- 
tion grabber. 


It also creates an enemy — the compa- 
nies peddling CoQ10 products that simply 
don't work and are NOT absorbable. This 
now makes the prospect's feelings of be- 
ayal and his anger over being ripped off 
actionable. 


Throughout the lead Clayton emphasiz- 
es the need for CoQ10 and how proven it 
is to provide all of these miraculous health 
benefits. You see that right up front on the 
cover, where the copy states that “300 stud- 
ies by 20 researchers in 18 countries” have 


proven its effectiveness. 


Then, on Figure 7-5. he deepens the 


"reasons why” you need CoQ10 in the 


very first line of the running text. "Energy 
is life.” This. combined with CoQ10's 
documented effectiveness builds the case 
for why the prospect absolutely MUST be 
taking this product. 


Another Amazing Thing 
About this Theme 


Surprisingly, there’s a TON of credible 
research and medical authorities that back 
up the power and effectiveness of CoQ10. 
Many prospects had heard about it, be- 
lieved it was something good to take. and 
tried it. But very. very few were aware that 
this much credible. exciting proof stands 
behind this nutrient. So notice how the 
overall impact is multiplied by proof and 
credibility! 


Later. once the prospect is thoroughly 
convinced about the benefits. he exposes a 
dangerous flaw in virtually every CoQ10 
product on the market - that they are NOT 
absorbable! That's a treacherous hoax 
that's been costing them their hard-earned 


dollars. health and well-being. 


Then, when he finally presents the ac- 
tual product he's promoting (on page 13 of 
a 24-page magalog) and shows how it really 
is more effective ... the choice becomes an 
IQ test. Tf you care at all about your health. 
your energy levels and how long you'll live 
... accepting this genetous offer is à no- 
brainer! 


The moral of this story: Wheu selecting 
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At $900 per pound, Coenzyme 010 
may be the most precious natural healer on the planet. 


The U.S. National Institutes of Health. the world’s top researche 
and leading cardiologists swear it helps energize failing heart 
and aging brains... low ers your blood pressure... neutralize 
naa helps cells repair and reproduce normally... and 
orks dozens of other miracles throughout vour body.. 


So why haven't you had YSR Col10 miracle yet? 


By Michael Cutler, M.D. 
Energy is life. 


Without sufficient enerey. your muscles lose Food and nuirit ds suppl 
their strength and stamina — and you Jose your the fuel your bod 
ve — your "get-up-and go." F: bui id ican 1 pen. 

lethargy... and depression can la i 
and life be: gins to p ou by. 


That's the kinds of "energy cris 


“you can 
— right down 10 vour bones! 
much energy would a 


NONE —right? Unies 
i let the spark plugs 
You see. your body is made up ef more than produces no energy at all 
100 willion living cells, Every kind of cell 
suc in your body — your skin. hair. eves and 
cartilage. joins and bones... vour 
brain. lungs, liver. heart and other organs — nee 
enormous amounts of energy every second of 
every d 


And when you feel that way. you can bet your 
bonom dollar that something else is happ: 
inside you - something insidious... 


Without plenty of energy. your cells or 
heal. keep you healthy, or eive vou the energy. 
strength and siamina you need to enjoy life, 


ee ne vasto iy 
you thrive. And I know for a J 
ji nenied 
your body what ii needs to 
i 


ness and energize your life. 


Do you know where this cellular energy 
comes from? 


So why do so many healih-co 
| treat. cure OF prove 


FOR MORE INFORMATION, CALL TOLL-FREE 1-800-746-4513 TODAY! 3 
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your lead/theme, look for opportunities to 
position any frustration or problem your 
prospect experiences as a conspiracy, hoax 
or swindle. If you can make this Big Selling 
Idea believable, you'll seize and hold his 
attention more effectively than just about 
any other way. 


Also, don’t overdo it. Just convince him 
that there are some injustices going on and 
that you’re here to help protect and liberate 
him. You don’t need to necessarily carry 
the tone throughout your entire promotion 
— Clayton didn’t in this case. 


He used the conspiracy idea just 
enough to convince his prospect thar: 
a) He should have experienced healing 
miracles from taking CoQ10 but didit 
... b) He didn't because all these careless 
and possibly corrupt companies sold him 


a product that could not be absorbed ... 
and c) If he wants to get back at them and 
experience the guaranteed health benefits 
he's been missing, he simply needs to send 
for this risk-free trial offer! 


Frustration Can Be Rocket Fuel, 
IGNITING the Momentum 
of Your Theme and Lead 


Figure 7-6 features the now legend- 
ary Supernet package Clayton and Bob 
Hutchinson wrote for Tony Sagami's, 
Stocks on the Move. It mailed profit- 
ably for over THREE YEARS - a feat 
almost unheard of in the investment 


eee ee iii 


market! And one especially mind-bog- 
gling. considering the rough times the 
industry saw after 9/11. the Tech Wreck 
and other dismal periods. 


] think it worked incredibly well for 
several reasons. While the Internet was 
booming in many ways. many pros- 
pects were already getting frustrated at 
slower speeds and complications. As 
the world-wide-web multiplied in size. 
what would happen to online access? 
The answer was that something simply 
HAD to change. And if prospects didn’t 
yet know it yet. they certainly FELT it. 


This made the Big Selling Idea in- 
credibly solid and seductive: The "old" 
Internet was getting slower by the day 
and quickly becoming obsolete. And the 
new Supernet — based on new fiber op- 
tic technology — would usher in a new 
era of speed and performance! 


Plus, this new era would give inves- 


tors the opportunity to multiply their 
money like never before! This proposi- 
tion (“Give me 36 months and I'll make 
you $1 million richer!^) worked like 
gangbusters because: a) Most investors 
saw the original Internet boom and made 
nothing. which was incredibly regretful 
and frustrating ... b) Clayton and Bob 
documented the profit investors missed 
as proof of the possibility awaiting the 
prospect NOW ... and c) They showed 
specifically how a select few companies 
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‘THE OLD INTERNET IS DEAD. 


Get ready for windfall profits 
of 3,000%...5,000%...up to 7,500% and MORE 
with the all-new, blazingly-fast 


From Tony Sagal, 


URGED CLIENTS TO 
“SELL ALL TECHS” at 
NASDAQ's exact top on 
March 25, 2000, and... 


€ GUIDED CLIENTS TO 
TECH-WRECK PROFITS 


plunged 34.7% in March 
and April. 
Hot a flash in the pan! 
Tony Sagami has... 
8$ DOUBLED his clients 


money every 2 1/2 years 
since 1993... 


i BEAT THE S&P 500 


the OMY stockpteser whe... 


OF 416% even as NASDAQ 


i 
i 
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Dear fellow investor: 


hink it's impossible 
to make $200,000... 
$500, ,O00...up to 
$1 million or more on a 
$20,000 investment? 


Try to tell that to investors” 


who put $20,000 down on 

today's Internet giants! 

S YAHOO! jumped 3,471%: 
And every $20,000 in- 
vested grew to $714.286... 

i8 America OnLine jumped 
.4,8809«: Every $20,000 
| grew. to $950.000.. ` 


E Microsoft jumped 5,800356: 
Every $20,000 grow ` 
to $1.8 million... 

U EMO jumped 7,150%: 
Every $20,000 invested 


grew to $1.45 million, 
And. 
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Read the enclosed intelligence réport now to discover 
the stocks that will turn a $20,000 grubstake into $200,000... 
| $500 ,000.. up to $1,000,000 or even MORE! 


m aps Uniphase soared 
7,550%: Every $20,000 
grew to $1.55 million... 


.In a single year, 


< Broadcom would have more 


than quadrupled your money 


^,.— turning a $20,000 invest- 


ment into $84,333. That 
same $20,000 investment in 
Oracle would have made you 
$163,636 richer...Conexant 
would have netted 
$264,000... 


A $20,000 investment in 
LYCOS would have handed 
you $372,000...Dell would 
have given you $590,000... 
Intel would have given you 
$580,000.,.and ERAY would 
have made you $996,000 
Ther 


-.4nd Netscape would 
have made you $133,333 
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— with virtual monopolies on this new 
technology — will make themselves and 


their investors a tortune. 


Just as you've seen in nearly every 
example. this theme and lead combined 
a variety of elements. It was topical, 
capitalizing on the growing idea that 
the Internet would need to undergo a 
dramatic change in order to continue 
growing and working. It was emotional, 
capturing prospects’ feelings of frustra- 
tions with missing out on the huge. 
HUGE profit opportunities from the 
original Internet boom. 


Plus, it brought to the surface their 
feeling of growing daily frustration 
over Internet speeds and performance. 
And finally, it was VERY benefit-driven 
— Tony's subscribers could make more 
on this than virtually any other area of 
the investment world, with less risk 
than they might expect! 


Notice how the lead off sentence 
addresses the prospect’s skepticism 
over such a large claim. Because the 
statement. “Give me 36 months and PI] 
make you $1 million richer!” needs to 
be quickly substantiated or readers will 
think. “Yeah, right!” 


Why Proof Can 
Make or Break the Power 
of Your Opening 


To prove his point, Clayton and Bob 


began by documenting what $20,000 
would have meant in profits on many of 
the original Internet stocks ...$714.288 
... $950,000 ... $1.2 million ... $1.45 
million ... up to $1.53 million! Amaz- 
ingly, this is something they did instinc- 
tively. This statement not only made his 
promise of big profit seem believable 

— it perfectly captured their prospects 
frusuation over missing out on the huge 
numbers from the original Internet 
boom. 


TONS of investors had been both 
consciously and unconsciously kicking 
themselves over this missed opportu- 
nity. And they DID NOT, under any 
circumstances, want to miss out the 
second time around! 


The lead sentence of the running 
text. "I won't mince words with you — 
buying these stocks now is a no-brainer, 
slam-dunk: Like buying JDS Uniphase 
at a spilt adjusted $3 a share, before it 
soared to $155 ... or Network Solu- 
tions last year at $20 a share. before it 
rocketed to $255,” is very direct and 
powerful when the credibility is there to 


back it up. 


Then right after documenting the in- 
credible possibilities of this opportunity, 
the copy taps into the prospect's frustra- 
tions over Internet speeds and perfor- 
mance problems. For example. there's a 
line later in the lead that says. “I don't 
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know about you, but those things (per- 
formance/speed problems) make me 
want to drop-kick my computer into the 
next county!” This is a perfect example 
of a sentence that resonated with this 
prospect's feelings and got him to nod 
his head, 


One of the main insights to take 
away here: If you can relate your pres- 
ent promise and opportunity to a frus- 
trating. previously missed one — you'll 
burst out the gates with a TON of 
momentum. The trick is that it’s got to 
be something your prospect has thought 
about or has clearly had running 
through his mind. That was the case 
with the original Internet boom. You 
shouldn't have to educate him too much 
.. if at all. If you do, you're already on 
shaky ground, 


Proven Secrets and 
Dangerous Pitfalls 
You MUST Know When Using Fear 


The Millennium Meltdown pack- 
age you see on Figure 7-7 combines 
many of the secrets we’ ve learned here. 
In terms of the lead/theme — Clayton 
discovered and selected it by going 
through all of Howard Ruff's (the editor 
in chief) most recent newsletters. 


He found that the hottest topic — the 


one that resonated most with readers on 


a practical and visceral Jevel — was the 
Y2K problem. At the time. nobody in 
any position of authority seemed ter- 
ribly optimistic about the solution. And 
TONS were at stake! The prospect was 
at risk of losing his money. his invest- 
ments and much, MUCH MORE. 


Overall. it’s very much a topically- 
driven, dominant emotion (Fear) lead/ 
theme. The benefit is not super-positive 
or overt — rather it’s the implicit prom- 
ise of evading the wrath of the huge 
crisis. 

The inside cover contains the head- 
lines. “Blood Will Run in the Streets? 
and "If the Power Grid Goes Down ... 
it is All Over.” Both quotes were from 
very credible sources, making the fear 
emotion more powerful and penetrating. 


And the deck copy preceding the 
running text doesn't list benefits or go 
into any other claims about the likeli- 
hood of the crash. Rather, it provides 4 
well-documented examples of serious 
problems that have already occurred 
because of this dangerous glitch. Prob- 
lems that are just a taste of what’s to 
come as authorities fumble around try- 
ing to prevent the imminent disaster. 


Since the fear-based lead is very pow- 
erful in a wide variety of markers. I rec- 
ommend you pay close attention to what 
Im about to reveal ... 


aaa 
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[Urge You, 
Don't Misuse 
the Fear Emotion! 


Case in point: I remember once 
sending a fear-based piece of copy toa 
senior writer and getting it totally evis- 
cerated. He told me, “Its a common 
rookie mistake to think you can just 
scare your prospect into buying from 
you. That doesnt work." And I saw 
some younger writers make this same 
mistake at Clayton's Power Marketing 
Summit in 2006. Now 1 see what he 
meant. 


It’s a VERY common mistake. 


But fortunately through trial and 
error, and by working directly with 
Clayton. I’ve discovered three proven 
secrets about using fear effectively in 
your theme. Here they are: 


First of all, if you use fear, it must 
resonate — i.e. something the prospect 
is already feeling. You can’t try to 
make him afraid of anything — that's 
the same thing as trying to educate 
your prospect. Instead. you can only 
lap into and amplify the fear he’s cur- 
rently fecling. 

In this case of the Y2K Meltdown, 
people were already aware of the ef- 
fects — Clayton just brought this fear 
to the surface and showed them how 


much the event could impact their 
wealth and well being. 


The second thing to realize about 
fear leads is that you shouldn’t 
overdo it. It must be in line with the 
nature of the event and your prospects 
feelings. If you take it over the top, 
your prospect simply gets frustrated 
... throws his hands up in the air and 
walks away. SALE LOST. So this is 
the tricky part — and what separates the 
A+ writer from the rookie — you must 
know exactly how far to take it. And 
also weave in the believable possibility 
of a solution at exactly the right places. 
Otherwise you'll lose him. 


Again, this was done perfectly in 
the Millennium Meltdown package on 
Figure 7-7. While fear was used heav- 
ily in the beginning, Clayton quickly 


got to the possibility of a real solution 
— in the form of his product! Again. 
fear alone never works as a theme 

— you need a positive motivation as 
well. 


The third thing to realize is that 
pushing the “fear” emotion is just like 
pushing ANY other claim. You need to 
back it up like crazy with proof, proof. 
PROOF! I see pieces of copy that make 
this mistake all the time — rhey try to paint 
this ugly, horrifying picture that’s built 
upon the flimsiest argument in the world. 
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So if you take anything out of 
this section, please take these three 
points to heart. In this day and age, 
ear is always a strong lead pos- 
sibility. Especially in the investment 
and health markets. But you MUST 
know how to use it. Understanding 
and applying the lessons of this sec- 
tion could make all the difference 
between blockbuster success and a 
otal flop. 


How ta Make it Seem 
Like Harvard is Pitching 
Your Product 


On Figure 7-8, check out the 
"Cholesterol's Evil Twin" package 
for a Vitamin D product. Health 
Resources considered (and even 
tested) several different approaches, 
but here's the one that won out. 
This is clearly a dominant emotion 
lead, based on fear. and it links the 
need for a vitamin D product with 
the fear our prospects already had 


around high cholesterol. 


The headline for this magalog 
(not visible here) is “Cholesterol’s 
Evil Twin!? — and it's very attention 
grabbing. Again, it looks a lot like 


something you'd see on the cover of 
the Enquirer. 
The deck copy. “Why 438.000 


of all heart victims die with 


HEALTHY arteries ..." is very 
intriguing and mentally stimulating. 
because it challenges the very com- 
monly held idea that heart attacks 
and problems all stem from high 
cholesterol and blocked arteries. 
Then the third line. 7... And the as- 
tonishing new discovery that could 
help cut YOUR risk IN HALF!” 
gives the prospect a clear benefit 
and selfish reason to continue on. 


But the single biggest lesson 
here is visible on Figure 7-8. It has 
to do with the positioning of the 
problem and the product. Essen- 
ially, Clayton positions the problem 
and the solution as something that 
he very highest research institu- 
tions have been struggling to solve. 
Then by the time the solution is 
presented, the prospect ALREADY 
BELIEVES in it! 


It’s like an unspoken. yet very 
powerful pre-endorsement for our 
product. He’s already thinking. 
“Hey, I really need this nutrient" 
BEFORE the copy reveals 


product based on it is being offered. 


hat a 


So how does he make this 
work? Midway through the lead, 
there’s a line: “Now top scientists at 
Harvard and a major British Medi- 
cal Research Institute have found 
the culprit that kills up to 438,000 
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Continued from front cover ... 


have high blood pressure ... and have 
healthy, virtually cholesierol-frec 
corenary arteries! 

WHY do nearly a half-million Amer- 
icans with unclogged arteries still die 
from heart and brain disasters every 
year? Why do millions more suffer 
high blood pressure and other sudden 
circulatory crises? 

The answer to that single question 
has become the “Holy Grail” for thou- 
sands of medical scientists al many of 
ihe world's most presi 
institutions — and for good reason: 

It could help them SAVE hundreds 
of thousands of lives in the U.S. — and 
MILLIONS around the world — every 
year! 


Now, at last ... 

The New England Journal of 
Medicine just announced the 
surprising answer! 

When pathologists examine victims 
with healthy arteries, they typically find 
a smali, seemingly harmless speck of 
plaque has suddenly burst ... formed a 
clot ... lodged in a smaller or slightly 
narrowed artery farther downstream ... 
and has starved the heart or brain for 
blood. 


Bur what causes these "small" 
plaques to suddenly rupture, triggering 
a massive heart or brain disaster? 


The startling answer could save your 
life ... 


America's leading 
investigative health 
reporter. 


ince 1969, Bob Livingston 

has spoken out against the 

scams, hypes and decep- 
tions of the medical industry. 
Readers of his newsletter, The 
Bob Livingston Letter, count on 
Bob for up-to-date and factual 
advice on their health and wealth. 


In this special issue of Health 
Breakthrough News, Bob reveals 
ihe surprising cause of America's 
#1 silent killer. 


i —— ntsc 


ao 


@ When researchers at the Harvard 
School of Public Health followed more 
than 120,000 men and women for 
many years ... 

They found people whose blood 
tests showed the greatest evidence of 
inflammation in the bloodstream — 
were a whopping 70% MORE LIKELY 
TO SUFFER A HEART DISASTER 
than those with ihe lowest levels. 


El When rescarchers at Brigham’s 
and Women's Hospital 2nd Harvard 
Medical School went a step farther, 
looking exclusively at women who 
had suffered heart catastrophes ... 


They found healthy women whose 
blood contained the most evidence of 


Cut Your Risk of a Heart 
or Brain Disaster BY HALF! 


A healthy diet and exercise can help unclog arteries 
— but if you're not ALSO minimizing inflammation 
in your body, you're still vulnerable! 


- Heart and Brain 
|. disasters due to 


Ctiolesterol's EVIL TWIN 


inflammation were FOUR TEMES more 
likely to suffer a furure cardiovascular 
event than women with less evidence of 
inflammation. 

BI When researchers at the London 
School of Hygiene and Tropical Medi- 
cine studied patients who had suffered 
even mild infections ... 


They reported that a bout of the fu, 
or even a gum infection might raise the 
risk of heart and brain risk over the 
next few days because of an inflamma- 
tory effect on blood vessels. 


Medical Shocker: 


Inflammation does 
MUCH more than just damage 
hearts and brains! 

Inflammation is nothing more than 
your body's natural response to injury 
and infection. 

And just about everyone — and 
especially those of us who have already 
celebrated our 50th birthdays — has 
some level of inflammation in their 
bodies nearly all the time! 


Any cul or scrape can result in 
infection and inflammation. $0 can 
infectious bacteria and viruses that vou 
ingest or inhale. 

Chronic health problems can trigger 
dangerous long-term inflammation in 
the body. too. Most joint and blood 
sugar problems send inflammation 
throughout your body. So do gum 
problems ... skin rashes ... inflamma- 
tory bowel proble -. and many 
immune deficiency problems. 


Even a splimer in your finger, 
swollen gums or an in-grown toenail 
could wigger an inflammatory response 
capable of turning plaque into a deadly 
heart or brain bomb! 


What's more, inflammation is also 
the root cause of many of today’s most 
common health problems 
inflamed joints ... 
more! 


like sore. 
skin conditions and 


Put simply, nflummation does more 
than just threaten your heart and brain. 
it can also turn your life imo a living 
hell of sickness. costly and toxic drugs 
and repeated surgical procedures. 

Discover Nature's most power- 
ful inflammation fighter NOW! 
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people with healthy arteries each year 
—and have placed astonishing NEW 
life-saving. health-giving power into 
your hands!" He names the credible 
sources that have "found the culprit” 
and “placed” this miracle into the 
prospect’s hands. 


Notice how this technique reduces 
resistance right off the bat! As a pros- 
pect you don’t feel like vou're reading a 
pitch — you feel like your getting thrill- 
ing news from the world’s best research 
institutions. The copy explains how 
for decades “scientists have struggled 
with a great mystery” but just recently 
the New England Journal of Medicine 
discovered what happened to “the other 
half.” 


And then it’s built up, with the para- 
graph: “The answer to that single ques- 
tion has become the “Holy Grail” for 
thousands of medical scientists at many 
of the world’s most prestigious health 
institutions ..." 


Which sets up the dramatic revela- 
tion (the first subhead on Figure 7-8): 
"Now. at last ... The New England 
Journal of Medicine just announced the 
surprising answer!” 


By the time Clayton inuoduces 
the product, the prospect is already 
thoroughly convinced that he needs the 
nutrient these studies have shown will 
protect him. Provided we do a good job 


of positioning ours as the best product 
and make the offer a no-brainer — the 


sale is made! 


Making These Secrets 
Work for YOU 


WOW! There's a lot of challenging 
material to digest in this chapter. But 
then again — this is one of the few most 
important parts of your copy — its what 
you MUST handle before sitting down 
to craft a single word. 


Just to recap ... To nail down a win- 
ning theme/lead, you must look closely 
at the following variables: 


Your prospect — his dominant emo- 
tions about the subject at hand, his rele- 
vant beliefs, his deepest "core" desires ... 


Your product — what the features 
are, what the functional benefits are, 
what the emotional benefits are and the 
overall essence of what you're selling ... 


Your spokesperson standing up 
front and selling the product — his or her 
beliefs, ideas, personality. style ... 


The present state of your market 
- is level of mamurity/sophistication, the 
competition. the trends ... 


The current events related to your 
subject — what's happening in the news, 
what issues are affecting vour prospect, 
product and market ... 
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Once you've done all this — and you've 
got what you believe is a powerful Big Sell- 
ing Idea in place — you're in the position ta 
pinpoint the best possible overriding theme. 


Get your creative juices flowing by ask- 
ing yourself. "Given this information. what's 
going to resonate most strongly with my 
prospect? What's most likely to grab his at- 
tention and get him nodding his head? What 
would be the most powerful bribe for his 
time?” Keep asking these questions, keep 
digging through your research ... refine your 
Big Selling Idea to perfection ... and the 
right theme will inevitably begin to emerge. 


By continuing to expose yourself to lots 
of different packages in a variety of industries 
(like you're doing by studying this course). 
you'll build up stronger and stronger instincts 
for exactly what will work each time you be- 


gin a new package. 
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Theme is how you present your Big Selling 


Idea. Every element of copy is an extension of 
the theme ... especially your Lead (the intro). 


Theme is one of the first things top writers 
like Clayton think about when approaching an 
assignment. When you get it right, everything 
else seems to magically flow onto the page. 
Your copy remains strong. even if you make 
other mistakes. 


1. When considering your Theme. closely 
examine: 


a. Your Prospect. 

b. Your Product. 

C. Your Spokesperson. 

d. The present state of your market. 


e. The current events related to your 


subject. 


to 


Choose your Theme(s) approach that best 
matches your Big Selling Idea, and then 
brainstorm how you might present it. 
Remember, you can choose one or more of 
the following approaches ... | 


a. Topical theme | 


b. Dominant resident emotion theme 


p—— ÀÁ———————— ——————— d 
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c. Big benefit theme ee is Notes -< 


d.  Intrigue-driven theme | 
€. Proposition theme 


f. Testimonial theme 


qa 


Story-based theme 
h. Conspiracy theme 


3. Once you've matched your idea 10 a 
Theme approach. use the tips provided 
for that approach to help plan how vou're 
going to structure your core message. It | 
doesn’t have to be perfect. just a detailed 
brainstorm that better fleshes out what 
you're going to say. 


Do this and include it in the running docu- 
ment that you've been working on all along. 
Again. we'll continue to refine and organize it 


as we move through this process. 


uuo—— A MP—[SE LP ad 
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The Simple “A-B-C” Process | 
That Makes Your Copy | 
invincible isk eee 
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in this Chapter... 


m Why Gene Schwartz once said “One fully be- 
lieved promise has ten times the sales power of 
ten partially-believed promises ..." 


m The invisible “A-B-C” process virtually every 
A-list copywriter uses to annihilate his pros- 
pect’s objections. Makes buying your product 
seem like the most sensible thing he could ever 
do... 


m How to create a perfectly organized, crystal 
clear advertisement — as easy as 1-2-3! 


m And so much more! 
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opywriting legend Eugene 

Schwartz once said, "One 

Sully believed promise has 

ten times the sales power of 
ten partially-believed promises. " 


That’s exactly what this chapter 
is all about: The formula I'm about to 
reveal shows you exactly how to cre- 
ate “one fully believed promise" after 
another ... so that selling becomes an 


absolute breeze! 

We both know that advertising isn't 
getting any easier. Prospects are grow- 
ing more skeptical by the minute, and 


it's harder than ever to get them to be- 
lieve what you say. 


But the good news is that if you — 
like Clayton, myself and others — grasp 
this powerful skill, your copy will be 
filled with an almost magical power and 
clarity. You'll] then be lifted above com- 
peting products and writers. 


Perfect this secret, and your adver- 
tising will take on an "invisible" force 
that gets prospects believing and buying 
more than ever before. Essentially. this 
process is about creating the underlying 
architecture for your ad — so that you say 
everything at the right time and place. 


What They Never Told 
You About “Reason Why" Copy 


If you've read books by the masters 


— like Hopkins. Collier. Schwab. Ogilvy 
... or even the e-letters by modern mas- 
ters like Bencivenga — you ve heard the 


term “reason why" copy. 


T's where you load up vour sales mes- 
sage with ALL the reasons why the pros- 
pect should purchase. (When someone once 
asked David Ogilvy if he was a believer in 
“reason why” advertising. he replied, “Is 


there any other kind?") 


So you've heard about it. You've 
read about it. Bur do you reall: know 
how to DO it? 


The hidden foundation of the "rea- 
son why” process — what you'll be hard 
pressed to find ANYBODY talking 
about ~ is that your copy MUST have a 
clear, logical progression. 


This means: 1) beginning with facts 
your prospect already knows, believes 
or can easily document using third party 
sources. 2) connecting new benefit 
promises and claims, step-by-step, to 
those facts you've already established 
in your prospect's mind. 


This way, your “reasons why” 
— those little guys that support your 
claims and make them believable — are 
constantly built into your copy's pro- 
gression. 

Let me explain. Say you're selling 
investment properties in Florida. You 


i2 
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could begin by documenting several 
facts: 


1. Real estates prices in Florida 
have jumped by an average of 10% 
each year for the last 2 years. 


2. My client's average gain over 
that period has been $100,000, approxi- 
mately $50,000 each year. 


3. Top analysts predict prices will 
Shoot up another 1096 in 2007. 
CLAIM: Investing in the Florida 


properties I show you will make you at 
least $50,000 in 2007. 


Do you see how the first three facts 
make up "reasons why" the final claim 
is true? And do you see how each fact is 
related to each other, and how each sup- 
ports the central claim? 


This element of your copy is essen- 


tial because ... 


This Process Is 
the Real Secret to Persuasion 
Because it Builds BELIEF! 


The reason your copy MUST have 
this logical foundation is because it's 
the deepest. most effective way to build 
belief. 


Your prospect MUST believe before 
he buys. It’s that simple. 


So your job is to build a bridge 
between facts your prospect already 


believes (or can be easily proven) right 
now — and the ultimate facts he must 
believe if he is to accept your benefits 


as true. 


ONLY after your prospect accepts 
this first fact, is he ready to be taken to 


the second one. 


This process determines the content 
and overall structure of your ad. It also 
affects arrangement of all your claims, 
benefits. proof. sidebars ... EVERY- 
THING you need to create as an ad 
writer. 


Think of the Florida real estate 
example above. If you were writing a 
full promotion claiming that your pros- 
pects could make $50,000. you'd begin 
claiming and then proving each step 
in the sequence. After your headline 
and deck, you'd jump into explaining 
and proving how prices have jumped 
10% each year for the last 2 years ... 
then you’d document and prove how 
your clients have gained an average of 
$100.000 in that period ... and then you 
prove why nearly every top analyst be- 
lieves prices will shoot up 10% in 2007. 


So when you sit down to work on a 
project, start by asking yourself, “What 
must my prospect believe in order to 
make this purchase?" Now jot it down. 


Then proceed to ask, “What must 
my prospect believe first ... second ... 
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third ... and so on, in order to conclude 
that this is the opportunity of a life- 
time?” Take each of these points and 
begin arranging them clearly and logi- 
cally. 


This is one ofthe single most pow- 
erful ways to enhance your clarity as a 


writer. 


And Clarity is Always a 
Copywriter's Best Friend! 


One of the most agonizing mistakes 
we see in beginning writers ~ often 
writers of ALL levels — is lack of clar- 
ity. 


It's almost like the writer's trying 
to throw a bunch of random thoughts at 
the prospect until the prospect is willing 
to do anything — even buy the product 
— just to shut the writer up. 


Tust remember — when vou address 
prospects, you are talking to people 
who are busy, distracted and over- 
whelmed with competing advertising 


messages. So, it goes without saying 
that, to get and keep his attention, your 
message must be high impact, personal, 
and benefit-rich. 


But to keep your prospect with you 
from beginning to end ... something 
else is needed: He must never feel as 
though you're wasting even a second 
of his time. And that means your sales 


copy must also unfold in the tight, ratio- 
naj process l've just outlined for you. 


This process prevents the following 
deadly *deal-breakers" from ever find- 
ing their way into your copy. I'm talk- 


ing about landmines like ... 


... Allowing your prospect to get 
confused or disoriented at any point. 


wondering where you're going... 


... Frustrating him with the feel- 
ing that you're moving too slowly or 


bouncing around without a purpose .. 


... Maybe even leading him to sus- 
pect that you're going nowhere ... 


... Or worst of all, revealing a fatal 
flaw in your logic — creating the impres- 
sion that your argument is flimsy and 
doesn't hold water ... 


Each one of these weaknesses is a 
landmine that can instantly destroy all 
of the hard work you've done. Carefully 
thinking through this logical, step-by- 
Step process is a sure-fire way to make 
sure that these copy-killers never get a 
chance to rob you of readership. 


Creating Your Own Logical, 
Ballet-Proof Argument 


Let's go into a deeper example 
taken from a promotion Clayton wrote 
in 2006. Everybody was especially frus- 
trated about the skyrocketing gas prices 
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in 2006 and oil has been an incredibly 
hot topic. 1f you were attempting to 

sell a special report about how to build 
wealth with oil stocks, for example, you 
might employ a chain of logic that goes 
something like this ... 


Point #1: Oil stocks are soaring in 
value — up 112% since 2004. 


Point #2: Certain oil company shares 
are positively skyrocketing in value — one 
company alone has jumped 1,000% in the 
last 6 months! Others are up as much as 
50776 in the last three months! 


Point #3: MY oil stocks — the ones 
T've begged, pleaded, nagged and cajoled 
my readers into buying — have positively 
exploded in value: 1f you had followed ev- 
ery recommendation ] made since Novem- 
ber 2004. your $10.000 investment would 
now be worth more than TWO MILLION 
DOLLARS. (You'd list winning stacks and 
growth for each one.} 


Point #4: In the last six months 
alone, we’ve bagged profits of up to 
800% on oil stocks (You'd romance the 
profitable recommendations the editor has 
made and how much richer his subscribers 


are as a result). 


Point #5: It is NOT too late for you 
to profit from this great gas price explo- 
sion. (You'd insert bullets on the supply 
and demand fundamentals that can't help 


but drive gas prices higher in 2007 and 
beyond). 


Point #6; PLUS — soaring demand 
means gas prices (and therefore oil/ener- 
gy stock prices) will continue to explode 
higher (You d describe the enormous new 
demand slamming the market from China. 


India, weaker U.S. dollar. terrorism, etc.). 


Point #7: Dwindling supplies mean 
gas prices will continuc to skyrocket 
(You'd dimensionalize how tight supplies 
are}. 


Point #8: Ordinarily, this kind of 
soaring demand alone would be enough 
to double oil/energy stock values. And 
tight supplies alone would normally be 
enough to drive prices sky-high. Now, 
with demand soaring and supplies tighten- 
ing ai the same time. it’s a no-brainer: 
Gas prices and oil stocks are going to soar 
whether YOU are ready to profit or not! 


Point #9: All you need is the RIGHT 
oil stocks — and I've discovered exactly 
which ones they are. I’ve done extensive 
research finding exactly the right picks 
— based on the same methodology that’s 
given me such a powerful track record. 
These are stocks that Wall Streets hype 
machine knows nothing about, but they 


won't stay that way for long! 


Point #10: To make sure you do NOT 
miss the boat this time, I want to send 
you my report with the hottest oil stocks 


-I.ve 
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to buy now — FREE with your no-risk trial 


subscription to my monthly newsletter. 


Wow. Now THAT'S a Jean, mean, 
airtight chain of logic. lt begins with two 
facis the reader already knows and/or that 
can be easily documented using third party 
sources: Gas prices and oi] stocks are soar- 


ing. 


Then, it documents a new fact (the suc- 
cess of the editor's past recommendations) 
and shows why there's still plenty of time 
to get your share of the profits. 


Can you see how each point builds 
logically upon the pomt made before? Do 
you get how the prospect feels as though 
each point brings him one step closer to the 
wealth he desires? 


Finally. it leads the prospect to the 
inescapable conclusion that since the stock- 
picker's last recommendations would have 
made them millionaires, his NEXT ones 


could make him a not-so-small fortune! 


Now, imagine how it would have been 
weakened if vou had interrupted this clear, 
cold. irrefutable logic with a wild goose 
chase on the history of oil ... or how it has 
revolutionized modern society for over 100 
years or some other soybean filler. 


Plus. as an added benefit ... 


This Secret 
Makes Your Writing Process 
So Much EASIER! 


One of the primary causes of 
writer's block is not knowing exactly 
WHERE you're going with each section 
of the copy. On the other hand — when 
the direction of key points is logically 
organized like the example above — the 
writing process becomes very clear 
and obvious. And your copy practically 
writes itself! 


Now sit down for a second and 
imagine you are beginning a project 
(or forget imagining it, and actually 
DO it right now!). You've extensively 
researched your product, prospect and 
market ... you've uncovered the best 
benefits available ... you've matched 
proof elements to those benefits ... 
you've discovered a Big Selling Idea. 
and a theme approach that matches it ... 
NOW WHAT? 


Well, the process of writing an ad is 
very much like making a case for your 
product, via a personal conversation 
with your prospect. 


So give everything you've uncovered so 


far — what would you say? 


Think about it and then simply make 
your first point. Support it with reasons 
why. Move onto your next point. Support 
it with reasons why. And so on! There's 
really no room for writer’s block because 
everything is laid out in a crystal-clear, 


linear fashion. 
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I believe that Clayton’s dedication to 
this process is what's made him one of the 
fastest copywriters m the business today. 
Once he's created a logical outline — using 
this process — (just like you saw in the 
earlier example about oil stocks). he’s able 
to immediately ZOOM through the copy, 
point-by-point until he's got a draft done. 


It happens quickly. easily and with 
little or no hesitation. 


And having worked with him for years, 
T can tell you that it WORKS. It’s so much 
easier to write and write FAST — once I’m 
clear on the exact direction I'm going with 


each and every section of the copy. 


In fact, I can't imagine NOT having 
something like this in place before begin- 
ning my draft. 


Plus. it's given Clayton another incred- 
ible advantage very few writers ever even 
consider. It's something you MUST ask 
yourself before you present a single benefit. 


You see - before they begin — master 


copywriters ask themselves ... 


How Prepared is 
Wy Prospect to Believe 
My Benefits? 


Because the masters KNOW they 
can strengthen the impact of their ben- 
efits by better preparing their prospect 
for those benefits. 


Put differently, the effectiveness of 
your benefits depends on how well pre- 


pared your prospect is to receive them. 


For example. let's say you're selling 
a product that can help people cut their 
risk of heart attacks in half and it’s got 
nothing to do with reducing cholesterol. 
It's actually a vitamin D product. (This 
is the scenario we saw in the "Choles- 
terol’s Evil Twin!" example from last 
chapter. We'll talk about it more in just 
a second.) 


Now most people have heard of 
vitamin D and they believe that there's 
some benefit. But they're not prepared 
to believe that vitamin D - something 
that has no impact on cholesterol — can 


slash their risk of heart failure in half. 


Getting back to the idea of prepara- 
tion: It's counterintuitive — but just as 
Clayton did in his vitamin D promotion 
- you'll often have to delay revealing 
your best benefits unti] your prospect is 
fully ready to accept them. Ultimately. 
his belief ia what vou're offering de- 
pends on the amount of logical prepara- 
tion you've done. 


This Is Also Why 
Putting a Big Benefit in Your 
Heatlline Can Often Be 
DISASTROUS 
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One of the reasons big benefit head- 
lines often bomb is this: Your prospect 
is simply NOT yet prepared for them! 


Think about it. In many cases. our 
direct mail or online prospect doesn’t 
yet know us. He doesn’t care about who 
we are. Yet here we come barging into 
his life with this big, complex and over- 


whelming promise. 


There's been no establishing of a 
relationship; and no sequential build- 
ing of any kind of logical or emoticnal 
agreement. You can see why so many 


ads fail with this approach. 


But this also reveals why dominant 
resident emotion headlines work so 
powerfully, Rather than ask your pros- 
pect to believe some big, questionable 
promise upfront. these headlines say, 
"Hey - I FEEL what you FEEL. Let's 
talk." And if you've done your job 
and targeted the right emotion, you'll 
get him nodding his head and saying, 
“Yes!” 


Plus, as human beings, we naturally 
tend to respect and favor those who 
sympathize with how we feel. This 
causes your headline — and the entire 
argument you connect to it — to strike 


a deeper chord in your prospect. We 
love, seek out and remember the things 
that impact us most emotionally — just 
think of how often this works on the big 


screen. 


And once you've gotten this first 
emotional acceptance, you use it to 
logically build a bridge to your benefits, 
leading him through each promise and 


proof. step-by-step. 


This is exactly what Clayton does 
in his Dominant Emotion packages. 
He leads with a strong, auention-grab- 
bing emotional headline, explains and 
expands on it in his deck copy, and 
then quickly builds a bridge to his main 
benefits. You'll see some fantastic ex- 
amples of this in just a moment. 


In fact, this is similar to the ap- 
proach used by master salespeople in al] 
areas of business. You see ... 


Master Salespeople Know 
How te Get Him Saying, 
"Yes, Yes... YES 


The hallmark of a great sales person 
is the ability to earn one “Yes” after an- 
other until the prospect is ready to say 
"Yes" to a final purchase decision. 


As a copywriter or marketer you can 
create the exact same thing by using this 
logical process. Done right, you initiate a 


series of “Yes” responses m your prospect. 
getting him to nod his head in agreement 

... Slowly building momentum in the direc- 
tion of accepting your bigger. more power- 


ful benefit promises. 


Doesn't that make sense? If you start 
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with a fact that’s already known or easy 

to prove. your prospect s initial response 

is "ves." Then if vou move logically trom 
that agreement to the next point or fact. the 


response will most likely be "ves" again. 


And so on and so on. 


By exploiting this pattern. you're get- 


ting your prospect in the unconscious habit 


of saying "Yes" and almost automatically 


agreeing with what you say. This is a BIG 
added benefit! Because even when your 
claims are not irrefutably connected. by us- 
ing this process they'll feel like they are. 


Remember that advertising is a game of 
impressions. If you can give your prospect 
the impression that your claims are backed by 
an iron-clad chain of reasoning, it’s as good 
as if they actually are! 


You'll become like the cagey veteran 
athlete who knows how to win whether 
he’s “on” that day or not. Because there'll 
be times when your copy isn't all that it 
could be. for a wide variety of reasons. But 
having this structure in place will make 
even your weakest pieces of copy feel 
much more credible and proven, and they I] 
pull more as a result. 


Of course. I’m not saying to be dishon- 
est or manipulative. All I'm saying is that 
in instances where you're making the same 
claims as competitors — where you have no 
distinct advantage — usine this structure will 
often give you one. Your copy will make 
iore sense. and i'll (eel more believable. 


Trigger Words for 
Extra Ammo in this Process 


There are a variety of expressions 
that boost the persuasive power of logi- 
cally constructed arguments. These logical 
"trigger" words should be laced into every 
single presentation of benefivclain you 
make. indicating that each new benefit you 
present follows from something already 
established and agreed upon. 


These are phrases like: 


"Do you ...?” followed by 
"Then 7 

“If...” followed by "Then ...~ 
"The reason for this...” 

"The reason why ..." 
"Because ...^ 

“Thus 

“Therefore ...~ 
"Consequently ..." 
"Here s why 

"As a result 7 

“In fact...” 

"Due to the fact that...” 


Pepper these powerful words through- 
out your copy. especially in the areas where 
you're transitioning from one benefit to the 
next. 

For example. let's say you claim that 
"This new time management program will 


shave hours off of your daily tasks.” 


www.nuakepeaceroralpackage.cont 289 


The Ultimate Desktop Copy Coach 


There are a couple of ways you could 
follow that claim using the words and 
phrases above. You could say, “And con- 
sequently, you'll have more time to do the 
things you love." Or you could say, “The 
reason why this program saves you hours 
is because it systematically weeds out the 
nine most common time wasters from your 


day.” 


Putting these 
Powerful Persuasion Tools 
Together 


Tn general, cach benefit claim you 
make needs to be immediately followed 
with proof and documentation or the chain 
will be broken. The proof must be submit- 
ted at exactly the right moment in the logi- 


cal sequence, 


Here are some additional ways to 
boost the effectiveness of this process that 
are explained very excellently in Eugene 
Schwartz's. Breakthrough Advertising. 

d highly recommend you check it out 
— more about it in Chapter 13.) You can 
use: 


-.. Parallel paragraphs — An example 
of this would be if you began several criti- 
cal paragraphs with the line, “It’s a fact 
that ..." Or you could create a series of “If 
... Then” paragraphs that start with an es- 
iablished point and then take advantage of 
the structure to make the new point more 
believable. Doing this creates a bridge in 


your prospect’s mind that connects his 
agreement with a previous claim to your 


newest one. 


... Words of causality — connecting 
sentences and paragraphs with the logical 
“trigger” words (the ones listed earlier) 
to give the copy the fee! that each point 
comes logically from the previous one. 


... Tic-in phrases — starting sentences 
with phrases that te it into the previous 
one, like "and" ... "but? ... "there's more” 
and so on. 


You can also repeat the same form 
and wording of your proof. This creates 
the feeling that you've got more and more 
evidence proving what you say. beyond a 
shadow of a doubt. (Clayton did this in a 
recent health package. He continually re- 
peated the statement. “What these research- 
ers found ... What these researchers found 
... What these researchers found ...") 


Copy constructed logically and us- 
ing these tools develops a feeling of IN- 
EVITABILITY - like there's no chance 
that your product or service won't 
deliver. Your prospect will feel like he'd 
have to be completely insane not to ac- 
cept your offer. 


Beeper Analysis 
That'll Remove ANY Guesswork 


From this point on, I'm going into 
a series of in-depth examples that re- 
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veal how Clayton's used this process in 
winning promotions. Let me warn you 
—this process is not as sexy as headline 
or bullet writing. Nobody’s going to be 
shouting your name across the Internet 
because of the killer Jogic found in your 


copy! 


But that’s all the more reason to 
power through these examples. This skill 
is something very few writers have mas- 
tered, and it’s something that can insrarily 
put you ahead of those who don't under- 
stand or use it. 


Once you get this secret under your 
belt, every other tactic you learn or know 
as a copywriter becomes that much more 
powerful. That’s because when you har- 
ness the strong momentum and clarity this 
process gives you. your package's other 
elements shine in their full glory. On the 
other hand. when you lack clarity and 
strong progression from section to section 
of your copy, almost nothing — including 
the world's greatest headline — will save 
you. 

So again I URGE you. work through 
each example and see the power of the 
reasoning process. Clayton's own results 
in using this secret (and those of the writ- 
ers he’s mentored) speak for themselves. 


Also, PLEASE NOTE: Many of these 
logical points were extracted from the 


FULL promotions — and you're seeing 
only a small fraction of the promotion in 
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his Chapter. Don't let this confuse you. 
It’s the only way we could do it, given 
our format. 

Just follow the points and notice 
how logically they flow together. This 
will give you the ability to study exam- 


ples on your own, figure out the exact 
argument ... and eventuallv create pow- 
erful arguments like this on your own! 


Okay. on to the analysis! The first ex- 
ample you see on Figure 8-1 is one with 
Nancy Zambel] as the editor. In it, Clayton 
takes the topical trend of the “old” Inter- 
net dying and the emergence of the new 
Supemet. (It was a successful knockoff of 
the other Supernet promotion, covered in 
our last Chapter.) 


From that initial premise, he then 
builds an A-B-C argument that leads 
his prospect all the way to the doorstep 
of making a fortune in the new Internet 
boom. IF he acts fast! 


Here're the steps in the argument: 


1. Getting in early on the old Internet 
boom would have made you a for- 
tune. DOCUMENTATION: Yahoo 
jumped 2512% ... AOL jumped 
1538% ... Microsoft jumped 153896 
... EMC jumped 1302% ... the list 
is endless! Turning $20.000 into 
$200,000 or more was very possible. 


2. But now the “old” Internet is 
quickly dying. DOCUMENTATION: 
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THE OLD INIEHNET IS DEAD! - 
12.4 hillion unsolicited 


spam emails PER DAY could 
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'm convinced that the new ultrafast WIRELESS SUPERNET is 
going to make SOMEBODY AT LEAST four tirnes richer — 


NOT YOU? 


No guarantees — but the Six 

stocks revealed INSIDE could easily 

turn a $20,000 grubstake into $80,000 ... 
$185,000... $175,000... $200,000 or even more! 


Heck — one of them ALREADY HAS! 


Dear Fellow Investor: : 
ra it's impossible to make $200,000 or more on & $20,000 
investment? 
Try telling that to investors who put $20,000 down on the great 
guecesses of the Internet heyday! 
* YAHOO! jumped 2,512%: Every $20,000 invested grew to 
$522,491... 
| * America Online jumped 1,538%: Every $20,000 grew to 
$327,587... f 
: f * Microsoft jumped 1,421%: Every $20,000 grew to $808,124... 
By Nancy Zambell from | + EMC jumped 1,802%: Every $20,000 Invested grew to $280,340, 
UnDiscovered Stocks, ants 


E * JDS Uniphas d 2,688555: E 20,000 i 
the investment analyst AME "ty ns SEINE 


i 
| 
i 
i 


that’s posted gains of | Ina single year, gene could have more e quadrupled your 
Of 3 money — turning a $20,000 investment into $84,353. That same 
up to 147% in 8008 820,000 investment in Oracle could have made you $165,656 richer 


... Conexant could have netted $264,000 ... 


A $20,000 investment in LYCOS could have handed you 37200 


uii EL Over please ... 
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The 12.4 billion spam messages each 
day have overloaded it, millions of 
new visitors from around the world 
are jumping on. and credible sources 
are reporting that access has continu- 
ally become slower and more prob- 
lematic. Already many e-mail ac- 
counts are shutting down, downloads 
are failing and delays are becoming 
commonplace. 


This is because the “old” Internet 
is based on an antiquated system 
of frayed copper telephone lines. 
DOCUMENTATION: Even DSL and 


cable have limited “technology,” with 


a total capacity that slows down each 
lime a new visitor jumps online. 


To keep the web alive, a new 
system WILL be needed. DOCU- 
MENTATION: In fact. it’s already 
taking place. It’s based on fiber 
optic cables, connected to Wi-Fi 
transmitters. Engineers claim that 
soon this technology will enable us 
to be online at speeds 3 BILLION 
times faster than today's fastest 
modems. 


With this new trend guaranteed, 

we'll experience a new Internet 

boom that will make at least 6 

companies and their investors very 

rich. DOCUMENTATION: Just 

look at the original Internet boom. 9. 
Together these six companies hold a 
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virtual monopoly on the technology 
that MUST be put into place for the 
Wireless Supernet to take effect. 


Gains of up to 500% are very pos- 
sible. DOCUMENTATION: I've 
Scrupulously researched each of 
these stocks and they're available 
now for as low as $12 a share. Since 
lesser stocks have shot up to over 
$100 or even $200 in times like 
these. I'm convinced that stocks like 
this one will easily jump up to at 
least $60 a share, a 500% gain. 


It's NOT too late to get in on 
these six companies. DOCUMEN- 
TATION: All are still trading at a 
price well below what they will be 
as the Wireless Supernet takes off 
and millions of miles in fiber optic 
cables and wireless systems have 
to be put into place. 


For more reasons to believe me, 
just Iook at my track record. 
DOCUMENTATION: I helped my 
readers profit up to 147.65% — with 
an overall average of 16.2% in the 
worst bear market since the Great 
Depression. I’ve also recently 
helped my readers to gains of up 
to 521% on stocks just like the six 
companies I reveal in my new Gi- 
ants of the Supernet Portfolio. 


To get all the information you need 
to invest profitably in these six 
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companies, you just need fo send 
for your FREE copy of the Giants 
of the Supernet Portfolio. Ws yours 
FREE for trying out my Undiscov- 
ered Stocks service. 


Do you see how much sense this 
argument makes? If you're interested 
in investing and get all the way through 
the copy arguments, chances are HIGH 
you'll be sending in for the FREE re- 
port and becoming a subscriber. 


This is the real architecture of per- 
Suasion! Few gurus ever impress the 
importance of this process upon their 
students. which is a total shame. 


Just imagine two writers going up 
against each other: One with a focused. 
undeniable argument guiding their 
prospect from headline to close ... and 
the other with a bunch of random sales 
points, hopefully strong enough to get 
the job done. It's obvious who the win- 
ner's going to be. 


AStep-By-Step Template 
for Success in the 
Financial Market 


Once vou understand the way this logi- 
cal process works, you can pretty much ap- 
ply it to any market and ramp up the power 
of your response. Here's a logical template 
I pulled out of winning financial promo- 


lions, after repeatedly seeing it work. 


It's a very similar patiern to the promo- 
tion we just analyzed and if you write for 
the investment market, I urge vou to steal 
it for your own packages. It can be easily 
adapted to any investment product or ser- 


vice you're promoting. All you do is: 


|. Identify the trend that will change 
your industry ... 


2. You document how profitable a 
similar trend was for investors ... 
3. You give all the reasons why/proof 


of how this new trend is INEVI- 
TABLE ... 


1. You explain and prove why the 
companies you've discovered are 
all but guaranteed to explode in 


value as the trend fully emerges ... 


You document the editor's track 


w 


record in making money during 
similar trends or periods, with 
stocks just like these ... 


6. Then you close by offering the 
prospect ALL of this profitable info 
on these stocks — plus a whole slew 
of additional bonuses — simply by 
accepting a risk-free trial of your 
main product or service! 

Demonstrate each of these steps in 
thrilling, credibility-filled copy and you 
can t help but write bigger winners in the 
investment market. 
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Creating irresistible Momentum 
with Each Successive Step 


On Figure 8-2 and 8-3, you'll find 
an example from a promotion with 
the headline, *QUADRUPLE YOUR 
MONEY In The Coming ... DE- 
FENSE SPENDING GOLD RUSH!” 
It was part of a test panel Weiss Re- 
search did shortly after the 9/11 crisis 
-an alternate version to the Sharon 
Parker Undiscovered Stocks promotion 
we analyzed last Chapter. It went out 
at a time when almost everyone in the 
government was pushing for war. In- 
ereased military spending was an iron- 
clad certainty. 


Plus. it wasn't just the Middle East 
— our enemies from all over the world 
now seemed to have growing access 
to weapons. And each is threatening 
to unleash a variety of assaults on US 
homeland security. 


Here's the argument that Clayton 
used: 


1. Our President believes that 
the solution to protecting US 
homeland security is to drasti- 
cally inerease military spending. 
DOCUMENTATION: That's why, 
on January 10* 2002, President 
Bush signed the biggest defense 
spending bill in 13 years, guar- 


anteeing US defense firms nearly 


Ww 


$1.2 TRILLION dollars over the 
next 36 months, 


This spending spree is absolutely 
IRREVERSIBLE. DOCUMENTA- 
TION: President Bush increased 
spending even before the war on 
terrorism WITHOUT the backing 

of Congress. Now that Congress is 
100% behind him, this new bill he just 
signed is only the tip of the iceberg! 


But buying the mainstream “de- 
fense” stocks will NOT get you rich! 
DOCUMENTATION: The “big boys” 
like General Dynamic, Lockheed and 
Northrup Grumman are all gigantic 
defense players. But the problem is 
that even billion-dollar windfalls have 
limited effect on their profits. Plus, ev- 
erybody knows about them and began 
buying the second the defense spend- 
ing news hit the headlines, They've 
seen all the growth they're gonna get 
from this trend. 


On the other hand, I’ve hand- 
picked 7 “undiscovered” defense 
firms, which are all dirt cheap 
right now but set to soar as our 
government's record-breaking 
spending kicks in. DOCUMEN- 
TATION: My research and analysis 
shows that they're each hugely un- 
dervalued and have contracts being 
finalized that could easily double, 
uiple or quadruple each company's 
value as the Pentagon goes on its 
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QUAORUPLE YOUR MONEY In The Coming... 


DEFENSE SPENDING 


GOLD RUSH! 


President Bush and the US Congress have now pledged 
to spend more on defense than the rest of the world does 


Proprietary Investment 
Intelligence From 
Sharon A. Parker 

whose stocks 
piled up to 86.19; 
profits DURING 
the Tech Wreck 

i of 2000-2001 


In this report; 
53 Urgent Terrorism Bulletin: 


How President Bush's new 
anti-terrorist campaigns will add 
billions in military spending and 
make a few hand-picked compa- 
nies — and their investors — even 
tichiet. sies as Page 4 
EE High-tech marvels 
of the 21st Century: 
Astonishing new weapons 
that are revolutionizing 
warfare as we know it.......Page 6 
$5 7 Defense Diamonds you 
can’t afford NOT to own: 
And why they'll quadruple your 
money within 36 months or even 


— put together: 


.«. Nearly $1 TRILLION over the next three years alone! 

Thanks to this once-in-a-lifetime windfall, profits will 
jump an estimated 16% per year at General Dynamics ... 
25% a year at Northrop... and 74% annually at Lockheed! 

... But that's nothing: The smaller, undiscovered defense 
companies INSIDE will DOUBLE — and then DOUBLE 
AGAIN - and make early-bird investors — RICH! 


By Sharon A. Parker 
Editor, UnDiscovered Stocks 


he ONE THING you can 
be sure of in today’s uncer- 
lain investing environ- 
ment is that a handful of key 
defense companies — many of 
which are sull being completely 
overlooked by investors — will 
reap an absolute once-in-a-gen- 
eration windfall as long as Presi- 
dent Bush is America’s Comman- 
der-in-Chief. 


The US military was abso- 
lutely GUTTED by nearly a 
decade of Clinton's ever-shrink- 
ing military budgets, combined 
with ever-expanding military 


adventures in Bosnia, Kosovo, 
Somalia, West Africa, and else- 
where. 


Under the Clinton Adminis- 
tration, the US military suffered 
substantial declines in its 
strength, including a 17% reduc- 
tion in attack aircraft... a 15% 
decline in naval bawleship 
forces... and a 2446 drop in the 
number of operational heavy 
bombers. 


Now, with the world sudden- 
ly more dangerous — and with 
the US military in sad shape — 
President Bush has no choice but 


Dlease turn 
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to spend hundreds of billions to to shore up our 
defenses. 


Thats why the budget recently passed by Con- 
gress and signed by the President includes a mas- 
sive increase in defense spending — an amount 
equal to nearly $1.2 TRILLION for the next three 
years! 


So whats the best way to multiply your money 
as this windfall begins flowing into defense com- 
panies? 


Sure — you could buy the stock of defense 
giants like General Dynamics ... Northrop Grum- 
man, and Lockheed. But these are gigantic com- 
panies. Even billion-dollar windfalls have a limit- 
ed effect on their profits. And besides, everybody 
knows about those stocks. They began soaring the 
minute news of this new defense spending gold 
rush hit the headlines. 


Instead, Tve found a small handful of undis- 
covered — and yet utterly indispensable — 
defense companies that will double, triple. even 
QUADRUPLE as the Pentagon goes on its shop- 
ping spree. 

I'm talking about a precious few smaller firms 
that provide critical components and technologies 
the defense giams NEED to build their smart 
bombs, navigation systems and communications 
networks: Companies that will explode in size as 
these contracts are awarded! 


And that’s precisely why, if you're looking for a 
locked-in trend with the power to double, triple, 
or even quadruple your money in 2002-2003, you 
couldn't do beuer than with the stocks I'm about 
to introduce you to. 


We're buying these companies now — while 
they're still cheap — and BEFORE big Wall Street 
institutions discover who they are. 


And I want you to join us as we ... 


TOW Richer Defending America! 


My name is Sharon A. Parker, editor of the 
UnDiscovered Stocks service 


My job is to find great companies that have 
been overlooked or ignored by 99.9% of all 
investors — compauies on the verge of major 
breakthroughs. That way, you can buy them 
while they're still cheap, just BEFORE Wall 
Street discovers them and drives their prices 
through the roof! 


Logical — right? Absolutely. And heres proof: 


My simple, but sure-footed approach handed 
us profits of up to 86.1% even DURING the great 
tech wreck of 2000-2001... 


» Burr Brown, up 64.1% 

» Andrx up, 50.4% 

» TriQuint Semiconductor, up 66.6% 

» Powerwave up, 70.4% 

» Advanced Digital Information, up 79.3% 
»- Symantec, up 67.6%, 

» MiniMed up 35.7% 


Now, we're getting ready to do even better — 
with a tiny handful of little-known defense con- 
tractors that are about to come into a massive 
hundred-billion-dollar windfall in the coming 
Defense Spending Bonanza. 


Right up front, there are three things you 
need to know about this opportunity: 


l. This trend is absolutely irreversible. In 
fact, even before the war on terrorism, the Presi- 
dent had already launched the largest waste-cut- 
ting campaign ever at the Pentagon in order to 
spend even MORE on these new weapons systems 
than Congress wanted to give him. Now Congress 
is behind him all the way! 


2. This has the highest probability of suc- 
cess of any investment I've seen in à decade. 
Theres no such thing as a 100% guarantee im any 
stock — but these stocks are just about as close 
as you can get, in my opinion. And in confusing 
times like these, thats saying a LOT! 


An urgen 
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shopping spree. And the best part is 
— nobody knows about them yet! 


It’s a fact that I have a proven 
track record of finding market- 
specific stocks that the rest of 
Wall Street doesn't know about 
— stocks just like these you're 
about to discover. DOCUMENTA- 
TION: We did it successfully with 
wireless and biotech two years 

ago and then last year on health 
care. We piled up profits of 79.3% 
.. 67.6% .. 
stocks during these periods. 


. 64.1% and more on 


Falso guided subscribers to 
profits of up to 86.1% in the 
tech wreck — a time when 95% 

of investors lost nearly everything 
they had. DOCUMENTATION: 
Here are examples of 13 picks that 
profited dramatically during that 
painful crash. 


From the Mercury Computers 
that control airport security ... 

to a leading missile manufacturer 
». to a company who makes mili- 
tary-specific microchips ... each 
of these 7 companies is perfectly 
positioned to explode in size as 
the spending takes place. (Docu- 
mentation on this claim is too long 
for this section. This is the entire 
middle of the promotion — where 
each stock is romanced, and a sub- 


argument is made for why each one 
will be incredibly profitable.) 


8. To get in on these 7 incredible 
opportunities, you simply need to 
send for your FREE copy of my 
Undiscovered Defense Diamonds 
Portfolio, You get it FREE simply, 
by accepting a risk-free trial to my 
Undiscovered Stocks service. 


As you can see, this is such a clear and 
factual sounding argumeat! It starts with 
the easily verified and true claims about 
conflicts that threaten the US. These are 
facts anybody watching or reading the 
news would agree on. 


Then it moves to the factual inevitabil- 
ity of increased military spending. 


By the time it gets to the idea that the 
editor has undiscovered stocks that could 
be very profitable, the prospect has a TRE- 
MENDOUS amount of momentum to agree. 


From that point on. Clayton simply 
bolsters Sharon's credibility bv presenting 
her excellent track record ... then explains 
and proves the potential of these individual 
stocks ... adds testimonials. bonuses and 
the guarantee — and finally moves on to 
closing the sale. 


Mastering this Process 
Heins You See Deeper Benefits 
that Others Don't 


Figure 8-4 and Figure 8-5 illustrate 


www.makepeaceroralpackage.com 


The Simple "A-B-C" Process That Makes Your Copy Invincible 


Hearty ALERT 


NEW FOR 2005: 45 leading doctors and scientists from Harvard, Duke, 
Tufts, Baylor —and 50 other top medical research institutions —reveal the 
amazing discovery that's literally turning medical science ON ITS HEAD! 


A Healthier BRAIN Is 
The Best Doctor Your 
BODY Will Ever Have! 


HARVARD ... 


UCLA ... DUKE ... TUFTS ... BAYLOR ... and many other top 


medical institutions reveal amazing brain-builders that can help you: 

9$ Make scx GREAT again! 

& Prevent. even REVERSE heart discase, stroke. cancer, 
arthritis, chronic fatigue — even PARKINSON'S and 
ALZHEIMER'S! 

LI ands much, MUCH MORE! 


@ Boost your 1Q, sharpen your memory and erase 
depression! 

a Sharpen your VISION and intensify your HEARING! 

9 Rediscover the joy of deep, REVITALIZING SLEEP! 

@ Build a s balletproof TMMUNE SYSTEM! 


Introducing one Ja the Pane greatest health =e of our generation 


as it turns out, it should have been 


n your heart. you know there 
all along ... 


must be a better way: An 

effective way to prevent and 

reverse the cffects of aging ... 
to cure what ails you now ... and 
to block a future health crisis. 


1 hope youre re: 
vou're about Lo per: T 
a veritable explosion oi Sp i 
health and super. pote 


A An urgent Medical Bulletin 
from Br. Ray Sahelian— widely 
respected as America's leading 
authority on enhancing mental 
function, mood and memory. 


But prescription drugs and 
surgery not only fail you, they also 
expose you to horrific side effects. 


: And even some of the natural 


remedies you've wied haven't 
worked. 

Tm here to give you that better 
way: An astonishing, medically 
proven breakthrough in health and 
healing that’s standing the medical 
profession on its head—where, 
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My name is Rav Ea 
and this urgent Medical Bulleun is 
being sent to alert you to a truly 
groudhrcaling discovery in prevention 
and healing—a breakthrough that 
may well be one of the single 
greatest medical advances of our 
generatorn. 


When your brain is well nourished, 
not only does it help you think, lcarn 
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"Within a few 
hours of taking 
[the supplement 
named on 
41], I notice my 
vision to be improved. Colors 
are more vivid and everything 
is in betler focus." 

— Kevin, a 28-year-old actor 
from Los Angeles 


qm ads E ess ux cues 


and remember better ... not only does it erase 
depression and unleash your natural creativity ... it 
also has all the building blocks it needs to cure your 
body and to keep yeu in the prime of health! 

Alter more than 20 years as a saenust, medical doctor 
and natural supplement specialist, it has become clear— 
when you put this secret to work for you, the healih 
nuracies begin almost immedimelyt 


First 
Bl Depression flees and your life becomes mfused with 
youthful joy and vibrant mental energy. 


@ You find youre abie to focus more mtensely, think smaner, 


react more quickly, and work more productively. 

E The siecl-trap memory oí your youth is reawakened., 
allowing vou to learn and remember as well as you did 
decades ago! 

E Your creative abilities return with a vengeance, 


Bi To your utter amazement, you find thai you're actually 
seeing more vividly and hearing more clearly. 


B And, perhaps most important, you are cutting your risk 


Aimouncing: Bottom Lines MIND-BOOSTIN 
Our all-star list of contributors... 


| 


$ Ray Sahelian, 
MDE received his 
Agrees from Drexel 
“University and Thomas 
Jefferson Medical 
School, both in 
B Philadelphia, and 


j Chinese. 


Y certified by the 
American Board of Family Practicé. He has 
appeared on many television prograins, 
including Today and the NBC Nightly News 
with Tom Brokaw, and has beri quoted in 
Newsweek, Modem Maturity, USA quy. 


j 
i 
i 


com/books.html 


Sworn raysehelin 


{and the Los Angeles Times. His books 
| have been translated into Japanese. 
| Korean, Ralian, German, Russian and 


| Other Contributors: 
| Lise Alschuler, ND, Basyr University 


vastating brain diseases hke Alzheimer’s by up io 
x] 

You begin enjoying these henefrs very quickly— m most 
cases, after a [ew hours or days. But it doesnt stop there 
Day by day. lor 4 full weeks alter putting this remarkable 
breakthrough to work for you, you'll feel your mind, your 
memory and your mood improvmg— unul you : that 
you're feeling and performing as well or mayhe better than 
you did decades ago! 


And even thats jusi the beginning: You'll also begm 
realizing that health problems that have plagued you fo: 
are vamshing before vour very eyes: 


yea 


B Arthritis pain and suffness, replaced by comion and 
casy movement ., 


E Chronic fatigue gives way to reservoirs of new energy 


Insomnia fades away and deep. restful sleep return: 

E Sexual problems evaporate and youthful passion. 
performance. pleasure and satisfaction are restored 

Bi Chronic cold, flu and other mfections no longer 
uouble you . 

B High blood pressure and high cholesterol plommer 
leaving you less vulnerable to a heart attack or stroke 
Whats more. youl discover that the vitamins and other 

supplements you e taking work bener. Perhaps for the first 


| “Within an hour of taking [the supplement 

| named on page 53], I noticed feeling more alert | 
| and motivated. Colors seemed brighter and | 
| sharper, and occasionally, I have experienced 

| a stronger libido." 
] —Dr. Ray Sahelian 
Author, Bottom Line's MIND-BOOSTING SECRETS 


SECRETS! 


| He is on the board of Today's Health: 
‘and Wellness, and writes regular cohunns 
: | for New Living, YOGIümes and Whole Lift - 
f Times, He also consislis and formulates 
i products for vitamin companies. 


PRD, University of 
Arkansas for Medical 


f ® Tom Hamazaki, M.D, Ph.D., Téyama 


The information in this magazine is not ended zs 2 substitute for personal medical advice. Before making any decision regarding your health, 


please consult a physician OF other quahfied health-care practitioner 
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how Clayton used this process in a promo- 2. 
tion for a Boardroom book called, Mind 

Boosting Secrets. It's about the recent nu- 

uitional discoveries that powerfully impact 

brain health and features a verv credible 

authority on Ihe subject — Dr. Ray Sahelian. 


It's also noteworthy because it's a 
package where Clayton went up against 
Arthur Johnson — and their copy couldn’t 
be any more different. Arthur chose to 
focus on a series of wilder. exciting and a 
bit over-the-top brain benefits. But Clayton 
decided to create a much more logically 3. 
grounded argument that tied in brain per- 
formance with healing the many ailments 
his prospects likely had and wanted solu- 
tions for. 


What's most important for you to see 

here is how this process — once you re able 

10 apply it — can open up new and powerful 

selling angles in your promotions. Clayton 

carefully looked at the research and the book 4. 
by Dr. Sahelian and felt that a more logical, 
step-by-step approach was worth a shot. Es- 

pecially with how skeptical health prospects 

have become regarding fantastic “miracle” 


claims. 
Here's the sequence he used: 


1. It’s been known by scientists and 
doctors for many decades: Your 
brain is the overall master of 
your body; it controls and man- 


FAI 


ages every single thing that hap- 
pens inside of you. 


But doctors have had it all wrong 
and they’ve been ignoring the 
most powerful /rea/er your body 
has ever had ... your BRAIN! 
DOCUMENTATION: Every time 
you set foot into a doctor's office. 
he offers drugs to treat symptoms, 
His approach is to medicate spe- 
cific, “malfunctioning” organs. He 
never even thinks to consider that 
your bram may be the root cause of 


the problem. 


In fact, EVERYTHING that goes 
on in your body is dependent on 
the performance of your brain. 
DOCUMENTATION: Decades of 
research from the most respected 
institutions on the planet prove 
that your brain regulates digestion. 
sexual health, immune function. 


joint repair and much more. 


The HEALTHIER your brain, 
the HEALTHIER your body. 
DOCUMENTATION: It's just 
common sense, if science has 
proven that your brain performance 
directly impacts every part of 

your body, you can get your body 
healthier by healing your brain. 


Consequently, improving brain 
health and performance can 
literally wipe away chronic 
conditions like arthritis, chronic 


fatigue, indigestion, sexual dys- 
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nothing. have already worked for thousands 
6. Your brain has the capacity to of others, 

not only replace dying cells — it 9, Ifyou follow the simple but 

can also grow new ones if you powerful guidelines in this book, 

give it the right building blocks. you'll grow a more powerful 

DOCUMENTATION: These same brain and eliminate many if not 

leading scientists have discovered all of vour current ailments. And 

that the "right building blocks" you'll experience health like nev- 

are certain brain specific nutrients er before! DOCUMENTATION: 

- which MUST come from what Again, this is all backed by the 

you eat, drink and take in the form research from thirty institutions, 

of supplements. by the country's leading doctor on 
7. And now Dr. Ray Sahelian, brain health. and by a long list of 

America’s leading authority on miceeeefu casestudies, 

brain health, will give you all 10. I want to send you this book 

the information you ever need FREE for 30 days, so you can 

to quickly, safely and specifically put these secrets to work and 

support your brain with proper experience the enhanced brain 

nutrition. DOCUMENTATION: power, improved overall health 

He has compiled the inost powerful and freedom from chronic con- 

brain health discoveries from over ditions — secrets that are turning 

thirty of the world’s top research the medical establishment upside 

institutions. He’s put them together down. You've got nothing to risk 

in a powerful, easy-to-use book and everything to gain. 

called Mind Boosting Secrers. Notice how Clayton started with some- 
8. This book contains all the thing he absolutely KNEW his prospect 


function and much more. DOCU- 
MENTATION: Clinical research, 
case studies and success stories all 
prove that people who boost the 
power of their brain experience 
fewer ailments than those who do 


PROVEN information you'H 
ever need to grow a bigger, 


healthier, superior functioning 
brain. DOCUMENTATION: It 
tells you exactly what foods, drinks 
and supplements to take and when. 
It’s all arranged very easily and 
conveniently and these secrets 


would agree with: That his brain contrals 
and regulates everything that goes on in 
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his body. Anybody that’s gone through 
grade schoo! has been told this a hundred 
times — it’s something just about everybody 


believes. 


I don't know about you, but each time 
J work through one of these examples T 
understand the sales and persuasion process 
so much more clearly. I see how to begin 
with facts the reader believes or can easily 
prove — just like Clayton did with the idea 
that “the brain is the master of the body.” 


I see how to connect that agreement to 
the next step in the argument: then how to 
weave the credibility and proof elements 
into the process — just like Clayton did 
with the distinguished medical journals and 
research institutions — so that the chain be- 


comes seamless and impossible to question. 


Ultimately. I see how Clayton's se- 
quence lead the prospect to this conclusion: 
That his BEST opportunity to build a better 
brain, improve his health and quickly elim- 
inate many of his health worries forever. is 
simply to send for his risk-free trial of the 
product, 


When Your Argument Is Complex, 
this Process Will Be a Lifesaver! 


On Figure 8-6. you'll see the Weiss 
promotion with the headline. “FIVE Elec- 
tion Year SHOCKS that Could Make You 
up to SIX TIMES RICHER in 2004-2005!" 
It's a more complex promotion about a se- 


ries of economic movements that will cre- 
ale a variety of windfall profit opportunities 


and disasters. 


As you'll soon see, this is a very chal- 
lenging example. But hey — ] know you're 
up for it. Once you get through and un- 
derstand a sequence like this, applying the 
process 10 normal copywriling situations 


will be a breeze! 


Tt was this complex because Clayton 
had to show exactly how each economic 
trend would be caused by the previous 
one. And then, more importantly. how 
each trend wonld create a powerful set of 
specific profit opportunities. Once he had 
established and documented each trend and 


opportunity, he tied them all in at the close. 
Here's the chain of logic: 


1. Over the past three years, 
federal spending has surged 
at the fastest pace in history. 
DOCUMENTATION: Each 
year it has risen, and the White 
House estimates the deficit will 
be a record-smashing $521 bil- 
lion this year. 


2. Government spending will 
inerease even more than nor- 
mal this year. DOCUMENTA- 
TION: This is because it's an 
election year and it Il be almost 
impossible to keep politicians 
from both parties to send even 


————— MÀ 
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MAKTIN D. WEISS, Ph.D. — the a 

2000 ... the BLUE CHIP BUST of 2001-2002 ... 
-.. plus the ENERGY BOOM OF 2003-2004 ... and whose best investment récómmendatións ` 

have SURGED xa in these tricky times, unveils his ALL NEW forecasts for 2004-2005: 


By Martin D. Weiss, Ph.D, © 
President, Weiss Group, inc: 


Up te 456% GAINS in the ‘coming INTEREST RATE EXPLOSION ... 

Up to 413% GAINS In the coming INFLATIONARY FIRESTORM ... 

Un to 629% GAINS in the coming STOCK MARKET STALEMATE ... 

Up to 562% GAINS in the coming GOLD STOCK BONANZA ... 

Up to 494% GAINS in the coming OIL AND ENERGY WINDFALL ... 

Dear Investor. going to be nothing short of but that would be 
If you're shocked athow DEVASTATING for your stocks an insult to drunken 


much Washington's super- ... your bonds ... your savings ... sailors! 
spenders went overboard last and your retirement. Here are the facts: In the past 


year. you'd better hang on to Td say the Democrats three years, discretionary federal 


your wallet! and | Republicans i in spending has surged at the 
Right now, super-spenders Washington are spend- fastest pace in history. Result: In 
in BOTH parties are just ing money like a bunch the budget it has just submitted 


getting warmed UP! And the of drunken sailors... to Congress. the White House 
resulting federal deficit is 


(Continued ...) 
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more money to their districts. 
This has historically lifted 
spending substantially. Plus, 
the President himself just made 
eight specific calls for spend- 
ing increases and zero calls for 
spending cuts. 


The REAL deficit — judged by 
the amount of money the gov- 
ernment had to use to pay its 
bills — is over $1 TRILLION! 
DOCUMENTATION: Wash- 
ington's accounting estimate 
($52] billion) is WAY off and 
the US comptroller refused to 
certify ihe government's book- 
keeping for the sixth straight 
year! (This is from table F4 of 
the Federal Reserve's Flow of 
Funds.) 


This means that interest rates 
will EXPLODE! DOCUMEN- 
TATION: This is according to 
the law of supply and demand 
— the demand for loans is far 
exceeding the amount of mon- 
ey available. 


This also means that bond 
prices will crash! DOCU- 
MENTATION: Because liistori- 
cally and economically bonds 
crash whenever interest rates 
skyrocket like this. 


6. You can make 20-30% on 


conservative investments as 
this unfolds and as much as 
456% on more aggressive 
picks. DOCUMENTATION: 
This is because there are 
certain types of mutual funds 
(which l' ve got all the informa- 
tion about) that always rise 
powerfully when bonds crash. 
and 20-30% has been common 
for my subscribers. Also when 
bonds crash there are other 
more explosive investments 
hat can shoot up as much as 
456%, Therefore a $250 invest- 
ment could soar to $1,390 in 


just a month. 


. Rising spending and crash- 


ing bonds will only push the 
dollar down. DOCUMEN- 
TATION: The dollar is AL- 
READY in one of its greatest 
all time declines — and this 
trend is only going to push the 
dollar down further. Plus, the 
dollar will plummet further for 
four other reasons as well: 


a. There's already an overflow 
from cutting tax rates and 
wild federal spending, and 
the more dollars we have 
in circulation, the lower the 
value ofthe dollar. 
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b. Foreign investors are 
dumping their unwanted 
dollars and converting their 
money into other forms of 


currency. 


c. The nations of G7 have 
declared that they WANT 
the dollar to decline, and 
the last time this happened 
— the dollar plunged 20.2%. 


d. President Bush needs a 
cheaper dollar to protect US 
jobs and make our products 
more competitive overseas. 


8. This dollar decline will ignite 


inflation. DOCUMENTA- 
TION: It’s already happening 
in many industries with double- 
digit increases — and the PPI 
(Producer Price Index) proves 
this to be true. 


With the decline of the dol- 
lar and rising inflation, there 
are certain “contra-dollar” 
mutual funds that shoot up 
as much as 629% in precisely 
this type of situation. DOCU- 
MENTATION: I've discovered 
two that perfectly fit the bill. 
both from very well-respected 
companies. Or if you're will- 
ing to risk a bit more on some 
“dollar-disaster options", you 
make 413% if the dollar falls 


10. 


11. 


20% and 629% if the dollar 
falls 3095. 


Rising interest rates and 
inflation will crush the hous- 
ing/real estate sectors, the 
airlines, US manufacturers, 
carmakers and more — many 
places where investors have a 
good sum of their money. But 
they will cause other industries 
to explode — including indus- 
trial metals, minerals and food. 
DOCUMENTATION: Specific 
examples of each are given 
and more can be found in your 
FREE reports. 


The decline of the dollar and 
rising inflation will also trig- 
ger a Gold Bull Market un- 
like anything we've ever seen. 
DOCUMENTATION: It's an 
inevitable consequence of the 
massive financial uncertainty 
going on now and getting much 
worse in the near future. Gold 
always shoots up as currency 


value loses its stability. 


. Now I have three gold com- 


panies all but guaranteed to 
soar as the dollar plummets. 
And since almost nobody 
knows about them, each can 
be purchased dirt cheap. 
DOCUMENTATION: I have 
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a track record picking winning 
gold stocks — buying low and 
selling high — with recent gains 
of 144% ... 413% and 562%. 


The declining dollar will also 
trigger a huge increase in oi] 
prices, DOCUMENTATION: 
This is because the Middle East 
wants to avoid losing money 
on this lower-valued dollar. 
They'll raise prices to match 
the declining dollar value. 


As a result, I've found three 
oil/energy stocks with little 
or no debt, increasing rev- 
enues and these little-known 
companies are ALREADY 
starting to see nice gains. 
DOCUMENTATION: Because 
the dollar decline is just be- 
ginning. much of Wall Street 
hasn't heard of these stocks 
and they're all still low priced. 
That's what makes the profit 


potential so large. 


. Every trend I've told you 


about — the increasing spend- 
ing, rising interest rates, the 
crashing bond market, the 
rising inflation, the declining 
dollar, the destruction of cer- 
tain investment sectors, the 
gold bull market, the energy 
boom — IS ALREADY hap- 


pening. DOCUMENTATION: 
These are NOT mere forecasts. 
lhe fluctuations we've seen in 
the market coupled with infor- 
mation we saw from the comp- 
troller have locked these in and 
they're set to unfold consider- 
ably over the next year. 


16. With these movements in the 
economy already happening 
now and all but guaranteed 
to continue into the future, 
you can make a BUNDLE of 
money! DOCUMENTATION: 
I've had my award-winning 
research team craft five urgent 
reports that detail EXACTLY 
how to pile up the kind of 
profits that inevitably come in 
times like these. All you need 
to do is send for your FREE 
reports by simply accepting 
a risk-free trial to my Safe 
Money Investor service. 


WOW! Isn't it amazing how five 
different trends and sets of benefits 
were united so seamlessly? Each new 
section detailed a trend that would have 
dire consequences, but could also make 
savvy investors a fortune. So this is 
a first-rate example of how to keep a 
variety of benefits tightly connected to a 


central theme. 
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That's the key when you have more 
benefits than you know what to do with 
— you make SURE that each one is con- 
nected to a clear. undeniable point in 


your logical chain. 


A Sheaky Way to Build 
an Unshakabie Case 


On Figure 8-7 and 8-8, you'll find 
the example I promised to discuss ear- 
lier. It's the vitamin D (“Cbolesterol’s 
Evil Twin!”) promotion Clayton did 
for Health Resources, and it's a perfect 
example of leading in with emotion and 
siowly preparing your prospect to ac- 
cept the central benefit. 


Clayton knew that if he came right 
out and told his prospects that reversing 
a vitamin D deficiency would cut his risk 
of a deadly heart or brain complication 
in HALF, very few would believe him. 
They simply weren't ready for that idea. 


But by leading in with and ac- 
knowledging their fear over these heart 
problems and then explaining how 5096 
of people that die from them DO NOT 
do so from cholesterol (as is commonly 
thought). that's something intriguing. 
Something the reader can quickly agree 
to with a little proof and explanation. 


Here's the sequence: 


l. Scientists have discovered cho- 
lesterol has an evil twin - HALF 


of all heart victims (438,000 each 
year) die with HEALTHY arter- 
ies. DOCUMENTATION: Year 
after year, doctors and medical ex- 
perts have been baffled by the fact 
5096 of heart deaths occur in those 
with ideal cholesterol and perfect 
blood pressure. 


For years scientists have 
struggled with this problem, but 
just recently The New England 
Journal of Medicine just dis- 
covered the surprising answer. 
DOCUMENTATION: The medical 
explanation is that these complica- 
tions happen when a small piece 
of plaque bursts and breaks off 

... forms a clot ... got lodged in a 
smaller or slightly narrower artery 
downstream ... and then starved 
the heart or brain for blood. 


These same scientists discovered 
that the real cause is INFLAM- 
MATION. DOCUMENTATION: 
Top research institutions have dis- 
covered thai inflammation causes 
this breaking off of plaque. In fact, 
they found that chronic inflamma- 
tion is also the culprit in a variety 
of other ailments (including certain 
forms of diabetes. joint problems, 
immune system problems and 


more). 
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NEWSSTAND PRICE: $6.85 


arteries ... 
~ And the astonishing new 
discovery that could help 


B8 BEYOND CHOLESTEROL: Why you can have low cholesterol and rock-steady 
blood pressure — and still drop dead in half a heartbeat. Is this stealthy killer 


stalking you RIGHT NOW? 


HB URGENT SELF-DEFENSE: The super-nutrient that may cut your risk of sudden 
heart or brain problems by HALF ... AND can help you maintain normal blood 
pressure and cholesterol ... help soothe stiff, painful joints ... strengthen thinning 
bones ... ease blood sugar problems ... and much, MUCH MORE! 


From BOB LIVINGSTON — America’s leading investigative health reporter 


n the next 59 Minutes, 100 Americans will For decades now, scientists have struggled with a 
suffer a devastating BLOCKAGE of blood great mystery: They knew that half of all deadly blockages 
flow to the heart or brain ... of blood flow to the heart and brain strike people with 


cholesterol-clogged arteries. 
But that only explains half oí the 872,000 heart and 
brain deaths that occur in the U.S. each year. According to 


-.. And for half of them, their sudden death will be 
the doctors’ FIRST and ONLY clue that they were at risk. 


" n " wen 
Nc pene x an ph anda maer Een the March 23, 2005 issue of the New England Journal of 

une pem pects Sie eres iR e is Pi 1° Medicine, the “other” half — about 438.000 victims per 
38, y ach year — Marc suffer from hi es 

placed astonishing NEW life-saving. health-giving power into Seat =p do mot sufer [rom high cholesterol sic da not 

your hands! CONTINUED ... 
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have high blood pressure ... and have 
healthy, virtually cholesterol-free 
coronary arteries! 

WHY do nearly a half-million Amer- 
icans with unclogged artenes still die 
from heart and brain disasters every 
year? Why do millions more suffer 
high blood pressure and other sudden 
circulatory crises? 

The answer to that single question 
has become the “Holy Grail” for thou- 
sands of medical scientists ai many of 
the world’s most prestigious health 
institutions — and for good reason: 

h could help them SAVE hundreds 
of thousands of lives in the U.S. — and 
MILLIONS around the world — every 
year! 


Now, at last ... 

The New England Journal of 
Medicine just announced the 
surprising answer! 

When pathologists examine victims 
with healthy arteries, they typically find 
a small. seemingly harmless speck of 
plaque has suddenty burst ... formed a 
clot ... lodged in a smaller or slightly 
narrowed artery farther downstream ... 
and has starved the heart or brain for 
hlood. 


But what causes these "small" 
plaques 10 suddenly rupture. u 
a massive heart er brain d 


The siariling answer could save your 
ite... 


BOB 
LIVINGSTON 


j| America’s leading 
| investigative health 
H reporter. 


H ince 1969, Bob Livingston 
i has spoken out agaínst the 
scams, hypes and decep- 

i tions of the medical industry. 

| Readers of his newsletter, The 

; Bob Livingston Letter, count on 

i Bob for up-to-date and factual 

i advice on their health and wealth. 

i In this special issue of Health 
Breakthrough News, Bob reveals 
the surprising cause of America's 
$1 silent killer. 


—————————— 


marae ————ÀÁÀ 


B When researchers ai the Harvard 
Schoot of Public Health followed more 
than 120.000 men and women for 
many years ... 

They found people whose blood 
lests showed the greatesi evidence of 
inflammation in the bloodstream — 
were a whopping 70% MORE LIKELY 
TO SUFFER A HEART DISASTER 
than those with the lowest levels. 

W When researchers at Brigham's 
and Women's Hospital and Harvard 
Medical School went a step farther. 
looking exclusively at women who 
had suffered heart catastrophes ... 

They found healthy women whose 
blood contained the most evidence of 


Cut Your Risk of a Heart ; 
or Brain Disaster BY HALF 


A healthy diet and exercise can help unclog arteries arteries 
— but if you're ‘not ALSO minimizing inflammation 
in your body, you're still vulnerable! 


Source: 


438,000 


‘Heart and: Brain 


ew England Journal of Medicine 


2 Gholesterol’s EVIL TWIN. 


inflammation were FOUR TIMES more 
likely to suffer a faturc cardiovascular: 
event than women with less evidence of 
inflammation. 

@ When researchers at the London 
School of Hygiene und Tropical Medi- 
cine studied patients who had suffered 
even mild infections ... 

They reponed that a bout of the flu, 
or even a gum infection might raise the 
tisk of heart and brain risk over the 
next few days because of an inflamma- 
tory effect on blood vessels. 


Medical Shocker: 


Inflammation does 
MUCH more than just damage 
hearts and brains! 


Inflammation is nothing more than 
your body's natural response 10 injury 
and infection. 


And just ebout everyone — and 
especially those of us who have already 
celcbraed our 50th birthdays — has 
some level of inflammation in their 
bodies nearly all the time! 

Any cur or scrape can result in 
infection and inflammation. So can 
infectious bacteria and viruses that vou 
ingest or inhale. 

Chronic health problems can trigger 
dangerous long-term inflammation in 
the body. too. Most joint and blood 
sugar problems send inflammation 
throughout your body. So do gum 
problems ... skin rashes ... inflamma- 
tory bowel problems .,, and many 
immune deficiency problems. 


Even a splimer in your finger, 
swollen gums or an in-grown toenail 
could trigger an inflammatory response 
capable of turning plaque into a deadly 
heart or brain bomb! 

What's more, inflammation is also 
the rool cause of many of toda 
common health problems — liki k 
inflamed joints .., skin conditions and 
more! 

Pul simply. inflaanmation does more 
than just threaten your heart and brain. 
lt can aho iura your li 
hell of sickness, costly and toxic drugs 
and repeated surgical! procedures. 

Discover Nature’s most power- 
ful inflammation fighter NOW! 

The good news is, your body is pro- 
grammed to fight deadly inflammation 
—— but it needs your help. 
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Vitamin D is one of the world’s 
most powerful inflammation 
fighters. DOCUMENTATION: 
Clinical research from top univer- 
sities and peer-reviewed medical 
journals has revealed that vitamin 
D is one of nature's strongest in- 


flammation fighters. 


Americans are dangerously defi- 
cient in nature's most powerful 
inflammation fighter: Vitamin 
D. DOCUMENTATION: Studies 
by these same leading research in- 
stitutions, the surgeon general and 
the world's most respected. peer- 
reviewed medical journals have 
also discovered that Americans are 
consistently deficient in vitamin D. 


The greater the vitamin D defi- 
ciency, the greater the risk for 
heart, brain and other dangerous 
ailments. DOCUMENTATION: 
That was discovered by these insti- 
tutions as well as the opposite — if 
vou reverse a vitamin D deficiency, 
you cure and prevent these deadly 
problems. 


Unfortunately, vitamin D is 
VERY difficult to get from foods 
alone. DOCUMENTATION: you 
need to eat tons of certain kinds 
of fish, eel and other not-so-easy 
to swallow foods. And "fortified" 
foods like milk aud breakfast cere- 


10. 


als contain a synthetic form of vi- 
tamin D, called D2 — that's almost 
impossible to absorb. Just look at 
the facts: nearly every American 
consumes these foods, and nearly 
every American (85%) is still defi- 
cient in vitamin D. 


Historically, to get true vitamin 
D (which is vitamin D3, calcifer- 
ol) you've needed to spend time 
directly in the sun. DOCUMEN- 
TATION: Research from Harvard 
and other institutions shows that 
vitamin D is most reliably obtained 
from the sun. 


But certain people require much 
more time than others (up to 2 
hours daily) and this is NOT con- 
venient since most people work 
inside during peak sun hours. 
DOCUMENTATION: The research 
also revealed that your skin color 
and ethnic heritage impacts your 
need for sunlight. The darker your 
skin, the more sun exposure you 
require to get proper levels of vita- 
min D. 


Fortunately — whatever your 
needs are — you can get all the vi- 
tamin D benefits of real sunlight 
simply by consuming a single 
dropper of delicious liquid, called 
INSTANT SUNSHINE. DOCU- 
MENTATION: A research-based 
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health company has found a way to 
extract and make absorbable Vita- 
min D3/Calciferol — the same exact 
orm you'd normally get from the 
sun. The same form used in studies 
o achieve the miraculous benefits. 
Thus you can get ALL the vitamin 
D you need each day (1000mg) 
from one dropper of INSTANT 
SUNSHINE. 


11. This means vou can banish 
deadly heart and brain worries, 
heal aching and inflamed joints, 
enhance your immune system 
and much more — simply by con- 
suming one dropper of INSTANT 
SUNSHINE each day. DOCU- 
MENTATION: The research we've 
cited, coupled with the long list of 
Success stories and testimonials 
bear this out, 


12. To get these incredible benefits, 
plus a variety of free gifts and 
reports, all you need to do is call 
NOW and accept a risk-free trial 
of this product, 


Notice how, because he leads off 
with an emotional agreement — rather 
than the benefit his prospect was un- 
likely to immediately accept — he began 
with MUCH LESS resistance and 
MUCH MORE momentum. The initial 
points in this chain are both emotionally 
stimulating and easy to agree with. 


Not only was his prospect nodding has 
his head, he very urgently wanted to 
find out the REAL cause of these heart 
problems. therefore moving through the 
copy more quickly and passionately. 


Notice how he positioned the prob- 
Jem and discovery as something made 
independently by these top scientists 
and research institutions — it’s all very 
objective and factual sounding. So 


that by the time he introduced the idea 
that there’s a product that SOLVES ali 
of these problems and worries, it car- 
ried that very same tone and feeling of 
proven reasoning and credibility. 


Once he finished, his prospect was 
convinced that if he wanted these bene- 
fits and protection, he simply needed to 
send for his risk-free trial of INSTANT. 
SUNSHINE. It’s a no-brainer. 


isn't It Time You Made This 
a Consistent Part 
of YOUR Writing Process? 


I hope you now see how powerful 
this logical chain is. And why it MUST 
tun through your entire sales message 
if you want to achieve maximum re- 


sponse. 


Just to quickly summarize evety- 
thing it does for you: 
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... ]t gets your prospects to BE- 
LIEVE what you tell them, which you 


must do for them to buy... 


... It Keeps your copy tightly 
focused. never giving your prospect 
breathing room to question or doubt the 
benefits vou present ... 


... It destroys writer's block. be- 
cause it gives you a crystal-clear, step- 
by-step blueprint for getting your sales 
message down onto the page ... 


... It gets your prospect saying 
“Yes” right away and then slowly pre- 
pares him to accept your bigger, deeper 
benefits that will ultimately help close 
the sale ... 


... And it makes the "reason why” 
process simple and easy — allowing vou 
to quickly and clearly document each 
new benefit promise with proof and 
conviction... 


Review this Chapter often and keep 
it on your desk where you write. When 
it comes time to write, check the argu- 
ment you're making against one of the 
examples I’ve presented here. See if 
you can make it as clear and compelling 
as Clayton does. 


It’s a simple *A-B-C" series of steps 
that’!] put you light years ahead of your 


competition. 
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Logical Sales Argument 


ESTE ERU DIS 


l. Review this basic A-B-C Formula and then soo s Notes - 
modify it for the project you're working. 
This is a matter of taking everything that 
we've covered up to this point - your 
research, offer, benefits, proof, big selling 
idea. and theme — and then making an argu- 
ment for your product. In other words ... 


a. Identify the key points you MUST 
make to convince your prospect that 
his life will change when he orders 
your product. 


b. You arrange the points in logical 
sequence — present them just as you 
would tell him if you were sitting and 
talking face to face. 


c. You give all the reasons why/proof of 
each point. 

d. Integrate your offer into the end of 
the argument, just as you saw in the 


examples. 


e. Make sure your argument and 
documentation lead the prospect to one 
inevitable conclusion: That he'd have 
to be certifiably crazy not to order your 


product! 


——————ÁáÉÉ———————— o —— 
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Together, this series of points will 
function as a powerful outline for your 
overall copy. 


With your basic, “raw” argument in place 


-it 


s time to further organize and refine 


aA. 


a. 


Remember to continually elicit "Yes" 


responses. 
Use trigger words like: 


i “Do you ...2” followed by 
"Then" 


ii, "If..." followed by “Then ...7 
ii. "The reason for this ..." 
iv. “The reason why ...” 

v. "Because ...” 

vi “Thus...” 

vii "Therefore ..." 

viii, "Consequently ...^ 

ix. "Here's why ..." 

x. "Asaresult ..." 

xi “In fact...” 

xii. "Due to the fact that ..." 


Make sure each benefit claim you 
make is immediately followed with 
proof and documentation or the chain 
will be broken. You can use: 


i. Parallel paragraphs 
ii. Words of causality 


ii. Tie-in phrases 


iis Notes =s 
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d. Create irresistible momentum with 
each successive step. 


Include this argument in your running 
document and think of it as the outline for your 
entire promotion. This will be the basis of vour 
rough draft. This is why it’s essential that your 


argument be well-organized. 


With this outline in place. begin to cut and 
paste other things you've worked on in previ- 
ous chapters into the appropriate place in the 
outline. Let me explain this a bit better. 


For example. let's say that you're selling a 
nutritional supplement that gives your prospect 
150% more energy. That benefit — 150% more 
energy — will often be a key point in your 
overall areument/outline. 


But don’t forget. you also (or at least you 
should have!) expanded and dimensionalized 
this benefit (Chapter 4) and also proved this 
benefit (Chapter 5). So take what you gathered 
while working through those chapters and then 
cut and paste them right beneath that point (the 
150% more energy claim) in your outline. 


Do this for all your key points and you'll 
begin to see a well-organized, highly powerful 
and detailed argument beginning to emerge. You 
might not call it a "draft" vet, but it’s getting 
close ... close enough for you to start thinking 


about your headlines, which we'll address in our 


next chapter. 


Chapter 8 Action Steps 
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The #1 Way to Seize Your 


Prospect's Attention 
oe ate 


occisos 


in this Chapter... 


m The 4 biggest “headline killers" — and how to 
avoid them (even the most experienced writers 
sometimes make these mistakes) ... 


m Six powerful “headline maxims” — used by 
nearly all the world's top writers — that multi- 
ply your odds of crafting a winning headline 
by 13 times or more ... 


w Deck Copy Essentials: How to follow up your 
headline with an extraordinary paragraph that 
forces your prospect to read the rest of your 


copy ... 


m And much, much more... 
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here's a lot of confusion out 
there about what constitutes 
a great headline ... how to 

write one ... and how to tell 


if your headline is going to do the job. 


First off, let's get clear on some- 
thing: Your headline’s primary goal is 
NOT to sell your prospect the product. 
It's not to present your offer or vour 
USP. You don't even have to present a 
benefit. 


Your headline really only needs to 
accomplish two things: (1) stop your 
prospect dead in his tracks. by seizing 
his attention ... and (2) get him to read 
the next sentence in your copy. 


That's it! 

The decisions you make about what 
to include in your headline, how to 
word it and anything else — will totally | 
revolve around those two fundamental 
goals. So throughout the process of 


writing your headlines, I encourage you 
to ask, "Will this absolutely grab my 
prospect's attention? And will it make it 
impossible for him to not read the next 
sentence?” 


Get those two things right. and ... 


You've Gota 
World-Beating Headline 
On Your Hands! 


We'll also be discussing the whole 


topic of deck copy (the paragraph below 
your headline) in this chapter. since 
deck copy is really just an extension 
and expansion of your headline. Once 
you’ve written a world-beating headline 
and compelled your prospect to read 
further, the burden will fall on your 
deck copy to KEEP him reading. We'll 
discuss how to write powerful deck 
copy at the end of this chapter. 


Now let's get back to headlines: If 
you're like most writers. vou probably 
wonder what causes headlines to so 
often go wrong. Far too many headlines 
out there fail (often miserably!) to grab 
the prospect’s attention and keep him 
reading. 


Here are the most common reasons 


why headlines miss the mark: 


1. Not surprising. The #1 way to get 
any body’s attention is to be unex- 
pected and surprising. In fact, even 
if your headline has nothing to do 
with the prospect, you can still get 
his attention and keep him reading 
by being surprising. The National 
Enquirer is especially good at this. 
Their headlines are always about 
celebrities and never about the ac- 
tual reader ~ and yet they grab his 
attention and generate readership 
as well as anything on the planet. 


2. “Me too.” The problem with “me 
100" headlines is that they re just 


SS ——— € ÀÀÀ MÀ 5 
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ike everything else out there. The 
prospect sees them and thinks, 
"D've heard that before." Been 
here, done that. I know what that's 
about. No need to read further. 


Predictable. Along these same 
ines, if your prospect can predict 
exactly where you're going with 
your headline. what you're trying 


o tell him (or sell him), than he 
quickly loses interest. The old say- 
ing. “Familiarity breeds contempt” 
couldn't be truer when it comes to 
headlines. 


Not targeted. What separates 
direct response advertising from 
mass market advertising? One 
factor is the level of precision. By 
carefully studying our prospect, 
we're able to craft headlines and 
copy that feel as though it's just for 
him — that someone is calling him 
out specifically and engaging him 
in a personal dialogue about his 
biggest problem (and solution). 


But sadly, too many headlines 

lack relevance to the prospect the 
message is being delivered to. And 
as a result. the prospect sees the 
headline and thinks, “This isn't for 
me." In a minute, we'll go deeper 
into this issue — applying the idea 
of "market maturity” — so that your 


headlines hit your prospect exactly 
where he's at psychological 


ai 


In many ways, the rest of this chap- 
ter will be focused on how to make 
your headlines immune to these prob- 
lems. You'll discover a variety of ways 
to ensure your headlines are always 


unique, highly-targeted and surprising. 


Accomplish those things, and vou'll 
automatically grab your prospect's at- 


tention and Keep him reading. 


HEADLINE MAXIM #1: 
The Shorter, the Better! 


One of Clayton’s most involved cli- 
ents is a business owner who also writes 
some of his own copy. Kind of like a 
doctor operating on himself, Clayton 
likes to say. Nevertheless. he’s pretty 
good. 


His biggest mistake? Trying to ac- 
complish too much in his headlines. 
His heads invariably ramble on, line 
after line, and end up reading more like 
a deck than a headline. 


Big mistake! As you just learned, 
a headline's first mission is to seize 
the prospects attention. That means it 
has to be BIG enough to catch his eye 
— hopefully bigger than all the other 
headlines in my prospect's mailbox or 
on the printed page he’s scanning. For 
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a pretty good example, just look at Fig- 
ure 9-1. 


To be big, a headline needs to be 
short enough to be big without being 
the only thing on the page. 


To me, a single word headline 
would be ideal. Two-word and three- 
word headlines are next best. Clayton’s 
“FORBIDDEN CURES!” for Health & 
Healing, for example. Or these handy 
little royalty-generators he created for 
Safe Money Report ... 


Stock Market SABOTAGE! 
Shameless Two-Faced S.O.B.s! 


Gary Bencivenga's has come closer 
to a great one-word headline than any- 
one I know. But he cheated by using 
that one word three times — in his fa- 
mous “Lies, Lies. LIES!” package for 
Mark Skousen. So we'll give him cred- 
it for a kick-butt three-worder instead. 


Over-complicating headlines is a 
misdemeanor that should be punishable 
by — well. something. 


Maybe there should be a squad of 
copywriting cops who pull us writers 
and our bosses over and hand us a ticket 
for asking, "But what does it mean? 
Why are they forbidden? What lies are 
you talking about? Who's telling them? 
Why?" 


Sorry. sir — here's your ticket. 


You were caught missing the point: 
The whole purpose of the head is to 
make the prospect ask precisely those 
very questions — and then to lead him to 
the deck and lead body copy where all 
those tantalizing mysteries — and others 


— will be revealed! 


That's where you do have room to 
present vour rationale, your credibility, 
your benefits and the rest! That's where 
you have room to tel! him all the won- 
derful things he's going to learn inside 
— and make him bound and determined 


to read every word. 


HEADLINE MAXIM #2: 
The Punchier the Better! 


Now, Clayton may be a high school 
drop-out, but after 34 years of tippity- 
tapping his way to millions in royalties, 
1 think he knows a thing or two about 
words. 


For example, here are some of what 


he's taught me ... 


Nouns are pretty much just the 
names ofthings. But they can be valu- 
able. like when they turn a mere “treat- 
ment” into a “remedy” or a “remedy” 
into a “CURE.” And they’re great for 
adding value to a product by transform- 
ing it from a mere “newsletter” into a 
far more comprehensive “Investor Ser- 
vice" for example. 
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> China's 
Golden Age 
of Entrepre- 
neurs. They'll 
make you 
rich! p. 4 
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Read this, or you'll kick 


yourself for the next decade! 


PLUS: What mutuai fund 


managers don't want you to know 


about their China stocks. 


> China— > American | > The Biggest | > Gold, 

Bull in the Stocks—Made | Scandal In Aluminum and 
Energy Shop. | in China. Investor the Hot Com- 
Fortunes from | "Cheap hands" | History. modities Boom: 
anew demand | don't work. How to losea | The China 
equation. p. 8. | p. 11 fortune p. 14 | factor p 18 


> Forget 

the PCI China 
tech stocks 
take off for 
the moon. 
p.21 


> The Biggest 
Bet—and the 
world’s most 
perfect 
business. 

p.25 
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... Or when the pepperoni on your 
pizza gives you the burps — and a 
drug company copywriter tums your 
somewhat embarrassing but generally 
harmless condition into a major health 
crossroads ... by naming it “acid reflux 
disease(!).” 


... Or sneakiest of all, when the jok- 
ers charged with confiscating a third or 
more of your money at the end of every 
year have the unmitigated gall to refer 
to lhemselves the “Internal Revenue 
SERVICE.” 


Adjectives are another thing entire- 
ly. While using nouns effectively is a 
big help. adjectives can add tremendous 
emotional power to headlines and copy. 


Adjectives come in all colors — from 
dull gray to International Distress Or- 
ange. Your product, for example, can 


be anything from merely “effective, 


to “powerful” ... “potent” ... *muscle- 
bound” ... or even “miraculous!” 


Verbs also come in a similar range 
of colors, from humdrum 10 action- 
packed. Why just “break” something 
when you can "fracture? ... “rupture” 


... “splinter” or “shatter” it ... “smash it 


to smithereens” ... and even “destroy,” 


“demolish.” “obliterate,” “nuke” or “an- 


nihilate” it? 


Adverbs — They call adverbs that 
because they add something to a verb, 


Tthink. As in, 7... the taxpayer wept 
bittetly ...” 1 don't think about adverbs 
much. I don’t trust ‘em. 


The trick in headlines is to find the 
nouns. verbs and adjectives (and occa- 
sionally adverbs) that are just powerful 
enough to seize the eyeball without well 
... blowing your credibility to smither- 


eens. 


So choose the most visceral words 
you can possibly find. Dictionary.com 
defines the word ‘visceral’ as something 
"affecting inward feelings." I like to 
think of it as anything that hits me in 
the ‘gut’ — rather than being purely 
intellectual. That’s often the difference 
between long rambling headlines and 
strong, shorter ones - the shorter ones 


are simply more visceral. 


As an example, “slaughter” is more 
visceral than “kill.” Telling your pros- 
pect that his income wil] "soar" is more 
visceral than “increase.” Get the point? 
You'll have to use your instincts for 
this, and judge by how strong the words 
you select make you feel. On Figure 
9-2, you can see an example from a 
winning split test. Two visceral words 
are used ... ‘cheat’ and ‘death.’ 


Bottom line: Smart word choices 
make your headlines much more com- 
pelling. By compelling, I mean that it 
simply grabs the prospect’s attention 


NS 
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and makes it nearly impossible for him 
to miss the copy that follows. 


I want my prospect’s eye to auto- 
matically, irresistibly move from that 
headline to what comes next - whether 
jt be a deck or my opening body copy. 


And if there's any unreconstructed 
S.O.B. out there who fails to do so, 1 
want to make him regret it. 


I want my head to be like ... “Its A 
Small World, After All” (that annoying 
song that's probably now stuck in your 
mind - sorry.). 


I want my headline to keep coming 
back to my prospect time after time 
— haunting and taunting him for days. 
weeks, months, years — and torturing 
him with the distinct possibility that he 
blew it by not reading further. 


And 1 want him to promise himself 
that, the next time my client mails this 
to him, he will NOT make the same 
mistake again. 


HEADLINE MAXIM #3: 
Credibility Must Always 
Be Close By! 


In order to do its two-fold duty of 
seizing attention and generating reader- 
ship, you want to create headlines that 
also ... 


Instantly establish the credibility of 


the message — often by identifying the 
person who's talking to them and estab- 


lish his credentials. 


Our favorite way to do this is ina 
pré-head ~ some cal] it a “slug line” 
or "eye brow” — a short paragraph set 
just above the main headline. Clayton 
sometimes also does this in a caption 
under his client’s photo: In the original. 
for example, the following ran in four 
lines across the top of the page ... 


MARTIN D. WEISS, Ph.D. 
—who correctly forecast the 
great TECH WRECK OF 
2000 ... the BLUE CHIP 
BUST OF 2001-2002 ... the 
GOLD STOCK EXPLO- 
SION OF 2002-2003 ... and 
whose investment picks have 
SURGED 562% in this per- 
plexing environment, issues a 
grave warning for 2004-2005: 
(You can see this on 
Figure 9-3.) 


A recent package Clayton wrote for 
Boardroom used a slightly different ap- 


proach ... 


NEW FOR 2005: 45 Leading 
Doctors and Scientists from 
Harvard, Duke, Tufts, Baylor 
—and 50 Other Top Medical 
Research Institutions - Reveal 
The Amazing Discovery That's 
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Up to 494% GAINS in the coming GH AND ENERGY WINDE EE... 


` Dear Investor, 


If you're shocked at how 
much Washington’s super- 
spenders went overboard last 
year, you'd better hang on to 
your wallet! 

Right now, super-spenders 
in BOTH parties are just 
getting warmed UP! And the 
resulting federal deficit is 


going to be nothing short of 
DEVASTATING for your.stocks 

.. your bonds ... your savings 
and your retirement. 


T'd say the pomor 
and Republicansin 
Washington are spend- 
ing money like a bunch 
of drunken sailors... 


` but that would be 
ean insult to drunken 
"sailors! 


Here are the facts: In the past 
three years, discretionary féderal 
spending has surged at the 
fastest pace in history. Result: In 
the budget it has just submitted 
to Congress, the White House 


(Continued ... 


) 
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Literally Turning Medical 
Science On Its Head! 


Other times. its smart to put the 
credibility element right in your head- 
line. This is what Parris Lampropoulos 
did with his successful Boardroom 
control: 


How Doctors Stay Well While 
Treating Sick People Al Day 


Almost anytime you use the word 
"Doctor" you've got instant credibility. 


Here's one that ] wrote: 


The 55-Year-Old 
Money-Making Secret 
Harvard Spends Billions to 
HIDE From You! 


It's got credibility from the 
specificity of “55” and "Harvard. The 
fact that these credibility elements were 
combined with a benefit and serious 
intrigue made it all the better. 


Here's one Clayton wrote for the 
Safe Money Report: 


Turn $50,000 into a $286,871 
CASH WINDFALL! 


See how the specificity makes it 
so much more credible? You get the 
point. When it comes time to write your 
headline, dig through your credibility 
elements and find the strongest, most 


compelling one. 


Ultimately, you want to make sure 
that you have at least one or two strong 
credibility elements in your pre-head, 
headline or in your deck copy. Any 
time you make bold promises, your 
prospect is going to be looking for the 
corresponding proof. The harder he has 
to look, the greater the likelihood that 
he'll simply bail on you. 


HEADLINE MAXIM #4: 
When the Circumstances 
Are Right, Feature or imply 

an Immediate Benefit 


If you've ever read anything else 
on writing good copy, you've probably 
been hit over the head with the impor- 
tance of making your benefit crystal 
clear. I agree. Depending on the matu- 
rity of your market and your prospect, 
putting a benefit in your headline can 
often be the most reliable way to go. 


This brings us to the importance of 
the headline being rargered. As a reader 
of The Total Package™, you know 
Clayton's adamant about not relving 
purely on Big Benefit headlines. In my 
experience, they don't always work as 


well as other kinds. 


Yet 1 do consider them an essential 
skill. Every market passes through 
a stage where Big Benefit headlines 
work. Even the most mature markets 
constantly have new prospects com- 
ing into them — prospects who are less 
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skeptical and more responsive to big, 
flat-out statements of benefit. 


Here's the caveat: Because benefit 
headlines so often telegraph to your 
prospect that you're trying to sell him 
something. you must be very accurate 
in the benefit you choose to emphasize. 
Miss the mark - even slightly — and 
vour prospect will decide that he's got 
no time for an advertisement like yours. 


But prospects DO make time for ad- 
vertisements tbat promise them exactly 


what they want. I can't emphasize this 
highly enough. You need to really think 
about what your prospect wants more 
than anything on the planet (related to 
the subject matter of your product) and 
then promise him that. 


One good example I saw recently 
was written by Carline Anglade-Cole. 
It's on Figure 9-4. Notice how it 
promises to solve the chief problem the 
prospect is experiencing (benefit). and 


= 


hen there’s the promise to solve all the 
related problems in the long list follow- 
ing ‘no more.” 

Copywriters like Gary Halbert, John 
Carlton, Parris Lampropoulos and a few 
others should all be considered masters 
at this type of headline. Here are some 


examples: 


From Gary Halbert ... 


"How Almost Any Man Can 
Get Non-Stop Sex ... While He 


Is Waiting to Meet His Dream 
Lover!” 


“New Visa Card Lets You 
Buy Almost Anything in the 
World ... Even If Your Credit 
is Terrible and You Can't Get a 
Bank Account™ 


From John Carlton ... 


“C'mon! It Can't Be THIS 
EASY to Add 50+ Laser-Ac- 
curate Yards to Your Tee Shot 
(And Break Your Buddies 
Hearts On Every Single Drive) 
...CanIt?" 


"Get 3 Years Worth of 
MONSTER GAINS In Your 
Toughest-to-Grow Spots ... In 
Just 3 Short Months ... Guaran- 
teed!” 


From Parris Lampropoulos ... 


“How Any Woman Can 
Make Her Body Younger 
— Without Spartan Diets, Strenu- 
ous Exercise, or Fistfuls of 
Supplements" 

"Secret "Flaw" in the Fi- 
nancial Markets Lets You Make 
Back Every Dollar You Lost in 
the Past 3 Years" 
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Michael Cutler, | M. D., Acclaimed medical doctor who’s 
helped save the lives of thousands of “hopeless” patients 
with his natural alternatives and secrets now reveals.. 


T he “Magic Bullet” 
for Poor Circulation! 


What could this once-forbidden natural circulation 
miracle and “clot buster” mean for you 


NO MORE... 


| clogged arteries 

heart problems 

brain catastrophes 

dangerous blood clots 

leg pain and cramps 

chest pains 

brain “fog” 

cold hands and feet 

high blood pressure 

endless fatigue 

low libido 

blood sugar imbalances 

“J sleepless nights ; 
hen I rell people that poor circulation is £ 

l N linked to all of these health problems, | i 4 Key artery that moves blood 

most folks are shocked. Pho j|] to the powerful muscles of 


CAROTID Braye Maier 
artery that moves blood up to 


Strategic artery that moves 
lood from your heart to your 
lungs. 


SESESUSESUSUSES ES ISS sg 


They figure poor circulation is just something 
they were born with or have to live with... and 
it really doesn't affect their overall health. 
WELL THEY'RE WRONG. DEAD WRONG! 

Inside, read the truth about poor circulation, 
plus a breakthrough that boosts your circula- 
tion... safely helps dissolve dangerous blood 
clots... and improves your health head to toe. 

As you'll see, it’s SAFE, SCIENTIFICALLY 
PROVEN and SUPER POTENT... all to help you 
OUT of an emergency room, nursing home, or 
wheelchair. 


m = 
FEMORAL artery — 

Key artery that moves blood 
to your legs. 


*' Brain * Legs - Neck 
V Heart v Toes v Thighs 
v Lungs «Fingers ^ Arms 


(continued inside...) X 


330 wmw.tmakepeacetotalpackage.cor 


The #1 Way to Seize Your Prospects Attention 


If these headlines don't get your 
blood flowing, it's because you're not a 
prospect for them. The fact is that real 
prospects for those products read them 
and thought. "Ooh! That's EXACTLY 
what I want!” Results never lie. 


Most writers underestimate the 
amount of groundwork and research it 
takes to come up with compelling Big 
Benefit headlines like these. But there’s 
no other way to do them - they must 
come from a deep, specific, current un- 
derstanding of your prospect's state of 
mind and desires. 


Okay, so you saw some examples of 
a Big Benefit headline. Another possibil- 


ity. you can sometimes get away with ... 


How to Seductively Hint 
at Your Big Benefit 


You don't always have to be so 
direct with your Big Benefit, either. 
Sometimes hinting at a powerful benefit 
can be much, much stronger! 


For example. once Jim Rutz’s fa- 
mous “Read this or Die” promotion had 
petered out, he breathed new life into it 
by substituting another terrific headline 
— with only an implied benefit — but 
what a benefit: 


LLLLLI 


Forevery illness, there is 
a country where it simply 
doesn't exist 


LILLIJ 


Nightingale-Conant takes the same 
approach with this headline for an An- 
thony Robbins product: 


LELLLI 


*To get what you want out of 
life you have to ... 
think positive, set goals, 
work hard, be patient, and 
make sacrifices. Right? 
"WRONG! 

“I found an easier way ... 
and used it to transform my life, 
fulfill my dreams, find true hap- 


piness, and even become a mil- 
lionaire by the time I was 29. 


"Here's how it works ...” 


LLLLEI 


Wait a second ... I can succeed with- 
out the hard work? Where do I sign up? 


Here's another example: 

If you are petrified of suffering a 
heart attack or stroke. this next headline 
tells you there may be huge benefit in 
reading the copy: 


LIII 
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Deadly artery 
plaque dissolved! 


Read how to clean out your 
blood vessels to erase your risk 
of heart attack and stroke 


You can see a very similar example 
in the winning Agora promo on Figure 
9-5. The benefit is not directly listed. 
but any savvy reader knows that being 
able to invest in the car of the future 
- especially when others don’t know 
how to do this — might just make him 
rich! 


You'll also find an implied benefit 
— and the product's USP - in David 


Ogilvy's famous headline for Rolls 


Royce: 


“At 60 miles an hour the 
loudest noise in this new Rolls- 
Royce comes from the electric 
clock" 


"What makes Rolls-Royce 
the best car in the world? 
“There is really no magic about 
it - itis merely patient atten- 
uon to detail," says an eminent 


Rolls-Royce engineer. 


The late Joe Karbo was more than 
just the author of The Lazy Man s Way 
to Riches for which he wrote a number 
of classic ads. He was also a world- 
class copywriter and marketing mind. 
Once Karbo somehow came into pos- 


session of an odd lot of 500 door view- 
ers — the tiny one way windows that let 
you see who's standing at your front 
door. He couldn't give the lot away. 
The product was a dime a dozen at the 
local hardware store. 


So Karbo wrote an ad that not 
only sold the 500 door viewers, it sold 
135,500 additional door viewers. The 
headline dramatized a boring product 
and made it seem so exciting that you 


just had to have one ... 


"Super Spy Lets You See Through 
Walls. Fences, and Locked Doors." 


Brilliant headline! 


While Clayton and I never recom- 
mend you rely exclusively on benefit- 
driven headlines, we DO recommend 
you make them a big part of your ad- 
writing arsenal. 


HEADLINE MAXIM #5: 
Add the Element of Curiosity 
Whenever Possible! 


“Curiosity.” said Claude Hopkins. 
"is among the strongest of human in- 


centives.” 


In concurrence with this. Pve 
discovered that adding a paradox — or 
some other element of curiosity — will 
improve almost any benefit headline. 


For example: 
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Everyone knows we need something under the hood that uses little or no petroleum. 
But the hybrid engine isn’t it. 
And the hydrogen car isn’t either. 


Find out who will be the winner, 
from the newsletter rated number one 


for the last five years by the 


Hulbert Financial Digest. 


Dear Reader, 2005. In 2001 General Motors projected about the 


The race is on co design the car of the future. Every same timeline. 


player in che industry is scrambling for the prize, and the Even George Bush got into the act, declaring in his 
winner will dominate the world car market for decades. 2003 Stare of the Union message char “America can lead the 


The three big contenders are the hydrogen fuel cell, world in developing clean, hydrogen-powesed automobiles." 


the electric hybrid vehicle (like Prius), and the diesel. 
Youre going to be surprised when I tell you the mosr 


It didn't happen and it probably won't 


likely winner. The short explanation for Detroir's failure is that 
Whats more, I've identified a ‘secret play" on the win- the engincering problems were bigger than they 
ning technology, ready for your portfolio right now Lers wake thought. On top of thar the fuel cell engine costs ten 
a look at the three cars in this race ... times as much as a conventional engine. 
Worse yet, there's also the problem of building a 
The hydrogen fuel cell gets national nevwork of fuel stations where you can fill the 
the most hype tank with hydrogen. Hydrogen isn't found in nature in 


a usable form and it's very expensive to produce. A. 


i its chi gy a 
Deseicpaball its chips on uchecll technology national hydrogen rollout could cost $100 billion. 


and they've been telling us since the late 1990s that a 
breakthrough was just around the comer. 

In 1997 German-owned DaimlerChrysler actually 
predicted 100,000 fuel cell engines on the road by 


There’s still hope that hydrogen will come through 
in the end, but the National Academy of Sciences 


believes the “hydrogen economy" is decades away. 
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“How a Fool Stunt Made Me a Star 
Salesman” 


“How I Made a Fortune With a 
"Fool Idea? 


How a Bald-Headed Barber 
Helped Save My Hair 


The headline writers could have 
written, “How to Become a Star Sales- 
man.” “How to Make Money With Your 
Ideas,” or "How I saved my hair." but 
by adding an element of curiosity, they 
dramatically strengthened their head- 
lines. 


The power of curiosity ties in very 
closely to what we've said about the 
importance of being surprising and 
unexpected. Pretty much anything that 
seems strange, shocking or conflicting 
10 your prospect will arouse his curios- 
ity and then force him to read further. 
Just look at Figure 9-6 — it doesn't get 
much more unexpected than the main 
headline about Fidel Castro. 


Again, this is the genius behind 
what Zhe National Enquirer does — they 
shock people with their headline stories 
— and then naturally arouse such curios- 
ity that it’s hard not to read further. 


Here are a few running at the time 


of this being written: 


LELELLI 


50 BEST AND WORST 
BEACH BODIES! 
Find out more, inside! 


LETTERE] 
Angelina’s NANNY 
TELLS ALL! 


Brad and Angie’s hottest 


secrets exposed: 
» Their knock-down fights 


» How Jen still comes between 
them 


» Bizarre orders to hired help 


dou 


Combined with the dramatic pic- 
tures on the covers, these headline 


stories are almost impossible to resist. 
In fact, someone in our office brought à 
bunch of issues into the office and ev- 
eryone who passed by couldn't help but 
become curious, pick them up and then 


read inside! 


HEADLINE MAKIM #6: 
Never Uniterestimate the Power 
of a Simple Question! 


I have to admit, few writers in histo- 
ry could compete with Gene Schwartz, 
when it came to question-based head- 
lines. As much as the legendary Bob 
King, of Phillips Publishing fame, ab- 
solutely hated question headlines. they 
CAN work. 
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LATE BREAKING! 


Drink this to shrink 
fat celis and double 
your weight loss. 
Page 6 


High Blood 
Pressure and 


High Cholesterol 
CURED by Fidel Castro? 


Pup i A TOME iracle cure found growing in the fields of Cuba. 
This just in... Lowers cholesterol 50 points in a flash. Blocks 
blood clots. Lowers blood pressure. Halts plaque 


Reverse buildup. Now proven by American research and 

à available in the United States without a prescription. 

30 Ye ar S Drug companies panic. Page 4 
f Aging! 

of Aging! 


o this ONE little thing to 
have the blood test results 
of a Sc yhen ats NEW! Safer, more effective alternative to bypass surgery... 
over 00! See page 8, and make x 
your doctor say “WOW!” at Grow NEW Heart Arteries! 


your next checkup. Restore healthy circulation fo every part of your body. Page 10 


Famous, 50-Report Ef 
Library of Genius _ 


[i 
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In fact, asking the right question 
in your headline can work like gang- 


busters! 


Here are some of Gene's successful 
examples: 


dee 


Has This Man Developed the 
Power to See in to the Future 
and Control His Own Destiny? 


And can he CONVEY THAT 
POWER TO YOU - OVER- 
NIGHT - simply by showing 
you these few tricks that bring 
out the buried power in your 
mind! 


Hib kak 


Is This The World's First 
Spot-Reducing Diet? 
Designed by America’s best- 
known diet doctor — to smooth 
away ugly bulges that have 
never given way to any diet you 
have ever tried before! 


deb poke 


Do You Have the Courage 
To Earn 
HALF A MILLION 
DOLLARS A YEAR? 


This is a private advertise- 
ment. It is meant for the tremen- 
dously ambitious man only. 


Itis meant for the man who 
has, first of all, the relentless 
desire to earn more money in 
a single year than most of his 
friends will earn in their entire 
lifetime. 


LEES ES 


Is It Immoral To Make Money 
This Easily? 


For the man who wants to 
make his fortune overnight! 
Startling information that 
opened a great new inside-road 
to wealth! 


Yes, here is explosive new 
information that could easily 
turn this financial world upside 
down! A startling new approach 
to money-making that can bring 
any man or woman with a little 
nerve — undreamed-of wealth! 


dob 


Question headlines can be incred- 
ibly powerful for several reasons: 


First, they help reduce your pros- 
pect's overall skepticism. Remember, 
ANY time you make a claim, your pros- 
pect is naturally going to be skeptical. 
But when you ask a question, inserting 
your own possible doubts into the state- 
ment, your prospect doesn’t have to 
bear the full burden himself because ... 
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... YOU are being skeptical for 
him! 


Of course. don't use this to manipu- 
late your prospects. It doesn’t work 


across the board. 


Instead, save this technique for 
those moments where stating your 
claim outright seems either flat or un- 
believable — but posing a question adds 
immense intrigue and believability. Just 
like the examples you saw above. And 
just like you see on Figure 9-7. 


Also, questions often naturally 
create curiosity. Why? Becausc, by 
their very nature, questions contain 
an open loop — and your prospect 
wants the answer — he wants closure. 
So if your question resonates strongly 
enough with him — so much so that he 
MUST know the answer — then vou've 
just found a way to accomplish the #1 


goal of any headline ... 


-.. To get your prospect to read the 
NEXT SENTENCE! 


With that said, there are certain 
types of questions that work better than 
others. You want your question to be, 


either ... 


1. Rhetorical — as in Clayton's win- 
ning headline, "What's Wrong 
With Getting Richer, QUICKER?” 
Obviously, both Clayton and lus 


prospect knew damn well there 


was NOTHING wrong with getting 
richer, quicker. 


But it was a perfect way to capture 
the emotion and appeal of making 
more money. faster - WITHOUT 
sounding like all the other "get- 
rich-quick” hucksters out there. 


Challenging — As is the "Do You 
Have the Courage to Earn HALF A 
MILLION DOLLARS A YEAR?" 
headline from Gene. This kind of 
headline appeals to your prospect’s 
vanity and ego — questioning 
whether or not he's worthy and 
capable of such a goal. Since most 
people hate to think that others are 
better and more worthy than they 
are — your prospect will usually be 
compelled to read on and find out 
whether he can meet the challenge. 


Leading — This is a question that 
guides the prospect to a specific. 
predetermined answer — which. 
in most cases, is your product! Of 


course, lawyers are masters at ask- 
ing "leading questious:" the same 


with reporters. 


But there may be no better place to 
ask a leading question than in the 
headline of your promotion. That's 
why I’m quite fond of the one writ- 
ten by Arthur Johnson, which ran 


[C E. 55——5———————————————————————————— SL d 
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...when you can take the guesswork out 
of stock selection... 


...and make a million in 5 easy steps. 


"Just give me a year—that’s all | ask.” 
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as the control for Health & Heal- 
ing for a while: “Is There Anyone 
Left We Can TRUST?" 


You see, this question was de- 
signed to lead the prospect back 
to the fact that Dr. Whitaker was 
in fact SOMEBODY HE COULD 
TRUST! 


Slightly Doubtful — This is re- 
lated to the ongoing problem of 
Skepticism we face as marketers. 
As prospects mature and become 
increasingly suspicious of anything 
you promise them, you'll often 
find that stating the claim outright 
would seem silly, arrogant or out- 
right unbelievable. 


To see what I mean, just imagine 
two of the winning headlines 

from Gene Schwartz: Instead of 
Has this man developed the abili- 
ty lo see into the future and control 


Both of the questions make you 
curious without stretching the lim- 
its of believability. But the direct 
statements would certainly trigger 
that infamous “Yah, sure" skeptical 
reaction that Gary Bencivenga so 


brilliantly warns about. 


So the litmus test for these kinds of 
headlines is simply whether it actu- 
ally boosts the potency, intrigue 
and believability of the statement. 
If it does, you're probably better 
off with the question. But never 
assume this. There are many times 
when a question is absolutely not 


the best way to go. 


4 instantly Useable Headline 
Creation Technigues 


So far. I've given you lots of struc- 


tures. tips, secrets and formulas for 
writing killer headlines. But you still 


may not be clear on exactly how to go 


his own destiny you'd have How about actually writing your headline. If 


10 see into the future and control that’s the case. listen up. 
your own destiny — NOT nearly as " 
2 ffeci J f Here are several methods ]’ve come 
effective! xis ; 

across for writing headline after head- 


line ... 
Or instead of, Is This the Worlds 


First Spot Reducing Diet? you'd 
have some drivel like, Announcing 
the World's First Spot Reducing 
Diet — again, it’s no contest. 


1. Write lots of fascinations, then 
select your very best one. This is 
avery effective method for churn- 


ing out dozens and dozens of head- 
lines. Once you have the rest of 
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your rough draft in place, you can 
simply move through your copy 
and write lots of fascinations for 
anything you see in the copy. By 
using the various techniques you'll 
learn in Chapter 16 on Bullets and 
Fascinations, you'll come up with 
tons of great possibilities. 


Once vou’ ve written 20. 30. 40. 
30 or even more — then you move 
through them and pick out the 
ones that seem strongest. See if 
you can strengthen them in any 
way — stronger word choices, more 
credibility, better phrasing. etc. 
Once you're truly confident with 
3-4 of them, write the correspond- 
ing deck copy and then show them 
to potential prospects. See which 
pique their interest most. 


Experiment with your USP 

or your Big Selling Idea. This 
method is awesome because it's 
something you need to do anyway. 
and you may already have written 
a killer headline without knowing 
it! Why? Because the strongest 
presentation of your USP or Big 
Selling ldea often works very well 
as your headline. It communicates 
the uniqueness, benefits, and often 
the credibility of the central idea in 


your copy. 


When prospects read further based 
on this kind of headline, they re 
often very, VERY qualified as a 
potential buyer. They're attracted 
to your central idea — and provided 
you can simply prove it to them 
and make a compelling offer. 
there's a great chance they'll plunk 
down their money for your prod- 
uct. 


Take your strongest credibility 
element — and dramatize it! Proof 
and credibility elements — when 
properly dramatized — are nice 
ways to seize your prospect's at- 
tention and create sufficient believ- 
ability. 


For example, as we saw in Chapter 
6 on Big Selling Ideas. CSPI health 
educator Art Silverman was once 
faced with the task of explaining 
to people how much saturated fat 
was contained in popcorn. Back 

in those days, it was popped with 
coconut oil and therefore each 
serving contained about 37 grams 
of saturated fat. This was a proof 
clement - statistic on the danger- 
ous amount of artery-clogging fat 


in popcorn. 


But the problem was that it had 
no relevance (and therefore no 
drama) to the prospect. Art instinc- 


p————————— Bá d 
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tively knew he couldn't headline 
his campaign with such a boring, 
intangible statistic. But instead he 
did something brilliant: He found 
a way to add concrere dimension 
and drama to this simple fact by 
saying: “A medium-sized ‘butter’ 
popcorn contains more artery-clog- 
ging fat than a bacon-and-eggs 
breakfast, a Big Mac and fries for 
lunch. and a steak dinner with all 
the trimmings - combined!” 


He also included a visual presenta- 
tion of this fact for added effect. 
With this headlining his campaign, 
it was a massive success. Such is 
often the case when you powerful- 
ly dramatize your strongest proof 
element! 


Rapid brainstorm, using the 
many formulas and idea start- 
ers you've just learned. This 
technique is pretty straightforward. 
Once you've fully saturated your- 
Self with all the nuances of your 
promotion, and especially after 
you've read this chapter. you're 
going to have all kinds of headline 
ideas buzzing through your head. 


At this stage, just go through many 
of the different principles, formu- 
las and idea starters and test-out 
whatever comes to mind as you 


read through them. Some of them 
won't apply to you. but others will 
trigger a stampede of powerful 
possibilities! Just keep going until 
you've got many more choices 
than you could possibly use. Then 
the process is the same as before: 
Pick your strongest ones, sharpen 
and enhance them in any way you 
can, and jump into writing your 
Deck Copy. 


Without further ado, here are the 4 
essentials of winning deck copy ... 


Deck Copy Essential #1: 
Explain and Expand 
Upon Your Headline 


lf you follow the headline guidance 
I've given you so far. you probably 
won't be writing many of those crazy. 
50-word headlines that try to sell your 
product all at once. Which means that 
even though your short, compelling 
headline wil? grab your prospect's inter- 
est and get him to read further — you 
can only go so far without telling what 
vour promotion is all about. 


He’s got to know exaetly why he’s 
reading your copy. 

That’s what you accomplish with 
your deck copy. Ir's here that you tell 
him what the hell you meant in your 
headline. and reveal what he'll discover 
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and benefit from by reading your entire 
promotion. 


You']l want to soothe his logical 
mind by giving him a powerful, sen- 
sible explanation for what vour pro- 
motion is about (and if you're writing 
an advertorial. what kind of free info 
you'll be sharing with him). And you'll 
want to make sure that your presenta- 
tion is emotionally compelling enough 
0 keep him excited and eager to read 
his little heart out. This is what vou see 
on Figure 9-8 — the deck copy and bul- 
ets heavily stimulate fear, with the in- 
ent of compelling the prospect to open 
up the promotion. 


This is why it’s absolutely impera- 


ive that you make your deck copy as 
tight as humanly possible. Closely 
apply all the secrets I will reveal in 
Chapter 14 on Body Copy ... the power 


verbs ... the smooth-flowing sentences 


. the emotionally-stimulating adjec- 
tives ... and more. This copy absolutely 
cannot feel awkward, be confusing or 
worst of all, boring. 


Here are some simple examples to 
get you started: 


deber 


Headline: Who Needs 
Painkillers when you can renew 
damaged joints EVEN AT AGE 
98! 


Deck copy: To be precise, 


Bob H. is over 98, and his wife 


is bowled over that he’s driv- 


ing, cooking, housecleaning and 


even doing the grocery shop- 


ping! Whatever happened to his 


arthritis? Discover his secret. 
and the shocking new non-drug 
proven in 60 years of covered- 


up clinical research ... 


ONE little vitamin pill! 


What the heck is going on 


here? Hundreds of detailed case 


histories don't lie. See page 8, then 


find out how many more onetime 


“old-timers” are merrily running 


rings around youngsters ... 


» 


> 


“Poor old” Bert, bedridden 
with 4 torn disks, now hops 
hurdles and breaks world re- 
cords at age 90 ... Page 12 


75-year-old cardiac patient 
makes arteries "absolutely 
clean!” Her perfect angiogram 
shocks and awes doctors ... 
Page 4 


Irene wasted away to just 85 
pounds. until ... she grew a 

brand-new, trouble-free gut! 
Page 6 


Former osteoporosis victiins 
trade walkers for bicycles! 
Strawberry secret makes bone 
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1 urgent alert from Martin D. Weiss, Ph.D. — 


Question What scared President Bush into proposing one 
i of the costliest stimulus plans in history? 


Answer: Seven ticking time bombs that are about 
to shatter thë economy in 2003! — — 
i l YOU MUST 


se READ THIS! 
ear Beleaguered Investor ... i 


m In 1999, I warned you that TECH STOCKS were about to 
crash and I urged you to take profits immediately ... 


In 2000, I warned you that BLUE CHIPS were about to 
be hammered by earnings scandals and urged you to 
CASH OUT of Enron, WorldCom and a dozen other los- 
ers six months before they crashed ... 


, E 1n 2001, I warned you that brokerage scandals 

would continue slamming stocks — long before 
swindles at Merrill Lynch, Salomon Smith Barney and 
the rest hit the headlines ... 


Meanwhile — as stock after stock fell during 
x ; ; ; three long years of terrible markets — I led 
"Miei D Wes i i hat DOUBLED ... 
‘Martin D. We Ph.D. my clients to investments t. 
OE CU TRIPLED ... and even SOARED up to 307%. 
insulated his clients. money 


from the tech wreck of 2000 Now, in 2003, the worst panic of all is about to 


"the earnings scandals of 200 P impact the U.S. economy and stock markets. 
the brokerage outrages of 
pu KEEN cr | Please — for your own sake: 


Do NOT ignore THIS final warning! 


Continued on next page... 
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density surge 10% in mere 
months ... Page 14 


»  Mini-strokes struck their 
brains, but this moss miracle 
cleared “brain highways” and 
boosted their memory instant- 
ly! Page 17 

» — And so much more inside ... 


doo 


Prebead: Don't Let All the 
New Hype From Wall Street 
Cost You a Fortune in 2002- 
2003 ... 


Headline: THE “RECOV- 
ERY" IS A TRAP! 


Deck Copy: "Read This Re- 
port NOW Or Kiss The REST 
Of Your Money Good-Bye!” 


If you had accepted a FREE 
copy of my Total Protection 
Package when I first offered 
it to vou, you wouldn't have 
had to lose a penny when techs 
wrecked. 

To the contrary: You could 
have joined my preferred clients 
in profits of 21194 ... 500% 

... Up to 929% even as stocks 
crashed. 

Please DO NOT Make the 
Same Mistake Again! 


TK kokk 


Notice how neither headline makes 
that much sense on its own. But when 
you read through the Deck Copy, it's 
easy to tell what the copy is going to be 
about ... the benefits of reading ... and 


more. 


Beck Cony Essential #2: 
Powerfully Trigger 
Your Prospects 
Natural Curiosity... 


... by promising to reveal amazing 


things inside your promotion! 


As you know, a key goal of your 
deck copy is not only to keep your 
prospect reading — but to peak his 
interest and make him enthusiastic 
about digging into your promotion. One 
of the best ways to do that is to make 
fascinating. targeted promises about 
what he'll discover inside. 


Here’s an example from one of my 
own promotions: 


TRE ok ok 


Prehead: They say it’s an 
unmitigated disaster — T say it 
will also be ... 


Headline: The WINDFALL 
OPPORTUNITY OF THE CEN- 
TURY! 

Deck Copy: Three respected 
economists writing for The 
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Brookings Institution ... PLUS 
the director of the Office of 
Management and Budget ... 
PLUS the International Mon- 
etary Fund ... are now warning 
that: 


» — Washington's massive deficit 
is a NATIONAL ECONOMIC 
CATASTROPHE ... 


»  Theonly way to avert disaster 
is with tax hikes and spending 
cuts that are POLITICALLY 
INFEASIBLE. and ... 


» This federal deficit may well 

destroy the dollar, wipe out 
U.S. stock investors and threat- 
en the economy of the entire 
world! 


» INSIDE: What you MUST do 


» PLUS investments and strate- 
gies with the very rea] poten- 
tial to make you up to 562% 
RICHER in 2904-2005! 


bdo 


Notice how, in the above example, 
the bullets are used to ... dimensional- 
ize the problem, including offering 
valuable news and information about 


the market ... present the two benefits 
the prospect wants most: a) to protect 


NOW to insulate your wealth ... 


ize Your Prospect's Attention 


his money ... and b) to grow richer as 
quickly as possible. 


And yet the secret is not given 
away. Naturally the prospect will be cu- 
rious to find out how he can insulate his 
wealth and pile up huge gains. And the 
only way to do that is to start reading 
the inside of the promotion. 


Beck Copy Essential #3: 
Introduce Your Strongest 
Benefits ... 


At some point in your Deck Copy, 
you've got to tell your prospect what's 
in it for him. This is especially true if 
you didn't put a benefit into your head- 
line. 


You'll also want to make absolutelv 
sure you focus on your strongest bene- 
fits. This is where your research and un- 
derstanding of your prospect comes into 
play. To have the greatest likelihood of 
moving him into vour lead and running 
body copy, you need for him to feel like 
he can achieve the benefits he desires 
most — just by continuing to read. 


The flipside is also true. [f he sees 
your benefits and thinks, “Hmm ... 
whatever.” Then you’ve just Jost him. 


Here’s an example from Gene 
Schwartz: 


FON ree 
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Headline: At last! A leading 
woman executive shows you 


how to ... 
WORK ALL YOU WANT! 


And be a BETTER WIFE 
and MOTHER because of it! 


Deck Copy: WHO SAYS 
that a working mother has to 
short-change her husband and 
children? Or feel guilty about 
her job? Or work herself to 
exhaustion trying to fill the de- 
mands of home and office? Not 
at all! Not any more! Not if you 
know the time-saving, work- 
saving. guilt-saving secrets of 
top career women in every cor- 
ner of America! 


Hee sea ok 


Faced with these benefits, how 


could a working mother and wife not 


read the rest of the ad? 


Here’s another example: 


a foe 


Headline: NOW! Run Your 
Car Without Spark Plugs 

Deck Copy: New Jet-Fire 
Igniters will deliver up to 30 
more horsepower, 5 more miles 
per gallon using only regular 


gas! 


THEY NEVER WEAR 
OUT! 


Get up to 5 more miles per 
gallon of gas ... 


Add up to 30 more horse- 
power to vour engine ... 


Save $100 each year for 
you, year after year while you 
use the cheapest grades of gaso- 
line! 


ORK 


Okay, so you know you gotta ex- 
pand on your headline ... stimulate 
your prospect's natural curiosity ... and 
feature your most important benefits. 
On top of these essentials, you can 
also mix your USP into your deck or 
throw in proof elements for additional 
strength. 


How you do it is up to you, but 
remember to always feature at least 1-2 
of your strongest proof elements some- 
where in your pre-head. headline or 
deck copy — which if you're writing a 
magalog means that you should almost 
always have 1-2 strong proof elements 
on your cover. Just look at many of the 
examples we've featured throughout 
the course and you'll see that this is the 
case. 
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Deck Cony Essential #4: Here are the bullets Clayton threw in 
Use Winning after that initial paragraph: 
Readability Enhancers... Perry 
Okay. so vou know what you're REVEALED INSIDE: 


going to say in your Deck. Now let's » How corporate insiders are 


discuss exactly how to structure it. 3 . 
getting rich at your expense: 


Typically, you want to start off your The ugly truth that America’s 
deck copy with 1-2 tightly written para- most powerful corporate fat 
graphs. You should also use lots of el- cats and stock market insiders 
lipses so that the copy reads as quickly are hiding from you! 


as possible. For example. here’s one » PLUS how to turn the ta- 


bles on them: Insulate wealth 
SERRE and then USE their treachery 
While urging YOU to buy To grow up to SIX TIMES 
their shares, top executives at RICHER in 2004-2005: 
MICROSOFT ... CISCO ... rne 
GENZYME ... SYMANTEC 
... SIEBEL SYSTEMS ... RED 
HAT ... YAHOO ... and many 
other high-tech companies .... 


from a big winner for Weiss ... 


There's the benefit! Now the pros- 
pect will not only get the full story on 
this shocking conspiracy - he'll also 
find out exactly how he can use this 


... are quietly dumping BIL- turn of events to grow up to six times 
LIONS of dollars-worth of their richer. If vou're an investor. how can 
companies' stock! you resist reading further? 

KERRE Here’s another example from Arthur 
See? Short, quick and to the point. Johnson: 
Lots of ellipses make it a breeze to SERER 
read. At this point there’s no benefit in Headline: Dissolve artery 
XEM 'et! ; - 
the deck. But hey, we're not done yet! gunk with ... AN ENZYME 
You'll almost always use bullets in SOAK?! 


your deck copy to create curiosity, add 


benefits, enhance readership and more. 
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Deck Copy: Grow yourself 
a new digestive track? Cure os- 


teoporosis with strawberries? 


Just a few short years ago, 
authorities called these ideas 
outrageous — but now they’re 
being hailed as strokes of genius! 
Suddenly, medical journals are 
bursting with brand-new studies. 
proving that the shockingly cre- 
ative discoveries of Dr. David G. 
Williams truly deliver ... 


Proven! Dozens of stud- 
ies and thousands of grateful 
patients now attest. “Yes, it 


works!" 


» "Critical" cardiac patient 
abruptly makes arteries abso- 


iutely clean. Angiogram shocks 


doctors. How on earth did she 
do it? Page 4 


» 98-year-old arthritis sufferer 


triumphs over pain. spurns 
drugs and delights younger 
wife by insisting on doing the 


cooking, cleaning, and grocery 


shopping ... Page 8 


» Osteoporosis “invalid” boosts 
bone mineral 7.8% in matter of 
months, shuns walker and takes 
up bike-riding at 75 ... Page 14 


» Cancer casualties cured of 
all tumor traces by vegetable 


therapy! Scientists scope. do 
biopsies, find no cancer cells 


anywhere ... Page 15 


» Senile? Not these stroke 
victims! Failing patients open 
blocked carotid arteries, re- 
store brain circulation, reverse 
memory decline immediately 
ve Page 17 


Plenty of proof in plain 
English inside, plus your 
14 FREE GIFTS! 


ok de kok 


There are several gems to notice 
here. First, look at how Arthur loaded 
up on proof elements: Medical journals, 
studies, coming from a legendary doc- 
tor, thousands of grateful patients — bril- 
liant! This is especially crucial in the 
health market because prospects have 
seen so many claims. so often, they re 
not going to believe it unless they get 


an early dose of proof. 


Also, look closely at the benefits se- 
lected. Unless you write consistently in 
the health market, you may not realize 
that the health problems Arthur chose 
to mention in the bullets are EXACTLY 
the ones prospects in this demographic 
think about all the time. That’s by de- 
sign — the prospect reads those bullets 
and see how almost every major condi- 
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tion that ails him is being cured by this 
legendary doctor. 


This is the perfect synergy of para- 
graph-form deck copy and kick-bullets 
that deliver amazing benefit plus curios- 
ity. 


It's Stilt Early in the Game 


At this point. don’t worry if your 
headline isn’t perfect. Over the next two 
chapters, we're going to cover some 
even more advanced headline writing 
strategies. Strategies that will expand 
and deepen the possibilities available to 
you. 

Plus, you can always tinker with 
your headline once your rough draft is 
finished. A gain, there's no need to strive 
for perfection at this moment. Just ap- 
ply the techniques and move forward. 


As proof of this. Clayton often 
waits until late in his writing process to 
really get into the headline writing. This 
allows him to fully absorb and interact 
with all the other elements of the copy 
and THEN write his headline, with full 


knowledge of everything else. 


Bottom line: Whenever you start 
writing your headlines. it's fine. Just 
know that you're probably going to 
have to come back and work on it until 


it sings and soars. 
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keep in mind that this is an extension of what 


As you begin the headline writing process. 


you've done in all the previous chapters. In 


other words. your headline is an extension of 


your Big Selling Idea, your Theme ... and it 


should perfectly lead into the overall argument 


vou're going to be making. 


The bottom line is that you want to find the 


single strongest statement for grabbing your 


prospect's attention and getting him to read the 
rest of your ad. You've just learned a bunch of 


techniques for doing that, and it's time to put 


them into practice ... 


l. 


Write 10-20 possible headlines for your 
promotion, based on what you've just 

learned. Then, take them and make sure 
you haven't made any of these common 


Headline mistakes; 

a. Isyour headline not surprising? 
b. Isita "Me too" headline? 

c. Is it predictable? 

d. Is it not targeted enough? 


If possible, write even more Headlines 


using the following techniques: 


Chapter 9 Action Steps 
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2. 


Write lots of fascinations, then select 
your very best one (if necessary, jump 
ahead to Chapter 15 to Jearn more 


about how to do this). 
Experiment with your USP or your 
Big Selling Idea. 


Take your strongest credibility ele- 


ment — and dramatize it. 


Rapid brainstorm, using the many 
ormulas and idea starters you've just 


earned. 


Now take your Headlines up a notch with 
these Headline maxims: 


a. 


b. 


The Shorter. the Better! 
The Punchier, the Better! 
Credibility Must Always Be Close By! 


When the Circumstances Are Right, 
Feature or Imply an Jmmediate 
Benefit! 


Add the Element of Curiosity When- 
ever Possible! 


Never Underestimate the Power of a 
Simple Question! 


Write your Deck Copy that: 


a. 


Explains and expands upon your 
Headline. 


Powerfully triggers your Prospect’s 
natura] curiosity. 


Introduces your strongest Benefits. 


Uses winning readability enhancers. 


Once you have some headline/deck varia- 
tions that you're happy with, cut and paste them 
right above the top of your outline. You should 
be able to read your headline and deck copy ... 
and then have it go right into the detailed argu- 
ment you created in the last chapter. 


Al this point, your running document (what 
you began in Chapter One). should look some- 
thing like this ... 


l. Headline and Deck Copy Variations. 


2. Your Logical Sales Argument (Starting with 
point #], #2, etc., should also include the 
benefits and proof elements you cut and 
pasted into it.) 


[m 


Excess notes and copy you created during 
he process of doing your research, col- 
ecting benefits and proof, theme and Big 
Selling Idea, and so on. 


You want to save this excess because you 
may want to use it later. Anything you feel is 
critical to your promotion should be contained 
in your central argument and the documentation 
you created in the last chapter. 


The cool thing is that the very top of your 
document (where your headline and deck leads 
into your argument) should be starting to look 
like a bonafide sales letter. Then in Chapter 12, 
we're going to investigate the best ways to make 
an even more powerful transition from your 
deck into your argument and running copy. 

But right now, we're going to explore a 
headline-writing secret that’s helped separate 
Clayton from many other top writers, and has 
helped generate well over $100 million for his 


clients over the years. 


Chapter 9 Action Steps 
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How to Put the | 
Power of Emotion 
into Your Headlines ioe 


in this Chapter... 


m How to write winning headlines in even the 
fiercest, most competitive markets ... 


m The single most effective way to grab the at- 
tention of prospects who are skeptical, bitter or 
who have “heard it all” ... (what you'll discov- 
er actually makes these prospects excited and 
passionate about your type of product — even if 
they haven't felt that way in years) ... 


m Many ofthe most powerful dominant emotions 
you could ever use in the selling process — and 
exactly how to use them in your headlines ... 


g And so much more ... 
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fever there was a time when it 

was crucial for you to put the 

awesome power of dominant 

emotion headlines to work ... 
that time is NOW! 


Why? Because even though 
prospects are getting more and more 
skeptical with each passing day. test 
results show that dominant emotional 
headlines still work better than ever! 
This means knowing how to craft them 
is one of the quickest ways to put your- 
self ahead of the competition — and start 
reaping the sweet rewards you deserve 
as a copy writer. direct marketer or en- 
trepreneur. 


I know. I know ... Clayton has prac- 
tically written a book about this subject 
in The Total Package. But even after 
being one of his most diligent students 
and readers. when it came to writing 
emotional headlines of my own ... I 
stil] didn't quite know where to start. 


As you may remember, the “domi- 
nant emotion" approach is where you 
begin by finding out your prospect’s 
strongest possible emotion(s) about the 
subject matter at hand. You then USE 
this emotion to grab his attention and 
keep it in a peak state. 


So that’s exactly what I made 
this chapter al] about. It's designed to 
help get you into the mindset that’ ll 
allow you to craft dominant emotion 


headlines on your own and drive your 
response rates and personal income sky 


high. 


In our first phase, I'd like to give 
you a quick little story to illustrate the 
power of this approach ... 


PHASE DNE: 
Geiting Into the 
Dominant Emotion Mindset 


This section is going to give you 
some example scenarios that'll deepen 
your understanding about why the dom- 
inant emotion approach works so well, 
especially in your headline. Just hearing 
them will turn on a light bulb in your 
head — and there should be no question 
about why they're so often superior to 
ordinary, big-benefit headlines. 


Here's the first scenario: Imagine 
you're looking to buy a new hybrid car. 
You've had enough with the escalating 
gas prices and you're ready to take a 
stand. One bright sunny day you mosey 


on out to a dealership with the intention 
of making a purchase. 


As you walk into the dealership. 


salesman #1 approaches you and says, 
“Hello,” introducing himself. You tell 
him your name, shake his hand and 
mention you’re interested in a new hy- 


brid. 


_———— al 
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Within seconds of shaking your 
hand. this salesman begins telling you 
about the benefits of having a hybrid, he 
reveals that he’s got an incredible deal 
on the far side of the lot, he lists how 
much money he can save you, tells you 
about the great new financing plan he 


can offer, and much more. 


As he shows vou the car, he shows 
you all of its wonderful features. And 
then he emphasizes the long list of ben- 
efits you'll experience as an owner of 
this new hybrid vehicle. 


What's Your Gul Feeling 
About this Approach? 


Would you feel excited or a little 
resistant? And how much would vou 
trust this person? 


On the other hand ... 


Imagine you walk into amother deal- 
ership where salesman #2 approaches 
you. He introduces himself, shakes your 
hand and you begin a conversation. 


But this salesman’s approach is dif- 
ferent. Rather than lead off with what 
he can “offer,” he begins with a ques- 
tion. “Did you realize that gas prices are 
supposed to shoot up above $4.00 a gal- 
on next month!? I heard it on CNN.” 


ne Says. 


"Wow — that's horrible!" vou think. 
He sympathizes and expresses his own 
personal frustration with the rising gas 
prices. 

He also mentions that he just read a 
reputable book about how big compa- 
nies often RAISE gas prices, even when 
their actual oil cost goes down. They 
control the supply, demand and overall 
market price. And worst of all, these 
dirty little tactics are all quietly sanc- 


ioned by the politicians in Washington. 


“Can vou believe that?” he says. A 
celing of anger wells up in you. After 
all, the extra money you spend on gas 
each month could be going to a college 
fund, a family vacation ... something 


really positive. He agrees and shares 


how he's had to begin carpooling to 
work, just because the gas prices have 
gotten too severe to be driving every 
day. 

By this point you both are nodding 
vou heads in agreement — about the 
unfairness of gas prices. about how the 
greedy companies don't care, about the 
fact that Washington isn't helping and 


so on. 


And once you ve conversed a little 
bit more, he offers 1o take you outside 
and let you test drive the latest hybrid 
model they've just got in ... 


pu EE d 
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Ultimately, 
Which Young Man 
Would You Rather Buy From? 


Would it be Salesman £1 or Sales- 
man #2? 


I can say with confidence: Provided 
the overall "deal" is fairly even, 9 out 
of 10 people would buy from Salesman 
#2! 


Intuitively it’s obvious. 


But why? Salesman #1 cut right to 
the chase. He quickly listed all of the 
benefits of this amazing car, And then 
he showed you how all the features 
led to the benefits he promised. On the 
other hand, Salesman #2 didn’t even 
begin by talking about the car. 


So what gives? Could it be that 
Salesman #2 understood something that 
the other guy didn't? 


Here's the answer — when you lead 
off with a strong, attention grabbing 
statement that’s filled with EMOTION, 
it hardly feels like your typical sales 
process, 


Instead. it feels like someone has 
taken the time to learn more about you 
— to discover how exactly you're feel- 
ing about a certain topic — and then 
acknowledge and express what you're 


feeling in words. 


As a prospect this makes vou feel 
far less pressurc. Often times. you'll be 
filled with sincere appreciation. After 
all, when someone is able to put your 
feelings into words — it's like they re- 
ally understand you. And deep down, 
we all want that. So we're willing to 
reward anyone who takes the time to 
do so by offering them our interest and 


undivided attention. 


Psychological Secrets 
that Fuel 
Bominant Emotion Headlines 


That's just the beginning of the psy- 
chology going on when a prospect sees 
a dominant emotion headline. Notice 
the dramatic psychological difference 
between the emotional approach and 
an ad leading strictly with benefits, just 
like Salesman #1 did. 


No mauer how amazing the ben- 
efits, when someone leads with them 
- like Salesman #1 did — your prospect 
instantly feels like he's being sold 
something. There's no denying it. 
There's hardly a person on the planet 
that enjoys the feeling of being sold 
something. So right away, the relation- 
ship starts off with something unpleas- 
ant. Something that produces resistance. 


What's more, there's little sign that 
this big-benefit advertiser has taken the 
time to get to know him. This happens 
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in both face-to-face selling situations 
and in written advertising. In both cas- 
es, 1Us almost insulting. The salesman 
just expects to barge right into your 
prospect's life, ask for money and then 
take off. “What a jerk!" he thinks. 


You can see how this leads to resis- 
tance. This process has the obvious goal 
of irying to separate the prospect from 
his hard-earned money. Often there’s 
so much resistance inside him that he 
doesn't even acknowledge this salesper- 


son or ad with a single glance. "Screw 


em," he thinks. “They're just in it for 
themselves." This has made him a mas- 
ter at ignoring anyone that approaches 
him in such a way. 


That’s exactly why the dominant 
emotion approach feels so powerful. 
It taps into a completely different and 
almost magical psychology. And pro- 
vided you hit the right hot buttons, you 
won't create resistance in your prospect 
... you'll create TRUST. Rather than be 
ignored, you'll have his complete atten- 
tion! 


You'll create trust because, in a 
matter of seconds, vou've just demon- 
strated that yow're different than every 
other advertiser coming at him. You've 
taken the time to get to know your pros- 
pect and you understand what he feels. 
Moreover. you feel the same way and 
vou're able to articulate evervthing your 


prospect wishes he could say ... if he 
only had the words! 


And now. you're no longer selling 
... you're venting together like wo 
friends. This is something we all LOVE 
1o do! That's why he'll often stick 
with you even after he discovers that 


you're selling something. just like all 
the others. You've proven that you're 
UNIQUE and worth listening to. So. 
by leading in with emotion you have a 
chance that you never would have had 
otherwise. 


The Seduction Secret of the Sexy 
“Bad Boy" 


Want to know another powerful 
mindset secret? Just check out this ut- 
terly fascinating parallel between adver- 
tising and the mysterious workings of 


female attraction! 


This is something it took me a little 
while to understand. until I grasped the 
psychology underlying the dominant 


emotion approach. 


Consider this: Why is it that a nice 
guy can have EVERYTHING ... an 
amazing car, a multi-million-dollar 
income, an Ivy League education. good 
looks, the world’s nicest personality 
and still often lose a woman to the “bad 
boy” with dirty clothes. a bad attitude 
and hardly a cent to his name? 


CE 
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For so long it never made sense ... 
until | discovered that the answer lies 
in EMOTION. The “bad boy” makes 
the woman fee/ something the nice guy 
can't. He's exciting. he’s dangerous and 
he connects with her on a visceral level. 
And no amount of benefits and quali- 
fications our boring lvy League friend 
can bring to the table will make her feel 
differently. 


Sure she might someday settle for 
him out of necessity — maybe even fora 
man with far fewer benefits to offer. But 
she'll always have a place in her heart 
for that "bad boy? who makes her feel- 
ings run wild ~ and when she sees him 
she won't be able to look away. He'll 
nearly always command her instant at- 
tention. 


Likewise, a prospect might occa- 
sionally settle for an ad leading purely 
with benefits. But in countless split 
tests. Clayton's found that the emo- 
tional “bad boy” package often trumps 
the pure benefit ones by a wide margin. 
For example, look at Figures 10-1 and 
10-2. On those pages are two ads for the 
exact same product. 


On 10-1, you see how the headline 
and lead of the ad are based entirely 
on benefits. There's very little emotion 
involved. The product's name is given 
(which you'd rarely do in a dominant 


emotion approach). and the headline is 
a simple statement of benefit. 


On the other hand, the ad on 10-2 
is extremelv emotional! You can tell 
immediately from the headline. "This 
Health Disaster DIDN’T HAPPEN” 
which taps not only into the fear of 
heart problems but the desired feel- 
ing of relief that comes from avoiding 
them. 


The deck copy on 10-2 dimen- 
sionalizes the deadly problem that was 
averted (which deepens the feeling of 
fear) and never once do you see the 
name of the product, In looking at this 
ad, it's really kind of hard to even tell 
that a product is being sold. It looks like 
a mysterious and believable expose on 


avoiding life-threatening heart compli- 


cations. 


Now can you guess which ad pulled 
better? If you said #2, you're right! And 
now that you better understand the psy- 
chology behind this approach. it makes 


sense doesn't it? Ad #2 is the clear “bad 
bay" of the duo — mysterious. seductive, 
visceral and it makes it hard io look away. 
Ad #1 is that boring nice guy who you can 
predict at every turn. Ho hum. 


So this “bad boy" dynamic is something 
you definitely want to harness in your copy. 
Just like the bad boy does, you want to at- 
tract your prospect with a series of visceral 
statements (beginning with your headline!) 
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1 Ors Thick, gooey plaque 


silently builds up, choking 
off your blood supply... 


Or your arteries 
can be as clean 
as a whistle, 
flexible and 
strong... 


It Helps You Or It's FREE! 
See Inside Ta: 


¥ Enjoy lasting new energy — Enjoy “feeling” in your limbs 


+ Conquer high cholesterol s Beat high blood pressure 

v Improve your breathing w Experience super sex 
Detoxify your entire system + Eliminate or reduce chest pain 
v AND MUCH, MUCH MORE! 
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special Expanded Issue Summer 2005 


24 hours ago, this innocent-looking white powder : 
was PLAQUE — clogging a human artery - 
and poised to trigger a deadly — 

heart attack or a massive stroke. 


_ It was flushed away before it could inflict — 


its damage — with a 23-GENT food 
additive that’s so safe, it is 


det NAMED INSIDE A 
Palle costly cholesterol ani hioon pressure meds 


Also in this issue . a Brite! Life Stories From The P cople V Who Lived Them: 
æ Open Heart Surgery CANCELLED! ........ Page 21 Cut Cholesterol Like MAGIC! ........... Page 27 
is Angioplasty Postponed INDEFINITELY! ... Paged — Angina Victim To ATHLETE! ......... Page 17 
is BYE-BYE Blood Pressure Meds! ............... Page 14 g And much, MUCH more! i poH ENSIDE ROWE! 


^e Fatigue o 
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that are emotionally irresistible. Statements 
that suck your reader in and make it impos- 


sible to look away. 


Once you've grabbed your prospect's 
attention this way and demonstrated that 
you're different. THEN you can prove that 
you've got all the benefits. qualifications. 
and positive things to offer. This way. your 
ad becomes the James Bond of the direct 
response world: Sexy, dangerous and emo- 
tionally irresistible ... while at the same 
lime being classy, highly credible and 
bursting with benefits. 


PHASE TWO: 
Spotting this Secret in 
Ciher industries 


Now that you're getting the hang 
of this whole dominant emotion thing. 
let’s sharpen our understanding with 
some examples from other industries. It's 
something that helped me "get" the whole 
concept and begin applying it to my own 
promotions. 


Setting aside much of the ridiculous 
advertising that the jokers on Madison 
Avenue put out. the best forms of brand 
advertising often use this same dominant 
emotion principle. 

Think about it — whar does the Marl- 
boro man communicate? Clearly. the 
dominant emotion is the feeling of heing 


cool. 


Just how did the advertisers stimulate 
this emotion? First, they showed you 
pictures of a masculine man — a rugged. 
five o' clock shadow faced-man that looks 
strong and tough. Second, they made him a 
cowboy. one of society's strongest symbols 
of strength and coolness. And third, they 
originally showed this man’s hand with a 


tattoo on it. 


When consumers saw this image, they 
immediately associated this fecling and 
desire for feeling cool with Marlboro ... 
and PRESTO ... one of the single most 
successful ad campaigns in history was 


aunched! 


And despite the very masculine im- 
age in the advertising. even women began 
buying the cigarettes so they could start 
feeling cool. too, It was an almost univer- 
sal appeal that immediately made them the 
#1 sold cigarette in the world. The product 


became a gateway for the powerful feel- 
ings so many people wanted to experience 
on a regular basis. Marlboro became the 
easiest, most affordable way to feel cool in 


existence. 


Infomercial Moguls 
Understand this Secret and 
Milk it for AN it's Worth! 


I remember once sitting in a Los 
Angeles office, across the table from the 
president and owner of one of the most 
powerful infomercial companies in the 
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world. His company had sold billions 

in products (with household names 

like the Abslide, the Ultimate Chop- 
per, Walk Fit Orthotics, Miracle Blade 
and many more). He even had his own 
research teams in China that were con- 
stantly creating new products and send- 
ing prototypes to him as possibilities for 
his direct response commercials. 


It was an awe-inspiring experience 
and it taught me a huge lesson: One of 
this man's biggest secrets was that he'd 
honed his intuition for the distinct emo- 
tional appeal of a product to ridiculous 
perfection. In fact, over the last 5 years 
EVERY product he'd ever sold had 
grossed at least $50 million! He had 
dozens and dozens of huge winners. 


He explained that he and his partner 
had developed the ability to intuitively 
tell how strongly people would fee? 
about a product. and this would deter- 


mine whether it was a hit or not. 


I remember looking at some of his 
most successful infomercials and seeing 
how — rather than Jead off with the ben- 
efits, the savings or any other typically 
advertised element - an ad for one of 
his kitchen products would instead of- 
ten show a woman making a huge mess 
in her kitchen. She'd always be looking 
terribly frustrated. 


The narrator would then ask some- 


thing like, “Are you tired of making a 


mess ...Are you sick to death of prepar- 
ing for hours — only to have your clean- 
up last even /onger?" The opening lines 
were meant to grab your attention, but 
they usually did NOT state any overt 
benefit. Rather, they instantly connected 
with the frustrated feeling of not having 
utensils that work. Or the outrage of 
having to work so hard in the kitchen. 


1 also noticed they do exactly what 
Clayton does in his own promotions. 
Once they'd seized your attention emo- 
tionally, they'd quickly transfer that 
attention to the amazing benefits of the 
product that solved the problem. 


Check out the example I’ve listed on 
the following website address: 
hutp:/Awww.buysmartware.convintro.hmil. 


You ll see the same exact pattern at 
work. The headline is essentially say- 
ing. "Man. isn't this frustrating? Isn't 
this horrible? It’s actually DUMB to be 
doing this — you don’t have to feel like 
this over and over!” And immediately 
all of the women and guys who cook at 
home are nodding their heads and going 
“YES, that’s true!” 


Then, once your attention and emo- 
tions are stirred. it says. “And now 
presenting the amazing Smartware ...!" 
The narrator quickly begins detailing all 
the exciting benefits and advantages of 
the new kitchen product. 
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I highly encourage you to view 
the example — it's just a few minutes 
long. It shows you how an infomercial 
can immediately tap into the dominant 
emotions of a prospect and then quickly 
transition to the believable promises of 
benefits that will change his life. 


Initially, I was amazed when I start- 
ed to see how universal this approach 
is. But now I realize that it's based on 
deep human psychology — which is why 
it works no matter what the medium is. 


Never forget: If leading with strong 
emotions works consistently for an 
infomercial mogul who never sells less 
than $50 million of ANY product. it’s 
bound to work wonders for you! 


The Emotional impact of a 
Sexy 50-Year-Old Grandmother 


Another really great outside ex- 
ample of leading with emotion is the 
Bowflex commercials that became one 
of their most successful advertising 
campaigns ever, The commercials fea- 
tured a super hot fifty-year-old woman. 
She and her boyfriend (who looks like 
he's in his 20’s) are hanging out by the 
pool and she's in her bikini. ooking 
totally spectacular. 


As a viewer, I remember how pow- 
erfully it seized my attention. Yes, I’m a 


guy and just about any picture of a sexy 


woman in a bikini will seize my atten- 


tion. But this was different. This woman 


was 50 and she looked so young it was 
shocking! 


So by headlining their ad with this 
gorgeous woman and then revealing her 
age. it really grabbed many people's 
attention on a deeper, visceral level. It 
forced us to watch the rest of the ad and 
be pitched all the benefits and options 
for purchasing a Bowflex! 


Plus, it was especially effective 
for women because it activated a deep 


emotion in so many of them. So many 


women were watching it and thinking, 
"Wow. she really looks better at fifty 
than a lot of people do in their twen- 
Ties." Their own feelings about their 
weight, looks and appearance started to 
surface ... and then they thought. “Well, 
if Bowflex can do that. I want that too.” 
So in this case the dominant emotion 
was a positive one — the urge to feel 
young and sexy. 


It also powerfully stimulated the 
feeling of envy and made it action- 
able. If you want what this woman had 
(which most American women do!), 
then you were able to easily take action 


on this envy by ordering your Bowflex. 


It's easy 10 see why connecting the 
Bowflex product to deeper emotions 
— especially in women — made this cam- 


paign such a runaway success! 
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PHASE THREE: 
Put Two Common Myths to Rest 
and Watch Your Emotional Ability 
Soar! 


lf you've followed Clayton’s writ- 
ing and teaching for very long, the 
odds are vou've been exposed to a 
big fat myth — one that misinformed 
people have been spreading about his 
take on benefits. This has been spread 
on blogs, message boards, forums and 
more. As ] mentioned in the beginning 
of this chapter. Clayton's frequently 
written in The Total Package about 
the power of the dominant emotion 
approach. He continually revealed 


that, in his experience and testing, big 
benefits are rarely enough to survive in 
today’s direct marketing trenches. 


But people seemed to interpret 
this as though he’s against presenting 
or focusing on the benefits in sales 
copy. With this false interpretation, a 
myth was born. The fact of the mat- 
ter is, Clayton NEVER said such a 
thing! In fact, he clearly said that his 
strongest promotions often lead with 
the dominant emotion(s) his prospects 
arc feeling and then quickly connect 
the strongest benefits of the product to 
those emotions. 


You can most easily see this by 
simply looking at his dominant emo- 


tion packages. In the last example we 
saw on Figure 10-2. a whole list of 
benefits are presented near the bottom 
of the page as testimonial cases. And 
if you look at Figure 10-3 you see the 
same thing: It leads with the emotional 
headline, *FINAL RECKONING 
On Wall Street!” and then right after 
the deck copy you see a big benefit 
presented. The prospect is promised 
“crucial self-defense” and “windfall 
profit opportunities” with gains of up 


to 562%. Obviously, these are benefits! 


Clayton does this on virtually 
every dominant emotion promotion 
he writes. The benefits are always pre- 
sented upfront, right AFTER he’s led 


in with the strong emotion. 


Again. remember why it’s effective 
to do so: You avoid the deadly sales 
resistance that usually occurs when 
a prospect sees nothing but benefits 
in a headline ... And you harness the 
visceral, seductive power of the “bad 
boy." offering your prospects a thrill 
... and an emotional outlet for their 
frustration and boredom. 


That way — when his eyes get to 
the benefits — his attention is much 
higher than normal and his resistance 
is lower. You get the best of both 
worlds! 
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MARTIN D. WEIS Ist who correctiy forecast the 
great TECH WRECK of 2000 ... the BLUE CHIP BUST of 2001-2002 
.. the GOLD STOCK EXPLOSION OF 2002-2003 ... plus the 


ENERGY BOOM OF 2003-2004 ... and whose best investment 
recommendations have SURGED 562% in these tricky times, 
unveils his ALL NEW forecast for 2004-2005: 


Massive, Out-of-Control FEDERAL DEFICITS Are About To 
CRASH Stocks ... CRUSH Bonds ... SQUASH the Dollar ... 
Send Interest Rates SOARING ... and Threaten the Life 
Savings of MILLIONS of AMERICAN INVESTORS! 


INSIDE: Grucial Seli-Detense, PLUS 5 Windfall Profit Opportunities for 2004-2005; 
Aim for 144% gains ... 413% gains ... up to 562% GAINS in the Great 


APLOSION ,,., DOLLAR COLLAPSE ...5 e 
STALEMATE ... GOLD STOCK BOMAN ZA ne and K ERGI 
WINDFALL OF 2004-2005! 
Hy Martin D. Weiss. Ph.D. 
President. Weiss Hesearch 
hen was the last time going to occur, AND knew the A colossal new economic 
YOU had advance investments and strategies force is already beginning to 
knawledge of a most likely to turn the event impact the L.S, economy and 
future event that could turn. — into windfall profits for you? investment markets ... 
a molchill of cash into a That's precisely the kind A force that, on the one 
veritable mountain of money? — of priceless knowledge that’s hand, has the power to render 
When wus the last time available to you nuw ... many of your current invest- 
you not only foresaw the Pardon me for being blunt ments nearly worthless ... 
event, but also had strong — but it is absolutely critical pu 
evidence of when il was that you fully understand this: 
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Banishing the Myth 
About Always Being Able to 
Predict Winning Headlines 


Clayton also often gets the question. 
"How do you know if a headline will be a 


winner?" 


First off, he never knows 100% ifa 
headline's gonna work. That's a myth peo- 
ple assume abont world-class copywriters. 
Nobody really knows this in advance. But 
for him, the best way to judge is the visceral 


feeling he gets from it. 


Clayton's not a formula writer. He 
hinks rules are for unimaginative slugs. 


He’s a libertarian by nature and he betier 
FEEL it in his gut. or it sucks. If he DOES 
feel it in his gut, it’s good. And the stron- 
ger he feels it, the stronger it is. 


That's one of the things you really get 
from talking to him, watching him crit 
copy. and studying his packages. You look 
at a really good headline and it just hits 
you on a different level. You can easily 
imagine others being totally stapped the 
second it hits their eyes. 


Over time you'll learn how to better 
"judge" a headline in advance — especially 
the emotional kind. Just remember that it's 
really a visceral thing. It all comes down to 
the FEELING you get. 


Here's a simple test for predicting 
success: If you read a headline, and vou 


feel like you're at the site of a train wreck 
that’s about to happen, where nothing 
could prevent you from looking away 


— you got something. 


On the other hand. if you’re rational- 
izing and intellectualizing it, over-think- 
ing it — then you've probably ended up 
with something that may be benefit-laden 
but flat. Just because it fits some kind of 
classic guideline, or contains a powerful 
USP doesn't necessarily make it a good 


headline. 


So keep practicing and studying win- 
ning emotionally-driven packages and 
you'll eventually develop a sense for state- 
ments that hit your prospect in a visceral, 


emotional way. 


PHASE FOUR: 
Taking the Industry's Most 
Dominant Emotions and 
Using Them to Create 
Monster Winners 


In this next section, l' going to give 
you the tips and strategies for using some 
of the most powerful emotions you'll ever 
see in winning copy. Each explanation 
will reveal why your prospects are feel- 
ing a certain way. Then it'll show how to 
use this knowledge to get deep into their 
mind and feelings. Once you've done that. 
you'll be in position to put their feelings 


into words ... in your headline, 


ee 
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First off, one of the strongest emotions 
you'll ever harness is anger. Anger mast of- 
ten surrounds the issue of injustice. faimess 
and expectations. Your prospect naturally 
expects doctors to care about his well being 
and health. That's their purpose and the real 
reason they exist. But all 100 often this isn't 
the case — doctors have anything BUT his 
well being in mind. And that’s grounds for 


anger! 


See how that works? This injustice 
is the root cause of the anger. And seeing 
how anger is caused allaws you to spot 
other opportunities for harnessing that 
emotion. ANY time somebody has expec- 
tations that are not being met — any time 
there’s a difference between what’s fair 
and what's actually happening — there's 
almost undoubtedly going ta be anger 
present. 


It also happens all the time in the 
investment market. Brokers. CEOs. 
Wall Street advisors and other people in 
positions of authority claim to exist and 
promote themselves as existing for the 
purpose of helping protect and grow your 
prospect's money. They're supposed 10 be 
making his life easier, helping him build 
his nest egg. and warning your prospect of 
impending danger to his financial security. 

BUT all too often they DON'T. Many 
people in these positions abuse your pros- 
pect, lie to him. take his money and ruin 
his financial future. This is the opposite 


of what he expects and sees as fair. and it 
makes him justifiably furious. 


Emotional "Positioning" Secrets 
that Built the 
#1 Newsletters in the 
Health and investment Markets 


Now that you understand how anger 
is caused, you're in the perfect situa- 
tion to do exactly as Clayton did with 
the positioning of Dr. Martin Weiss in 
the investment market and Dr. Julian 
Whitaker in the health market. (If 
you're not familiar with their stories. go 
back to Chapter 1 and review Clayton's 


relationsmp with them.) 


Both became the LEADING advi- 
sors (with the #1 newsletters) in their 
respective fields because Clayton saw 
an opportunity to position them in 
complete apposition to those so-called 
“authorities” his prospects were already 
angry at. While drug companies, main- 
stream doctors and surgeons were vio- 
lating the trust of their patients and con- 
sumets, risking their lives, humiliating 
them, killing their family and friends 
... Dr. Julian Whitaker was doing the 
EXACT OPPOSITE. 


He was actually following through 
on the true role of a doctor. he was 
protecting their best interest and he was 
fighting and speaking out against those 


not doing the same. This was so emo- 
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tionally vindicating for prospects in the 
health market! 


The same was true in the investment 
market with Dr. Weiss. While greedy 
brokers, CEOs and money managers 
we're robbing clients blind, Clayton 
positioned him as the #1 advocate of 
investor safety. Dr. Weiss was actually 
delivering on the false promises that 
infuriated prospects about all the main- 
stream investment authorities. 


By positioning his editors this way, 
Clayton’s copy magnified the feeling of 
anger that was already welling up inside 
his prospects. He made them incredibly 
hungry for a solution to that anger. 


Of course, signing up for Dr. Whita- 
ker and Dr. Weiss’s newsletters then 
became the perfect way for prospects to 
vent and release their anger and frustra- 
tion. This then allowed therm to get all 
the functional and emotional benefits 
(health, wealth. freedom, security, trust. 
and more) they so desperately wanted 
but were unable to do through the heart- 


less “authorities.” 


In fact, you can see this clearly on 
Figure 10-4. Notice the headline for 
a winning promotion for Health and 
Healing, with the headlinc. "Is There 
Anyone Left WE CAN TRUST?" It 
wasn't written by Clayton (the writer 
was Arthur Johnson. actually) and yet 
it still so clearly carries on the original 


positioning of Dr. Whitaker as someone 
who can really be trusted. Someone 
protecting his prospect from those 
who've abused and angered him. 


So look for situations where your 
prospect might be angry about some- 
thing. where his sense of fairness and 
justice is being violated; then position 
your spokesperson and product as the 
hero. someone your prospect can trust 
and soothe this anger. Just like Clayton 
did, you may open up an enürely new 
sales appeal and quickly become £1 in 
your industry! 


This “Tabloid Favorite" Will 
Make it impossible for Readers to 
Ignore Your Headline 


Another red-hot emotion is betrayal. 
What makes betrayal so powerful? You can 
get an instant glimpse of its power by Jook- 
ing at the covers of tabloids. Hollywood af- 
fairs — extreme cases of betrayal — are often 
among the very hotest types of headlines 


and cover stories. 


Just as a quick example: I recently saw 
a blockbuster headline for the Enquirer 
that read. “Angelina says ... “It’s NOT 
Brad’s Baby!” and the story was all about 
how Angelina had been sleeping with 
her ex while still with Brad. Even more 
shockingly, that the baby might not belong 
to Brad! This is betrayal at its finest — it 
grabs you and forces you to keep reading. 
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SPRING 2005 


HEALTH & HEALING| 


INSIDE: 


A NEW REVOLUTION 
sends costly old "cures" 
to the scrap heap! 


NEW! CRASH CURE FOR 
ARTERIES works in 3 
weeks and won't cost you 
a cent. Even cures hyper- 
tension for everyone in 
new study . ..Page 4 


SEVERE STROKE 
DAMAGE FIXED in 

as little as 14 days! 
Paralyzed patient walks 
and becomes "a bundle of 
energy. 


PROSTATE CANCER 
ROUTED in only 2 
weeks! Tamor-riddled 
prostate normal. Gene 
breakthrough fights 
breast cancer 100... Page 6 


“PERMANENT” 
DIABETES DAMAGE 
reversed in 72 hours! 
Common vitamins and 
minerals save eyes, feet. 
limbs. Pain lifted in 30 
minutes!................ Page 8 


4 OUT OF 5 BAD BACKS 
CURED with CORN 
SYRUP? Yes! Hundreds 
of patients pain-free for 
years. Surgeon complains 
"You're puing me out of 
a jab?" „Page 10 
MINUTE MEDICAL 
MIRACLE rebuilds 
shapely muscle even in 
90-year-olds! ......Page 17 


TETA 
ALERT! } 


Vioxx! Teen antidepressants! Coral Calcium! 


Is There Anyone 
Left WE CAN 


(POTOMAC. MD — SPRING, 2005) It’s bad 
enough that drug firms made billions from pain 
pills linked to heart attacks. But now, hordes of 
hucksters are swarming into alternative medicine 
too! Evervone’s peddling unproven, unsafe "cures" 
that cost hundreds or thousands of dollars a month. 
Does anyone out there still care about saving lives? 


YES! ONE LEGENDARY 
DOCTOR is proving that 
cutting-edge cures can be safe 
and cost nearly nothing... 


For 25 years, Dr. Julian Whitaker has Jed the charge 
against this cynical gold rush. He warned about the 
risks associated with Vioxx right after the drug first 
appeared. He personally launched the crusade to end 
the coverup about antidepressants and teen suicide. And 
now he's launching a new revolution that makes cutting- 
edge medicine practically free! See inside how he's 
healing “incurable” illness with undreamed-of speed 
and power, using nutrients that cost nearly nothing... 
(Continued on page 2 inside...) 
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And if you study the tabloid stories 
and copy based on betrayal, you'll see 
that the root of this emotion is deception. 
People feel betrayed when they've been 
expressly deceived ahout something. 
Often it'll be when they've been blatantly 
lied to by someone pretending to be help- 
ful and trustworthy. 


Thats exactly how this emotion is ex- 
ploited in the health, investment and other 
markets. I see Clayton use the betrayal 
theme most when there’s a dirty, outright 
deception being perpetrated against his 
prospects. Like when CEOs greedily urge 
people to buy the very same stocks they're 
secretly dumping behind the scenes. Or 
when pharmaceutical companies know- 
ingh: hide the danger of their drugs and 
end up killing innocent people. 


Tt also helps to see that betrayal is a 
very specific form of anger. It's impossible 
to feel betrayed without feeling angry as 
well. To use it, simply look out for strong 
instances of deception — ones that you 
know will trigger this feeling in your pros- 
pect. Then see if you can create a state- 
ment that captures the full impact of this 
strong feeling. 


Often times, the word “BETRAYAL!” 
or “BETRAYED!” is enough to grab your 


prospect's attention and bring them into 


your deck copy. I’ve seen this one-word 


headline used in tabloids with fantastic 


success and Clayton had a big winner with 
he simple headline. "Betrayed AGAIN!” 


Once you've grabbed your reader with 
his strong feeling. it’s up to your deck 
copy to intensify and dimensionalize the 
feeling further. This wil] keep him read- 
ing. If you can make it personal and be- 
ievable. you're almost guaranteed to keep 


his attention level high. 


What You Can Steal 
from one of Clayton's 
Best Ever “Betrayal” 
Promotions 


If you look at Figure 10-5. you'll 
see a big winner that Clayton based 
around the feeling of betrayal. At the 
time of its writing, investors had gone 
through some major downs, including 
Earnings Scandals. Brokerage Scandals 
and they were experiencing this emo- 
tion very deeply. 


This headline captured exactly what 
they were feeling and dimensionalized the 
feeling further by showing that, instead of 
brokers or big company fat cats betraying 
you ... it’s YOUR OWN GOVERNMENT 
mvolved in the most “obscene accounting 
fraud of all time!” 


Notice also the use of the word 
“Lambs” which did TONS of emotional 
work. First of all, it’s again very Biblical 


which automatically stimulates a strong 
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just as you're beginning to think it might he time to buy Stocks 
again, the GREATEST FINANCIAL SCANDAL EVER is going to 
sucker-punch Wall Street like Smokin’ Joe’s left hook: 


Our own government is now engaged in the most obscene 
accounting fraud of all time —- nearly 100 times WORSE than the 


> Six months before the TECH WRECK smashed stock values 
in 1999, | warned you it was coming. 
it happened. 


2 Eight months before CORPORATE EARNINGS SCANDALS 
smashed stocks in 2001, | warned you they were coming. 
it happened. 


=> Four months before BROKERAGE SCANDALS ham- 
mered stocks in 2002, | warned you they were coming. 
It happened. 


Rated The #1 Top Perfori 1 > Three months before DEFLATION hit 
the period March 2002 ta ie | US shores in 2003, | warned you it was coming. 


amrw OR! 


www makepeacetotalpackage,com 


The Uhimate Desktop Copy Coach 


visceral reaction. In the Bible, lambs were 
typically slaughtered and sacrificed. So in 
addition to betrayal, likening the investor 
10 a "Stock Market Lamb” also stimulated 
VERY powerful images of bloody slaugh- 
ter, fear and helplessness that come from 
being in such a position. 


That's why this promotion hit home for 
so many investors — these are ALL feelings 
that the investor experienced in relation 
to the stock market, to brokers, and to the 
government. So this headline immediately 
called forth the dominant feeling the inves- 
tor had in these relationships, and ampli- 
fied the feeling with the phrase. "Ultimate 
Betrayal.” And then it made the whole 
experience very real and believable with 
the explanation of the accounting fraud and 
Weiss's track record in making predictions. 


Just like Clayton did here, look for 
places in your research where your pras- 


pect may have been outright deceived 
about something — where someone knew 
the truth and lied to him anyway. There 
will always be the feeling of betrayal pres- 
ent. Put that feeling into words as power- 
fully as possible and watch the response 
miracles begin blessing your career! 


One of the Hottest ant 
Least-Known Ways to 
Drive Your Prospect to Action 


Revenge is the next red-hot emotion 
you need to know about. and it’s the natu- 


ral extension of anger and betrayal. Plus. 
it’s the most acrionable. Irs pan of what 
motivates your prospect to reverse those 
angry/betrayed feelings and want to make 
things better. Know that if he’s angry about 
something - like being abused and humili- 
ated by doctors or about being ripped off 
by his broker — he’! also be very motivated 
lo exact revenge on them. 


Once you've captured this feeling and 
put it into words, it's your job to posi- 
tion your product as the way he ‘I get his 
revenge. That's what Gary Bencivenga 
did in his famous, "Lies, Lies, Lies” 
promotion. You can see it so vividly in 
Figure 10-6. "We investors are FED UP 
with everyone lying ta us and wasting our 
money!" This is a statement that targets 
the frustration and betrayal experienced by 
investors. Then the next line ("But getting 
rich is the best revenge.) obviously trig- 


gers the thirst for revenge. 


See how he positioned his product as a 
way 1o get revenge on those who were ly- 
ing to him and betraying his trust? That's 
part of why it worked like gangbusters! 
It's so natural and it's what prospects were 
already feeling — once they saw it on pa- 
per, you can see how they thought, "YES! 
That's how I fee]! This is for me...” 


Moreover, many of Clayton's big- 
gest winners for Weiss tapped into the 
prospect's desire to exact revenge on the 
deceptive CEOs. greedy brokers, and 
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crooked politicians. Clayton then gave his 
prospect the option of ACTING on this feel- 
ing by responding to the offer. Just like Gary’s 
package, the sweetest revenge for Clayton’s 
investment prospects is “getting rich" at their 
expense. This is why it's so powerful to con- 
nect your prospect's desire to make big money 
in the market with the emotional vindication of 
getting revenge on his enemies. 


When you use the revenge emotion, make 
sure it's something that your prospect will 
genuinely feel in relation to the situation. (For 
example, your prospect WILL NOT want to get 
revenge on beer companies for tricking him into 
thinking that the beer is going to get him hot 
women.) It’s gotta be something he's naturally 
beginning to feel anger and revenge toward. 


Once you do that, your job is to set the 
conditions so that your offer is seen as the 
perfect and ONLY way to get back at the pcr- 


petrators. 


The Most Powerful Emotion for 
Compelling Your Proswect 
to Read NOW 


Fear is one of the strongest driving factors 
you ll ever harness in your sales copy. Fear 
when properly triggered in your headline 
— freezes your prospect and he’s almost forced 


to look at what is happening. 


One critical thing to realize about fear. 
however, is that it cannot make the sale alone. 


Fear needs to work in tandem with greed (the 
emotion we're going to cover next) to be most 
effective in selling. I see fear as a very force- 
ful way of stopping your prospect dead in his 
Vacks. and practically forcing him to read your 
message. It also works powerfully in convine- 
ing him that he needs to da SOMETHING 
NOW to avoid the dire consequences presented 


in your copy. 


Clayton did this time and time again with 
Dr. Weiss in the invesunent market, especially 
at times when the market was uncertain and 
his prospect's feelings of fear were beginning 
io peak. Just look at the example on Figure 
10-7. The headline. “Take Your Money and 
RUN!” clearly targets the fear emotion. This 
promotion went out at a time when al] kinds 
of problems were looming in the market — and 


they were on the forefront of prospects” minds. 


Why is the fear emotion so effective at 
forcefully grabbing your prospect? J think 
it's because there’re such powerful conse- 
quences for NOT reading what you have to 
say. If you've done your job, our prospect 
will see how big a risk he's taking by ig- 
noring your promotion. So it aggressively 


forces readership. 


This is why Clayton would often begin 
many of his hard-hitting financial promo- 
tions with the statements like. “You can't 
say I didn’t warn you" and “Ifyou had ac- 
cepted a FREE copy of my X report, you 
would have saved yourself from massive 
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E Martin D. Weiss. Ph.D. — America's 81 Investor Advocate — and de. ONLY advisor to warn 


MONTHS IN ADVANCE about .., @ The great TECH WRECK of 2000 ... 8 Debilitating BROKERAGE 
SCANDALS at Merrill Lynch. Morgan Stanley and others ... 8 Shocking EARNINGS SCANDALS at 
NÉ Worldcom, Enron. Kmart, and others ... and who led his clients to alternate invecunents that generated up 
710 307% PROFITS in 2002 — issucs his most urgent alert yet . 


“Take Your Money and RUNI!" 


Another year of hard times is y a for your income, 


your retirement and your stocks! 


in this timely report: 


Get a HEAD START preserving your wealth and earning up to 30096 PROFITS, despite: 


m Volatile stocks & bonds and a shaky U.S. dollar ... 

m MILITARY GHASS: Terrorism, war & rumors of war 

m GOVERNMENT CHADS: Soaring budgets, skyrocketing deficits & Social Security cuts 

m CORPORATE CHAOS: Plummeting carnings, crashing pension plans & soaring bankruptcies 
@ PERSONAL GARGS: Rising unemployment, pension & Social Security collapses and 


declining home valucs 


Whal you MUST do NOW to GUARD what you've GOT ...and turn CHAOS into CASH in 2003! 


ou are now staring down the barrel of a 
financial apocalypse that will ... 

Bl Slaughter the earnings of hundreds of the 
world's oldest and wealthiest banks .. 

E Smash hundreds of multi-nationa al corpo- 
rations and thousands of smaller companies to 
pieces ... 

E Level the economics of Japan. South 
Korea, Southeast Asia, Latin America, the 
European Common Market countries, and. yc». 
even the United States, and ... 


Trigger onc of thc greatest destructions of 
personal wealth in our lifetimes — driving the 
DOW to 5000, creaming the Nasdaq 10 800, and 
cutting the value of your stocks by half or even 
more. 

Sure — you're going to see explosive short- 
term rallies from time to time, Theyre to be 
expected in a giant bear-market like this one. 
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And unfortunately, these dramatic surges wil! 
lure inany desperately optimistic investors back 
into stocks. 

And sure, Washington is now in an absolute 
panic to pul a band-aid on the gaping head 
wounds of the economy, and convince vou that 
Wall Sueet is safe again. 

But if you count on Washington to bail you 
aul, you're practically begging to get scalped — 
just ike the millions of investors who gat 
skinned for a staggering $10.5 willion from peak 
to trough in 2000-2002. TEN AND A HALF 
TRILLION DOLLARS IN LOSSES! That's as 
much as America's total GDP —— the amount 
produced by every business, and every American 
— in a whole year! 

The simple truth is, the bear market can NOT 
end ... the next bull market can NOT begin ... 
until there are no more hidden shocks waiting to 
ambush investors. 
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losses in the Tech Wreck disaster . 

He’s reinforcing the risks and problems 
his prospect has already taken by not 
heeding the editor's advice. And he's 
strengthening the fear by showing that 
now, the risk is even bigger. He's es- 
sentially saying, “Do not make the same 
mistake AGAIN!” 


How to Combine Fear witi 
Topical Events for 
Explosive Lifts in Response 


Again, one of the biggest keys to 
making this fear-based approach work is 
believability. It’s got to make sense in vour 
prospect's mind why he should be afraid or 
he'll just quickly dismiss your headline as 


an attempt to manipulate him. 


One of the keys to making the fear 
more believable is to connect it to a strong 
topical event or trend, just as Clayion did 
in the example we just looked at (Figure 


10-7). 


You can see this in the different in- 
stances of "chaos" (military, government, 
corporate, personal) that the deck copy 
bullets reveal. They raise issues that are 


almost certainly on the prospect's mind. 


things he's already having a conversation 
with himself about. 

Because these trends were something 
his prospect was likely already aware of. 
it increased the chances that he'd actually 


feel and believe the headline and deck 
copy. It ups the chances of him seeing the 
substantial risk in not reading further. So 
if your headline can accomplish that, it's 
done its job. He's now reading your pro- 


motion with great interest and urgency. 


From that point on, you simply contin- 
ue to dimensionalize and make the fearful 
possibilities as believable and compelling 
as possible. And then you transition to 
showing exactly how averting this disaster 
will not only free him from the scary prob- 


lem, it can also give him so much more! 


This brings us to the next emotion ... 


The Dominant Emotion that 
Fuels Nearly Every Sale 
You'll Ever Make 


First off, greed is a much broader and 
more pervasive emotion than most people 
ever realize. It’s not just about money 
— it’s the thirst for more of anything. Want 
more energy? That’s greed! Want more TV 


channels? That's greed as well. 


Of course. there are always sub-emo- 
tions present: The young man who wants 
more dates is also motivated by pride 
(He d like to be seen as a ladies" man.) 
... lust (Okay. no explanation needed!) 

. embarrassment (It's embarrassmg to 
be home alone on a Satutday night.) and 
others depending on the person. But the 


center of this whole complex — the glue 


p——— ———s—————————— — a 
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holding it all together — is greed. It’s that 
dissatisfaction with the present and the 
urge to have MORE in the future that fun- 
damentally drives us to purchase things 
we don't need for survival. 


The biggest problem with greed is 
that everybody knows it works and most 
prospects have become desensitized to 
attempts to trigger the feeling. ALL of the 
thousands of advertising messages he sees 
everyday are looking to tap into his greed 
~ his desire for more. That's why — more 
than any other emotion you stimulate 
~ your attempts to tickle and cajole deep 
feelings of greed MUST be accompanied 
by maximum credibility. 


Do this properly and the greed you 
create will act like a ten-ton magnet that 
pulls your prospect in with massive force. 
But ignore the need for credibility and 
it’s like you turn the magnet around to the 
wrong side — the side that actively repels 
things. You actually push yaur prospect 
away! 

Plus. the greed emotion is versatile 
~ you can couple it with any of the nega- 
live emotions for a strong push pull effect. 
Your prospect will want to end frustration 
and gain something (greed). He'll want 
to release fear and again gain a benefit 
(greed). You get the point. Whenever 
there’s a negative emotion pushing him 
around — like anger, betrayal, fear. etc. 
—there’s also an opportunity to pull him in 


deeper with greed. You boost the power of 
greed by showing your prospect everything 
he'll get when he releases the negative 


feeling. 


Making Greed Work in 
Whatever Market You Want 


The key to putting greed to work 
in any market is to make it highly tar- 
geted. By that I mean that the more you 
can nail EXACTLY what your prospect 
lusts after. the more effective it will 
be. That's what master copywriters do. 


They get deep into the minds and hearts 


of their prospects and figure out what 
their prospects want more than anything 
in the world. Things they would practi- 
cally sell their soul to get! 


Then they articulate those deep 
desires in a way that the prospect can’t 
help but notice. He sees the headline 
and it feels meant for him. He must 
continue. That's exactly what happened 
when golfers read the headline: 


The Amazing Secret Discov- 
ered By One-legged Golfer 
Adds 50 Yards to Your Drives, 
Eliminates Hooks and Slices 
... And Can Slash Up to Ten 
Strokes From Your Game 
Almost Overnight! 


More than anything, the golf pros- 
pect wanted to add distance to his drives. 
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eliminate frustrating hooks and slices and 
slash strokes from his game ~ as fast as 
humanly possible. The laser-like preci- 
sion of this promise really got his greed 


going. 


Tn 2006. Clayton conducted hot seat 
sessions and viewers really aot to see his 
ability to zoom in on the strongest, hot- 


test desires ~ the ones that really get the 


prospect's greed glands flowing. In one 
session, he looked at a promotion selling 
real estate options where prospects could 
make fast money in real estate without 
ever actnally owning the properties. It had 


the headline: 


Tt's About Time ... 
“Real Estate Profits for the 
Impatient” 


This is a very average headline. Yes 
there’s a benefit, and you can see how 
there's some greed there. But there's no 
specificity, credibility or hook at all. It's 


way too easy to ignore. 


Clayton's suggestion was much 


more powerful. Here it is: 


Pre-head: WENDY PATTON — 
America's #1 authority on rapid-fire real 
estate investing who successfully closes a 
profitable deal every 11 days — invites vou 


to join the profit party ... 


Headline: All the Red-Hot Homes, Condos 
and Other Prime Properties You Want: 
Just $5.000 Each! 


Don't you see how much more this 
headline might get someone's greed 
juices flowing? It’s phrased in a way 
that makes it highly desirable, instantly 
hitting you on a more emotional level. 
And if you're interested in real estate, 
you must read on. 


Do you see how the credibility pre- 
head makes the headline claim more 
believable? In a way — when the cred- 
ibility elements are there — your reader 
gives himself permission to get emo- 
tionally involved in the promise. 


Gur Next Emotion is Rampant 
in the Health Market 


Scanning through scores and scores of 
winning health packages made me realize 
powerful feelings of frustration. Espe- 
cially when a particular market becomes 
increasingly mature or sophisticated, as 
is often the case in the health market. 
Sophisticated prospects have heard certain 
claims over and over again and they’re 
increasingly frustrated that the claims and 
promises of better health are not working 
for them. 

Many blockbuster campaigns have 


been built around the prospect’s innate 
frustration nol only with the medical 


E 
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establishment — but also with the media 
and even other health authorities promis- 
ing miracle cures and solutions that don't 
work. 

Just like the other emotions we've 
covered, once you've aroused and ampli- 
fied the feeling with your headline and 
lead — your prospect will seek out a way to 
remove the cause of frustration. He'll do 
1t more aggressively when he's presented 
with a solution that not only ends his 
frustration — but also fulfills the precise 
positive emotional and functional benefits 
he dreams about. 


To best use this emotion. speak direct- 
ly to your prospect's causes of frustration 
and show him how you sympathize and 


feel for his predicament. If he’s frustrated 


by the onslaught of “healing miracles" 
k, let him. 


know how much you hate them too. Bad- 


coming at him that don't wi 


mouth those touting these phony miracles. 
debunk them, and let him know how 
you're different. If he's being barraged by 
outrageous get-rich-quick schemes from 
phony Internet marketers, tell him how that 
outrages you! Then show him how much 
more proven and different your approach 
IS. 


In contrast to betrayal. frustration is 
usually caused over a longer petiod of 
time. It takes a while for it to build. And 


~at least in direct marketing — it most 


often surfaces when a promise or claim 


has been made over and over again ... but 
never fully delivered upon. 


Tn markets where this has happened. 
you can bet your bottom dollar there are a 
good number of prospects getting skeptical 
about claims, And not just getting skeptical, 
but also feeling very frustrated. 


They're frustrated because they aren't 
getting the results they’ ve been promised 
... frustrated they ve wasted time. money. 
and hope on something that hasn't worked 
... frustrated they've probably added un- 
pleasant disciplines or made life changes 
— ones they might secretly resent ... 
frustrated because they really WISH they 
could believe advertisers but refuse to get 
burned again. They've got that, “I’ve had 
it up to HERE!” feeling and they don't 
know what to do about it. 


It’s vour job to tap into and magnify 
hese feelings in your prospect. And 
hen tell him that you have the solution. 
Not only will you end his frustration, 


but you'll give him ways to realize his 
dreams about health. wealth or anything 
else! 


This Hidden Link Between 
Anger and Frustration 
Has Created Huge Winners 


I also see frustration as kind of an 
extension of anger — it’s what you feel 


after anger has been building and goes 
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unreleased. So recognize that when your 
prospect is frustrated, he’s also a little bit 


angry as well, 


That's why in successful packages. 
you ll often see these emotions working 
in tandem. The prospect may be frustrated 
with his health ailments and then even 
more frustrated that he’s not getting results 
from either drugs or the natural “healing 
miracles” he was sold. This also makes him 
ANGRY ... angry at those who've sold him 
things that don't work ... angry at author- 
ity figures who don't seem to care ... and 
much more. 


Understanding this connection be- 
tween anger and frustralion makes your 
copy much more emotionally complete, 
in any market. I write mainly in the health 
market and there's almost always opportu- 
nities to not only voice my prospect's frus- 
tration, but also to express the anger he 


feels toward those causing his frustration. 


While not easy. tapping into your 
prospect's frustration is incredibly ex- 
plosive. It’s a way to go into a crowded 
marketplace and grab attention, when 
everybody's saying the same thing. Rather 
than Jead with the same benefits everyone 
else is. you stand up and yell out, “Hey. I 
feel vour FRUSTRATION! I understand 
what you re going through! Um different. 
Tm not going to insult you with the same 
promise that everyone else is making over 


and over again.” 


When you do this, you powerfully’ 
differentiate your promotion and your 
product right away. It’s impossible to get 
confused with all the other “me too" prod- 
ucts lining up for a shot at your prospect’s 
money, You understand what he’s feeling 
and you’re giving him an opportunity 
to end his frustration and anger at warp 
speed. 


That's why it works so well. I’ve 
created and seen other writers generate 
impressive windfalls in very difficult mar- 
kets using this emotion. Just like the last 
example we're about to look at ... 


How to Turn a 
Frustrated, Skeptical Markel 
into a Swarm of 
Enthusiastic New Customers 


On Figure 10-8, you'll see the lat- 
est cover for the blockbuster Real Health 
promotion that’s been mailing for years and 
years. It’s become one of the hottest health 
promotions ever written. 


Just so you know the background. the 
health market had matured quite a bit over 
the years. When Clayton first started out 
promoting Health and Healing in the early 
1990s, people we're blown away by all 
of the exciting natural cures coming out. 
Often just focusing on them was enough 


to woo prospects into buying. 


pu ———Ó—ÀÓ—Ó——————A Cd 


384 www makepeacetotalpackage.conm 


How to Put the Power of Emotion Into Your Headlines 


Before you even consider joining a gym 
find out why one MD says: 


«GET BACK ON 
THAT COUCH!" 


While the fitness freaks keep pounding the pavement 
and pumping iron... just fluffing the sofa cushions 
Could be your best exercise! 


Open immediately tor details on how you can: 


+” SAY "RO" TO THE VEGETARIANS 


hecauase they wetually die 


v STOP THE WATER TORTURE and 
preven cares by exporting 
quur coffee 


iv KEEP CHOLESTEROL LEVELS ABOVE 
| BBD because sushy stro soar. 


i : 
Iro pepe 32 inside ^ | 
| 
i 


shen its hawer 


! 
_ GROW YOUR UWN REW KNEE, close — | 
or shegilder with this LE i 
seal breskthrengh el) 

| 


| iv^ WATCH GYM GOERS TURN GREEN WITH 
ENNY as you dear 10 build mosche 


IF TV PROMOTES T THE maa t pad 
GOVERNMENT LOVES IT AND.. —— 


The medical establishment oniy cares about profits, not patients, 
See iai amete! the real road to lasting health... 
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But things have changed taday. Nowa- 
days your prospect hears the word “cure™ 
and he's Jikely to think "Yeah. right” and 
just toss your mailing straight into the 
wash. He's heard it all and very few of 
these cures actually work. especially nor 
as fast or easily as many marketers are 
claiming. So there's been a lot of skepti- 
cism and frustration building over the 


years, 


That's what made Arthur's original 
promotion so powerful. It came along with 
a frustration headline, "Had ENOUGH?” 
and did a fantastic job of addressing the 
skepticism and frustration that most people 
were experiencing towards these miracle 
cures being peddled. As well as the anger 
and frustration people felt towards medical 
“authorities” that were constantly giving 
prospects health “rules” that don't even 


work. 


Plus. this promotion doesn't just make 
an enemy out of drug companies and the 
medica] establishment — which copywrit- 
ers have done since the newsletter busi- 
ness began. This goes one step further 
and puts even the other “natural” doctors 
and health advocates on trial. In doing so, 
it tapped into the prospect's even deeper 
frustration of being told he needs to give 
up everything he likes: coffee, tobacco. 
red meat, sunlight, and more. Not only 
that, he’s been constantly told to drink 8- 
10 glasses of water, eat a diet of almost all 


vegetables. exercise for an hour a day — all 


pretty unpleasant stuff for him. 


Prospects in this market had begun 
to feel that everything they like to do is 
"wrong" and “unhealthy.” And that — to be 
healthy — they must do all this stuff they 


hate and eat all these foods they hate. Tt 
was all so incredibly FRUSTRATING. 


Introducing Your Editor 
[or Spokesperson) 
as the Magical Answer 
to Your Prospect's Frustration 


While the “Had ENOUGH?" head- 
line is no longer being used. you can 
see how this latest version still taps into 
the feeling of frustration. The statement, 
“GET BACK ON THAT COUCH!” is 
both shocking, appealing, and taps into 
a prospects’ frustration with everybody 
iellmg him to exercise. Also notice that 
this is something NOBODY (especially 
none of the authorities) is telling the 
reader. It immediately jumps out and 
commands his attention. That's the 
point we’ve been making about domi- 


nant emotion headlines all along. 


Plus, on the right-hand side, Arthur 
gives a few very popular examples that 
had a high likelihood of resonating with 
the reader s frustration. Things like veg- 
etarianism, water torture, and cholesterol 


— each of these gets the prospect nodding 
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his head and thinking. "Yes. yes. yes ... 
Um sick of worrying about that stuff?” 


Once that emotion has surfaced and 
been amplified. Dr. Douglass just comes 
out and effectively says, "Haven't vou had 
ENOUGH of this nonsense? I lave 100! 
Besides. it’s all junk medicine anyway. Just 
isten to me and you can eujov everything 
you ve been told is bad." 


This is like the prospect's TOTAL 
DREAM - somebody who sympathizes 
with his feelings and frustration, some- 
body who knows his stuff. and who can 
iberate him from all of the typical agony 
and torture of getting healthy. Better yet. 
somebody who can sliow him how to get 


healthy by doing everything he loves! 


Just like this example, I recommend 
you look for your reader's potential causes 
of frustration and then do what Arthur did. 
That means: (a) you tap into the feeling 
of frustration in your headline ... (b) you 
amplify and dimensionalize it in your 
deck copy and leading paragraphs ... and 
(c) you then position your product, editor 
or spokesperson as the perfect way to end 
this awful feeling and get everything he 


most desires. 


Put the Power of 
Dominant Emotion Headlines 
to Work for You RIGHT ROW! 


When you sit down to put together a 


Dominant Emotion Headline. I recommend 
that you first go back through this report. 
Pay extra special attention to each example. 
Seeing the control headlines and the rea- 


soning behind them will get your creative 


juices flowing. 


Once you really understand why these 
types of headlines communicate with 
prospects au a much more visceral and less 
threatening level. you'll be far more likely 
to create them yourself. It’s like you ve 
got new glasses for seeing what grabs and 


demands people's attention. 


For me. ] found it incredibly helpful 
to look through a bunch of controls and 
constantly think about what emotion is 
being stimulated at each section. 1 would 
examine how the emotion was brought 
into words ... why the prospect might be 
feeling that emotion and ... then think 
about what emotion the prospect really 
wanted to experience in that situation. 


Another thing that will help you 
tremendously — and | know this sounds a 
little “new age" but oh well — is to work 
on getting in touch with your own feelings 
and emotions more deeply. This is some- 
thing l've heard masters like Clayton and 
Gary Bencivenga write/lalk about before 
aud it really does work. While I haven't 
worked personally with Gary. I know that 
the process has helped make Clayton a 
naturally visceral. gut-level person who's 
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able to feel what his prospects are experienc- 


ing. 


Just like Clayton. developing the ability 
to put yourself in others’ shoes can't help but 
make you a much better copywriter. 


And I promise that if you take these secrets 
to heart and study winning packages with 
the intent of bringing more emotion to your 
headlines (and copy) — it WILL happen for 
you, 
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Dominant Emotion Headlines 


—————— P Mri 
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Tn our last chapter, we worked through - Notes 
the process of creating some very powerful 
headlines. Now it's ume to see what's possible 
when you add vour prospect's dominant resident 
emotions into the equation. 


Even if you ultimately choose not to use 
this approach in your current assignment, it’s 
fantastic practice for the future. You never know 
when you'll encounter a huge opportunity to use 
what vou' ve learned here. 


Supercharge your Headline and Subheads | 
with Dominant Emotions ... 


1. Getinto the dominant emotion mindset ... 
remember how the "bad boy" style adver- 
tising has much more of a visceral impact 


than "nice" advertising. 


12 


Spot strong emotional leads in other d 
industries. 


[nm 


The strongest promotions often lead with 
the dominant emotion(s) your prospects 
are feeling and then quickly connect the 
strongest benefits of the product to those 
emotions. 


4. Does your headline hit your prospect in a 


visceral. emotional way? 
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5. Anger is a very popular emotion in direct 
response, and often surrounds the issue of 
injustice, fairness and expectations. 


6. Other popular Dominant Emotions include: 
a. Betrayal 
b. Revenge 
c. Fear 
d. Greed 
e. Frustration 


Think carefully about whether any of these 
emotions apply to your theme and Big Idea, and 
how you might be able to integrate one of them into 
another headline. See if you can create 2-3 that you 
think might be worth testing in the real world. 


The more practice you have feeling and 
using these emotions in your copy. the better 
you'll get. This is also a great time to whip 
out your Emotional Trigger Words book and 
experiment with many of the lessons and emo- 
tions discussed in there. 


Tf you do happen to create an emotional 
headline that you think is strong, move it to the 
upper part of your draft document (right before 
your logical argument) — along with the other 
sirong headlines and deck copy you created last 
chapter. It's one of the variations you can test or 
submit to your client in your final draft. 


Tn our next chapter you'll unlock the 
secrets contained in the direct response classic, 
Breakthrough Advertising. Its the single best 
way to master the psychology behind winning 
headlines — so that you can instinctively begin 
to match your efforts to the exact state of your 
prospect and market. 


|ocs Netes sco 
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[SUM 


Breakthrough Advertising: 


Bosenneu esatta 


A Step-by-Step Cheat Sheet | 


in this Chapter ... 


m Why Breakthrough Advertising is the most 
helpful, yet challenging book ever written about 
direct response copywriting. Master just a few 
of its lessons — and your headlines will nearly 
always resonate with your target market ... 


m The mindset secret that prevents you from ever 
becoming emotionally attached to a losing 
product ... 


m 8 secrets for making ANY section of your copy 
more fascinating and fun to read ... 


m And so much more! 
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f vou talk to insiders in this biz 

— including many of the hottest 

six and seven-figure writers alive 

— there's one book everybody 
puts on a pedestal. 


It's the absolute gold standard when 
it comes to copy writing books, because 
it goes deeper than just about anything 
since Clayton began publishing The To- 
tal Package?" in mid-2005. Especially 
when it comes to understanding the un- 
derlying psychology required to create 
a winning headline. 


That book? It’s Gene Schwartz's 
Breakthrough Advertising, which can be 
found at 
wwwamakepeacetotalpackage.com/breakthrough/ 


The reason it's so highly regarded 
by all of these experts is simple: Break- 
through Advertising gives you the psy- 
chological insights you need to make 
your headlines consistently hit the mark 
—no matter what your market, product 


Or service. 


As you probably know, Gene was 
one of the four or five greatest copy- 
writers of all time. His controls are 
legendary and he has positively influ- 
enced many of the great direct response 
marketers ... like Gary Bencivenga, Ted 
Nicholas, Gary Halbert, Joe Sugarman, 
Clayton and many others — even famous 


marketing genius Jay Abraham credits 


a portion of his outrageous success to 


information he learned from Gene. 


In fact. that's one of the beauties of 
Breakthrough Advertising. ls not just a 
book about copywriting. It's actually a 
book about opening up new markets for 
your product or service — and the pro- 
cess Gene reveals is absolutely priceless 
for anybody that’s got anything to do 
with marketing. 


$9 What's the Problem? 


As amazing as this legendary 
book is. there's just ONE problem that 
plagues the countless copywriters and 
marketers who read it each year: It's 
almost TOO DEEP - making it incred- 
iblv challenging for up-and-coming 
copywriters and marketers to grasp and 
apply! 

Many writers — myself included 
- comment that they don't really “get” 
the information inside the book until 
they’ve read it at least 2-3 times, and 
have written LOTS of copy. 


Unfortunately, if you're like most 
people in this fast-paced world, vou 
simply don't have time to read the book 


2, 3, 4 or even 5 times. 


But that's where this chapter comes 
in. In addition to having read this book 
a bunch of times, I have extensively 
analyzed it and broken it down (killing 
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many pencils and highlighters in the 
process!) ... and have worked directly 
with some of the world’s top writers to 
apply the countless secrets found inside. 


As a result. I'm centering this 
chapter around the most powerful con- 
cepts you can quickly glean from this 
amazing book — so that YOU can begin 
applving its incredibly effective se- 
crets to the assignments and marketing 
campaigns you're working on RIGHT 
NOW, 


In addition, you'll get some truly 
wonderful examples of his secrets, as 
they've been used by other successful 
writers in direct marketing (presented in 
Figures 11-1 through 11-8). 


Please note, however: This chapter 
is NOT a substitute for reading this 
legendary book. If anything, | hope it 
will inspire you to dive deeply into the 
book and never look back. If you're 
anything like me and the other success- 
ful writers in this industry, you'll find 
that you get more and more out of each 
passing reading. 

In reality, this chapter is meant to be 
a companion to your reading and study- 
ing of the book itself. It’s my hope that 
I can simplify and clarify some of the 
more complicated concepts presented 
inside — concepts that have generated 
BILLIONS of dollars for advertisers 
over the years — so you can begin using 


them faster than you ever would other- 


wise. 


What Makes this Book 
Truly Uninue 


Gene was more than a brilliant 
copywriter. He was a true student and 
marketing visionary. His knack for 
understanding human motivation. sales 
and exactly how to bring people to ac- 
tion was unlike anyone else in history. 


More than that: Gene had the in- 
sight and wisdom to break down some 
of the most powerful workings of the 
marketing and copywriting dynamic 
— in a way that no individual had been 
able to put into words. 


In the process, he uncovered some 
universal truths about advertising that 
will be as valid 200 years from now as 
they are today. 


For example, Breakthrough Adver- 
rising reveals: 

1l. Why desire is NEVER created. but 
rather channeled (this distinction 
separates the best copywriters and 
marketers from the mediocre) ... 


to 


How to develop an entirely new 
market for an old product ... 


Your prospect's state of aware- 
ness ... what this demands from 


your headline ... and the five 


[m 
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levels that you MUST understand 
if you want to reach all potential 


prospects ... 


4. What is meant by vour prospects 
“level of sophistication" — and the 
five stages that all great copywrit- 
ers and marketers understand. Most 
only understand this instinctively, 
but when you grasp it consciously 
— a whole new world of profit pos- 
Sibilities open up for you! 


3. And so much more! 


My hope is that this chapter will not 
only give you an incredible appreciation 
for Gene and the marketing insights he 
brought into the world — but also greatly 
enhanced clarity about his concepts and 
how to use them, immediately in your 


own work. 


If vou haven't already purchased 
Breakrhrough Advertising — you can get 
by without it for now, But ultimately, 
you'll be much, much better off having 
a copy. Besides, it's one of the best bar- 
gains in this industry. I suggest you go 
here right away to buy it: 
http:/Avww.BreakthroughAd.com. 


Desire Is Not Created, 
It's CHANNELED! 


Here’s how Gene leads off the very 
first paragraph of the book: 


The power. the force. the over- 
whelming urge to own that makes ad- 
vertising work, comes from the market 
itself, and not from the copy. Copy 
cannot create desire for a product. It can 
only take the hopes, dreams. fears and 
desires that already exist in the hearts 
of millions of people. and focus those 
already existing desires onto a particu- 
lar product. This is the copywriter’s 
task: not to create this mass desire — but 
to channel and direct it. (page 3 of 


Breakthrough Advertising) 


This is one of the most fundamental 
distinctions in marketing that you'll 
ever hear — and vet not one marketer 
in a hundred fully grasps it. Why is it 
so important? And what are the con- 
sequences of not understanding this 
point? 

First, most people approach their 
marketing as though they need to cre- 
ate desire. The prospect may or may 
not want their product, but they hope 
— through their advertising efforts — to 


get him to want their product. 


However, this is a faulty perspec- 
tive that litters the marketing graveyard 
with dead products and wasted dollars. 
You see, there’s no amount of space an 
advertiser can occupy with his message 
that will convince a prospect to want or 
need something from seratch. 
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This is the trap that many fal] for 
in trying to “educate” their prospects 
about the product. While education 
can play a role in marketing. its role is 
not to create desire. The only purpose 
of education is to convince and show 
prospects that your product or service 
fulfills a desire that — as Gene puts it 
— alreadv exists inside them. 


Your prospect has to already have 
that fundamental desire inside him for 


this process to work. Let me give you a 
practical example so this is clear: Let's 


say that you have a new, cutting edge 
form of water that actuallv flushes fat 
from the body. Its unique molecular 
composition actually mixes with stored 
fat from the body ... binds with the fat 
molecules ... and then flushes that fat 
RIGHT OUT OF THE BODY! 


You can already see the headlines, 
"DRINK YOUR FAT AWAY!” or 
“FLUSH FAT FROM YOUR BODY 
... WHILE WATCHING TV ... WITH- 
OUT A MINUTE OF EXERCISE 
OR DIETING ... USING NOTHING 
MORE THAN A GLASS OF WATER!” 
You get the picture. But let's not get 


ahead of ourselves. 


One could argue that you need to 
educate your prospect on this product in 
order to convince him that he needs it 
— that you need to creare his desire for 
the product. 


But this is not totally accurate. In 
reality, he already has - and MUST 
already have — the desire to lose weight 
inside him. This is what makes him a 
legitimate prospect for your product. If 
Someone has no pre-existing desire to 
be or stay slim, then he or she is simply 
NOT a prospect for your product. It’s 
that simple. 


When you recognize that your job is 
simply to take your prospect’s desire to 
lose weight — and then show him vour 
water product is the BEST way to fulfill 


that desire — you're performing the u 
timate form of marketing judo! You're 
truly doing what Gene talks about in the 


following passage: 


By simply directing this gigantic, 
already-existing mass desire — rather 
than being required to create it — ad- 
vertising thus commands an economic 
force hundreds of times more powerful 
than the mere number of dollars that 
the advertiser can spend on it. This is 
the Amplification Effect of successful 
advertising — the reason that $1 spent on 
such advertising can create $50 or even 
$100 in sales. 


But the Amplification Effect takes 
place only when advertising exploits an 
already-existing desire. When it tries to 
create this desire, it 1s no longer adver- 
tising but education. And. as education, 
it can only produce at best one dollar in 
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sales for every dollar spent on advertis- 
ing. (page 3) 


So in this sense, you are not creat- 
ing a desire for your product. Rather, 
you are showing your prospect that 
your product is a new way to fulfill 
his or her already existing desire. You 
never create desire, you channel it. 


That's the real job of advertising. 


This is MUCH MORE Than 
An Exercise in Semantics 


If you're thinking that this is just a 
play on words, hink again! The more 
you start to think in this way, the better 
off you'l] be as a marketer and copy- 
writer. Thats because you'll stop wast- 
ing your time creating and marketing 
products that people don't really want 
— products that require lots of education 
to be sold — and you'll focus al] your 
attention on finding the BEST ways to 
satisfy your prospects’ already existing 
desires. 


Like many of the most powerful 
insights in life, this one is subtle. But 
don't Iet thai foo] you. If you spend lots 
of time around marketing geniuses like 
Jay Abraham ... Clayton ... Dan Ken- 
nedy and countless others ... they never 


waste time with products that their 
prospects MAY be interested in. 


Rather, their time, attention and ef- 
fort goes into finding new ways to fulfill 
their prospects’ clear, already existing. 
proven desires. In fact, this is such a 
part of Clayton's process that he has 
a term for it — it’s why he's constantly 
talking about his prospects dominant 
“resident” emotion — it's something that 
his prospect must a/ready fecl inside! 


Plus, as you understand this, you 
become increasingly better at matching 
up any product vou need to promote to 
the core desire that product helps fulfill. 
You become a student of desire and 
human motivation, and you invest your 
time in the stuff that really matters. 


Remember, human desire is pretty 
constant over time. We're the same 


greedy ... lustful ... pride-driven ... 
love and approval-seeking creatures to- 
day as we were 1.000 years ago. It’s ba- 


sic human nature, It will never change. 


So the goal is to simply understand 
these motivations, and then figure out 
ways to position - so that you're simply 
getting in front of the parade. No need 
to create a new one. 


In this process, you also become an 
expert in the things that DON’T work. 
When you see a product, you're much 
better able to tell whether or not it’s 
fulfilling a desire that people urgently 


have. 
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Going from a Bomb 
to Mailing in the Millions — 
Using Just This Secret! 


For example, Clayton likes to tell 
the story of first getting into the health 
newsletter business ... 


He was asked to promote a newslet- 
ter for a conventional doctor that edu- 
cated people on procedures ... risks ... 
developments ... and offered practical 
advice on getting healthier within the 
context of mainstream medicine. 


There's was just one little problem: 
People didn't want advice from a main- 
sueam doctor! In fact. they had been 
getting advice from their conventional 
doctors for decades and it wasn't work- 
ing. They were sicker, fatter and more 
miserable than ever when it came to 
health. Not surprisingly. the promotion 
bombed. 


What they really wanted was an 
alternative — somebody who understood 
iheir emotions ... someone who - like 
them — was angry at the callous medi- 
cal establislunent ... and who offered 
practical, proven advice on how to get 


healthier, naturally. 


When Phillips switched their ap- 
proach to focusing on this pre-existing 
desire — through a little newsletter 
called Health and Healing by Dr. Iulian 


Whitaker — it was one of the greatest 


successes in direct marketing history. 
It singularly made Clayton millions of 


dollars in royalties over the years. 


That’s the power of this concept. 
properly applied. Focus your time on 
finding out what your prospect already 
wants — and then do whatever you can 
to honestly communicate and prove that 
you ve got the very best way to fulfill 
that desire. Riches — frequently in outra- 


geous numbers — will often result! 


The REAL Purpose 
of Your Headline 


Once you understand this perspec- 
tive on desire, the real role of your 
headline comes into focus. According to 


Gene. that is to ... 


“Acknowledge that desire — re- 


inforce it — and/or ofi 
satisfy in a single stai 
headline of your ad.” 


*The headline is 


er the means to 
ement, in the 
He continues: 


he bridge be- 


tween vour prospect and your product. 
It touches your prospect at the point 
of awareness" (note: we will discuss 
"awareness" in just a second) “he has 


arrived at today.” 


“In any case, your headline 
— though it may never mention your 
product — is the first vital step in recog- 
nizing this mass desire — justifying and 
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intensifying it — and directing its solu- 
tion along one specific path.” (page 8) 


In order to do this, you must be- 
come intimate with the details of your 
product — finding out the relationship 
between its features and benefits. (Gene 
covers this on pages 9-12 of the book 
—and we covered it in Chapter 4 of this 
Course) Once this is accomplished, 
you're in the position to select the 
benefit(s) most likely to connect with 
the mass desire of your market. 


Once that is done, you know the 
dominant desire(s) of your market — and 
you know the chief benefits of your 
product. As Gene says. “The bridge 
between these two — their meeting place 


— is vour ad. ` 


There's a three-step questioning 
process he believes forms the founda- 
tion of your ad: 


What is the mass desire that cre- 
ates this market? (This is the outcome 
of your prospect and market research, 
finding your prospect’s core desire(s) 
— the desire he has that extends across 
the entire market.) 


How much does your prospect 
know about the way your product 
satisfies this desire? (His State of 
Awareness) 


How many other products have 
been presented to them before yours? 
(His State of Sophistication) 


The actual content of your headline 
will be largely determined by your 
answers to questions 2 and 3. This is 
where most copywriters and marketers 
fall short — but it’s where you'll excel 
once you grasp and master this power- 
ful secret! 


Hick Your Headlines Up a NOTCH! 


Gene is famous for his statement 
that your headline has only one pur- 
pose: To get your prospect to read the 
next sentence in your ad. That's it! It 
doesn't need to present every benefit ... 
to present a USP ... or anything else. 
Just to read the next sentence. 


And the single best way to do that 
is to be ABSOLUTELY SURE that 
your headline meets your prospect at 
his actual State of Awareness. When 
he discusses this concept. he's really 


referring to how aware your prospect is 
of his desire ... how aware he is about 
the problem your product helps him 
solve ... how aware he is that a group 
of products — the category your product 
falls into — presents a solution to his 


needs ... etc. 


For example, let’s look at the desire 
to save money on gas. Most people are 
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somewhat aware of this desire — they 
face and feel it 1-3 times a week when 
they pull up to the gas station. But 
many also believe there's nothing they 
can do about it. that they simply have to 
pay whatever price the station charges. 
In short, they feel like prisoners to the 
fluctuating prices. 


As a result, this desire gets buried 
deeply into their subconscious. They 


don’t seek out a sclution because they 


don’t believe that one exists. 


Remember: Short of more fuel ef- 
ficient. hybrid cars — very, VERY few 
prospects are aware than any alterna- 
tives exist. But what if he or she found 


out there WERE genuinc alternatives? 


Since gas prices can vary by as 
much as 50 cents a gallon from city 
to city — what if we created a digital 
product that helped prospects locate 
the cheapest option within a 5-10 mile 
radius — effectively saving them $30-50 


a month? 


Technologically. this product could 
be connected to a satellite database. al- 
lowing our prospect to always find the 
cheapest gas option wherever he or she 
went — no matter what! 


This is certainly a way to fulfill their 
desire for saving money on gas. 


More on this example in just a sec- 
ond. For now, let’s look at the different 
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levels of awareness before discussing it 
any further: 


Level #1: 
Prospects Are Most Aware 


About this, Gene says: 


“This is where the customer knows 
of the product — knows what it does 
— knows he wants it. At this point. he 
jusi hasn't gotten around to buying it 
yet. Your headline — in fact, your entire 
ad — need state little more except the 
name of your product and a bargain 


price.” (page 16) 


A basic example of this is a ham- 
burger for 79 cents or a big screen TV 
for $500. Prospects are already aware 
of their need for these items — the 
benefits and reasons for owning them 
are clear — and they will make their 
purchase decision based almost entirely 
on price. 

This is the category that most mass 
market products fall into - cars, CDs. 
DVDs. food, electronics, etc. People are 
highly aware of their desires surround- 
ing these goods, the benefits of them. 
and how these products fulfill their 
desire(s). That's why most advertis- 
ing in this arena centers around price. 
There’s nothing much else to say. 


This is also why direct response 
advertising is used far less often with 
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these kinds of mass market products. 
And when direct response is used in the 
mass market — such as the case with car 
sales — a more complex offer is made 

to expand and differentiate the benefits 
(zero interest financing, cash back, etc.). 


Overall, direct response marketing 
is much better suited - and can bring 
greater value to — those types of promo- 
lions that require a unique appeal, a 
more elaborate sales argument and an 
expanded offer. Just like the many in- 
formation products you see promoted in 
this industry. 


Level #2: 
He Knows of the Product, 
But Doesn't Yet Want It 


"Here. your prospect isn't com- 
pletely aware of all your product does. 
or isn't convinced of how well it does 
the job. or hasn't been told how much 


better it does it now." (page 16) 


Here is where the majority of 
advertising lies. This level] is most 
often what "brand marketing” oper- 
ates under — where prospects have 
heard of the brand, which has already 
been connected to a public desire, and 
has proven that it satisfied that desire. 
(Think McDonald's hamburger or Jiffy 
Lube Auto.) 


In this case, the goal of the copy 
is simply to communicate that your 
product is indeed superior to the other 
similar options that prospect is aware of 
and has access to. Gene gives — in this 
section (pages 17-19) — 7 different ways 
to communicate why and how vour 
product is better, right in your headline. 
Since most of the ads you and I write 
fall outside this realm, we'll move onto 


the next level ... 


Level #3: 
How to introduce 
New Protiucts 


“The prospect either knows, or 
recognizes immediately, that he wants 
what the product does: but he doesn’t 
know that there is a product — your 
product — that will do it for him." (page 
19) 


Remember our example about the 
electronic, satellite-based product that 
saved people money on gas? This is the 
level that our example applies to. You 
see, in this case, our prospect is aware 
that he wants to save money on gas 
each month. But he also has no idea that 
there’s a product that can direct him to 
the lowest priced gas station wherever 
he goes. 


According to Gene, our goal with 
prospects and products at this level is 
twofold: (a) to pinpoint the desire that 
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lies inside the prospect, but may not 
necessarily be on the top of his mind ... 
and (b) to verbalize this desire — and its 
solution — so clearly and dramatically 
that the prospect will be able to recog- 


nize it immediately. 


This is a much more challenging 
headline to write than the first two 
levels — because simply making a 
statement of benefit won't usually be 
believed. For example, if we were to 
come out and say. “How to Save $50 on 
Gas Each Month? the prospect would 
be skeptical - perhaps he would think it 
was some kind of pyramid. multi-level- 
marketing product — or that the solution 
was very basic, like driving less, car- 
pooling, ete. 

Since it's a new product that he’s 


never heard of before, offering him a 
lower price is meaningless. 


This is why Gene writes that mar- 
keters and copywriters facing this stage 
must use extensive analysis — to best 
define the market, the emotions and 
desires driving it... intuition — the abil- 
ity, based on this research, to select the 
most powerful of these emotions and 
desires ... and verbal creativity — the 
ability to capture these powerful feel- 
ings and desires into words. 


In the case with our gas-saving 
product, it may be that we simply add 
a new dimension to the headline, like 
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"Satellite Breakthrough Saves You $50 
on Gas Each Month - Without Reducing 
Your Driving A Single Mile!” As we'll 
learn in just a moment, this is called 
introducing the “mechanism” (in this 
case, the “satellite breakthrough" is the 
mechanism). (Remember, we talked 
about the mechanism as a proof element 
in Chapter 4.) 


This adds believability to the head- 
Ime. partially because we've given the 
prospect a unique, believable reason 
why he can achieve the benefit. 


The psychology here is fascinating: 
He may feel that he wants to spend less 
on gas, but he also doesn't really think 
about the solution much because there 
appears to be no choice. But then you 
bring this desire to the surface with 
your headline/claim. And in your head- 
line. you're also starting the process of 
linking your product — which operates 
on satellite technology — to his desire 
for reduced gas spending. This is a true 
level three approach! 


For another good example, look at 
Figure 11-1. The benefit mentioned in 
the headline is something that the pros- 
pect wants, but is not fully aware of. 
The writer — Clayton in this case — did 
a great job of crystallizing that underly- 
ing desire to get more out of each pay- 
check. This is your job at the third level 


of awareness. 
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Level #4: 
introducing Products 
That Solve Needs 


“The prospect has — not a desire 
— but a need. He recognizes the need 
immediately. But he doesn't vet realize 
the connection between the fulfillment 
of that need and vour product.” (page 
21) 


This — according to Gene ~ is the 
"problem solving" ad. It's actually an 
extension of the previous level. only 
slightly more challenging. You start by 
verbalizing the problem and/or the solu- 
tion in your headline — and then drama- 


tize it to the point where he realizes he 
can't go on without it! 


An example of this? When the 
health supplement market was just start- 
ing out, you could have led with some- 
thing like ... “Plaque in Your Arteries?” 
Of course, nowadays most prospects are 
at a very different level of awareness 
and this headline would bomb. 


To see a real life example, go to 
Figure 11-2 right now. This is one of 
Clayton's first ads for Weiss — and it 
did very well. Why? Because not only 
was it a very eye-catching headline. it 
directly addressed a problem that his 
prospects were secretly thinking about. 
By bringing this problem to the surface 


in a dramatic way, the prospect was 
practically forced to read the copy. 


It's also important to note that this 
kind of headline will often work best 
when your prospect has such a specific 
problem that he almost believes He 
alone suffers from it. When this is the 
case, it automatically feels more per- 


sonal. 


For example. somebody 1 know 
helped launch a series of information 
products that help men with their dating 
skills. In the beginning, men definitely 
had a sense that they were experienc- 
ing a problem in their dating, but they 
didn't believe there was any kind of 
outside solution. So simple headlines 
like “If you have no clue what to say 
to an attractive woman ..." — which 
brought the problem to the surface 
— worked pretty well. It crystallized the 
problem and implied a solution. 


When men saw this, they thought, 
“Wow! Somebody knows | have this 
problem!” And since they were not be- 
ing regularly advertised to about this 
problem, the basic “problem” headline 
really caught their attention. It actually 
felt personal at the time. But now the 
market has evolved beyond this level 
and the same approach would not be 
nearly as effective. 
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Level #5: 
How to Open Un a 
Completely Unaware Market 


"And finally — the most difficult. 
The prospect is either not aware of his 
desire or need — or he won't honestly 
admit it to himself without being lead 
into it by your ad — or the need is so 
general and amorphous that it resists 
being summed up in a single headline 
— or it's a secret that just can't be ver- 
balized." (page 23) 


This is the hardest prospect to reach. 


He's a logical buyer for vour product 
— and vet, mentally. he's a hundred 
miles from accepting the idea that he 
needs it. Your job — as a copy writer or 
marketer — is to bridge that gap. 


On this subject. Gene also states 
some very clear truths. which II sum- 


marize and explain: 


Price means nothing to a per- 
son at the Rfth stage of awareness. 
Remember, he knows nothing about 
your product or service — he isn't even 
aware of his need yet! To bring price in 
confuses him and communicates that 
vou're not speaking to him directly. 


Same thing with the name of your 
product. He's never seen your product 
and hasn't yet become aware of the de- 
sire it fulfills. So keep your name out of 
any headline or Iead copy. 
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Stating what your product does 
— or even the benefit it helps him to 
achieve — is also not very effective. 
Actually, it can be downright destruc- 
tive. Because he's not psychologically 
in the position to accept that benefit as 


being true. 


Since you cannot mention your 
price. your product, its function/benefit 
or even the desire — what do you have 
left? 


Answer: Your prospect! 


As Gene puts it, once you realize 
that your product and its attributes must 
take the back seat. you “concentrate 
exclusively on the state of mind of your 
market at this particular moment.” 


fany of this sounds familiar, give 
yourself a hage, HUGE pat on the back! 
Its exactly what Clayton has been 
teaching — unaware of Gene's verbiage 
— and it's what we discussed in our last 
chapter. 


The idea that Gene refers to in Lev- 
el 5 is essentially the core of Clayton's 
Dominant Emotion strategy — where 


you lead not with the product ... not 
with the benefit... but WITH YOUR 
PROSPECT'S UNIQUE STATE OF 
MIND/HEART. 


The similarity is downright scary 


when you look at what Gene further 


writes: 
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"What you are doing essentially in 
this fifth stage is calling your market 
together in the headline of your ad. You 
are writing an identification headline. 
You are selling nothing. promising 
nothing. satisfying nothing. Instead, 
vou are echoing an emotion, an attitude, 
a dissatisfaction that picks people out 
from the crowd, and binds them togeth- 
er in a single statement.” (pages 25-26) 


For example, just think of some of 
more famous recent Dominant Emotion 
headlines, like Clayton's *Shameless 
Two-Faced S.O.B.'s!" (which we dis- 
cussed earlier in this course) or Arthur 
Johnson's "Had ENOUGH?" (we'll 
discuss this more in our next chapter) 
Neither of these headlines made a 
single promise of benefit — but they 
did exactly what Gene just described: 
They echoed an emotion and brought 
prospects together — based on what they 
were feeling, using just a single state- 
ment. 


He goes on to say, "Here is the type 
of headline that never attempts to sell 
a product or performance. but simply 
tries to sell the remainder of the ad 
itself." 


It's interesting to note that Gene 
is also describing the advertorial ap- 
proach. This is where your sales mes- 
sage is totally disguised. Often times, 
you're leading with an emotion, a prob- 


lem, a frustration - coupled with valu- 
able free information — that is of great 
interest to your group of prospects. 


Genc then continues to describe 
the very advertorial process that all of 


today's great writers use. 


“Meanwhile, these paragraphs are 
building a steady progression of logical 
images, from the first identification with 
the headline. to a growing awareness of 
the problem or the desire, to the realiza- 
lion that the solution is at hand, and to 
the inevitable focusing of that desire 
and that solution onto your particular 
product.” (page 26) 


If you can, pick up a good piece of 
copy you've received in the mail re- 
cently. Or simply go into the Swipe File 
vou got with this course, open it up and 
look at one of the promotions. You'll 
notice the exact pattern that Gene just 
described. 


The writer often leads with a head- 
line that the prospect can identify with 
— echoing his feelings about something 
or his frustration from being in a certain 
place in his life. Then it begins to make 
a logical progression to the problem ... 
the benefits of solving the problem ... 
to the fact that there’s a real solution 
to the problem ... and ultimately to the 
fact that this promotion is making an 
offer to the prospect that will relieve 
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him of the problem and give him all the 
benefits. 


In pages 26-34, Gene explains a 
variety of excellent ways that you can 
accomplish this — and you're better off 
going through the book to learn them 
all. We simply don’t have the space in 
this chapter. 


Right now, check out Figure 11-3. 
On it you'll see a successful headline 
that perfectly exemplifies what we've 
been saying here about stage five. 
There's no promise made on the cover 
-.. no benefit ... but it DOES echo the 
feelings and the silent fear that was run- 
ning through the minds and hearts of 
baby boomers reading the ad. 


One of the things Gene points out 
about this type of headline — and why 
you see so few writers attempt them — is 
that it’s exceedingly difficult to make 
them work. When they do work, they 
are often amongst the biggest winners 
in the industry. But it’s infinitely more 
difficult to perfectly verbalize what 
prospect’s are feeling than it is to state a 
benefit or a problem. 


Finally, if you get anything from 
all this dissection of Gene’s concepts, 
be clear that a headline that works at 
one stage of awareness will not work at 
another. That’s why so many headlines 
fail — they address prospects at a differ- 
ent stage than they re currently at. This 


ee el aed 


also explains why a winning headline 
must inevitably die — because as the 
market evolves and changes, it goes 
onto anew stage. The old headline no 
longer speaks to them. 


Simplifying 
This Powerful Secret 


One of things that intimidates readers 
most about Breakthrough Advertising ts 
the new vocabulary that Gene introduces. 
But now that you clearly understand what 
he’s referring to, hopefully the idea of your 
prospect’s “state of awareness" shouldn't 
sound all that scary. 


It simply refers to how aware your 
prospect is of your product ... the desire it 
fulfills ... the problem it helps him solve, 
etc. And to be frank, this is not something 
many of the greats in advertising lave con- 


sciously thought about. 


Rather, it's something that becomes 
instinctive to you as you become intimate 
with your prospects and overall market. 
Think about it: Writing copy is like hav- 
ing a conversation with somehody. Even 
if you have a hidden goal in initiating a 
conversation with somebody, you begin 
the conversation at a point where it will be 
smooth and sensible. You don’t start right 


off with your goal! 


Let me explain. Lers say that you're 
at a party and you're talking to someone of 
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the opposite sex. You re interested in see- 
ing them again — and vou think you'd have 
a lot of fun together (your benefit). But do 
you lead with this? Of course not! It would 
seem awkward. 


On the other hand, a better way is to 
simply lead with a statement that you can 
both identify with — one that makes sense 
for where you're at in the interaction. It 
could bc. “Hey, l'd like to get your opinion 
on something ..." or "Have you heard 
the news about ..." And then slowly — if 
vou do a good job of selling yourself. that 
person might become "aware" of the pos- 
sibility of seeing you again. He or she may 
even desire it! And that’s when you reveal 
your intention, asking for their contact 
information. 


(Hmm ... that gives me an idea. maybe 
we need to create a produci base on Gene's 
teachings called Breakthrough Dating!) 


Just kidding. But you get the point. 
Your prospects state of awareness will 
start to come naturally the more you get to 
know him. And as you strive to grab his 
attention — and to start a conversation with 
him — you'll naturally address him at the 
most fitting level of awareness. Especially 
when you understand his State of Sophisti- 
cation! 


Which brings us the next brilliant in- 
sight of Gene's ... 


The Sophistication 
of Your Market: 
How Many Products 
Have Been There Before You? 


While this question is often easily 
answered. it’s also highly underestimat- 
ed by many copywriters. And that’s a 
shame, because prospects these days are 
more sensitive than ever to how well 
you understand their level of sophistica- 
tion. 


Miss the mark and your promotion 
has an instant date with the trash, But 
do this right, and you can enter into 
even the most competitive skeptical 
markets and make an absolute killing. 
Your adversaries won't know what hit 
them! 


Let's look at what Gene has to sav 


about the various stages ... 


Stage #1: 
if You Are First 
in Your Market 


If you are the first person to market 
a product in a certain industry. then you 
are dealing with prospects that have no 
sophistication at all. “In other words. 
they have never received any informa- 
tion about such a product before.” 


Prospects at this level are the least 
skeptical and most likely to believe 
what you say. After all, everything 
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you're saving is brand new to them 
— it's fresh and exciting. This is just 


standard human nature. 


This can happen due to a new 
breakthrough in technology ... a new 
discovery of a food or nutrient ... the 
list goes on. And remember — while 
the product may be new — it still must 
be connected to an already existing 
desire. 


Gene's recommendation at this 


stage? Here it is: 


“Be simple. Be direct. Above all. 
don’t be fancy. Name either the need 
or the claim in your headline — noth- 
ing more. Dramatize that claim in your 
copy - make it as powerful as possible. 
And then bring in your product; and 
prove that it works.” (page 39) 


If you look on Figure 11-4, you 
can see an example of this. It’s the 
classic Dale Carnegie ad. “How 10 Win 
Friends and Influence People.” As you 
see, it makes just a basic statement of 
benefit. As the ad progresses, the claim 
is dramatized. the product is introduced 
and proof is given on how the book will 
fulfill that promise. 


Because this was one of the first books 
to make such a promise, this approach de- 
livered powerful results. 


Stage #2: 
When You're Second, 
De This 


In the second stage, competition 
is beginning to enter the scene. The 
original claim or promise is still work- 
ing at this point (meaning prospects 
are still believing in it. and acting upon 
it). There's no need to make a different 
promise. 


Thus. Gene recommends: "Then 
copy that successful claim, but enlarge 
on it. Drive it to the absolute limit. Out- 
bid your competition.” 


In fact. you see this all the time 
without even being aware of it. For ex- 
ample. let’s take a look at the copywrit- 
ing market. At first there were people 
claiming that you could make six fig- 
ures as a writer — with minimal work. 
lots of freedom, etc. 


Then, as time progressed, you had 
people claiming that you could make 
six figures — in your very first year. 

After that, it was that you can make 
way over six figures — $300-400K — in 
your very first year. And now you have 
“seven figure" copywriting programs ... 
and the list goes on. 

In all these instances, the claims are 


tapping into the same basic desire: The 
desire to make good money. to eam a 
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high income, ete. As long as the origi- 
nal promise still has some believability 
— namely that you can accomplish this 
benefit as a copywriter — then the ex- 
panded claims work. 


This is also another big benefit of 
the process I recommended in Chapter 
2 on Research. When you have a com- 
plete inventory of your competition, 
their offers and the advertising claims 
they ‘re making — you're much more 


prepared to outbid them. 


The problem is, over time. more and 
more prospects hear these claims. The 
combination of everybody saying the 
same thing — along with few people ac- 
tually experiencing these results - leads 
to greater skepticism. 


That brings us to ... 


Stage #3: 
When They've 
Heard It All Before 


As a reader of The Total Package. 
you're wel] aware of the problems of 
how heavily our prospects are being hit 
with advertising. in every part of their 
life. They feel overwhelmed — making it 
harder than ever to get through. 


It’s this problem that Gene is refer- 
ring to in Stage 3. He poses the ques- 
tions ... How are your prospects sup- 
posed to distinguish you from the mass? 


How do you break through to reach 


them? 


There’s just one factor that keeps 
hope alive, despite prospects seeing 
thousands of the same promises over 
and over again. It’s that the desire lying 
beneath cach promise never fades away. 
The woman who wants to lose weight 


despite having tried dozens of things 
hat don't work — still wants to lose 


weight! 


What’s more. new prospects are 
constantly coming into the market, 
while the old ones become frustrated 
and dissatisfied — ready to try some- 
thing new all over again. According to 
Gene, this is how the market continues 
to renew itself. 


As he says. “... The desire never 
fades. The dissatisfaction builds up, 
month after month. Secretly. perhaps 
even unconsciously these women are 
hoping to find a new product — a new 
headline — that promises a new way to 
satisfy an age-old desire.” (page 41) 


When you think about it, this is ac- 
tually how sophisticated most prospects 
are in the mass market. Even in many 
of the most popular direct response 
niches. Talk to any writer in the health 
or investment newsletter business and 
they Il tell you how stiff the competi- 
tion is — how prospects have heard 
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every possible benefit and no longer re- 
spond to the same appeals, and so on. 


So what do you do? 


Gene's brilliance is to simply reveal 
the mechanism! This is the NEW de- 
vice that makes all the old claims now 
fresh and believable. It's a new way 10 
achieve the same old benefit — the one 
that prospects have been looking for all 
along. 


Here are some powerful mecha- 
nisms that have worked in even the 
most crowded industries ... 


Lose weight - by CUTTING 
CARBS! (Atkins) 


Protect vour arteries and reverse 
heart disease — with VITAMIN D! (In- 
stant Sunshine) 


Lose weight - by REDUCING 
THE STRESS HORMONE CORTI- 
SOL! (Cortislim) 


Grow rich in real estate — with 
NOTHING DOWN! (Robert Allen) 


Get fit at home — using a NEW 
BOWFLEX MACHINE! (Bowflex) 


The list is endless. Of course. these 
aren't the original headlines. But es- 
sentiallv, all the headlines for these 
products made the stripped down claim 
you see above. Notice how the focus 
shifts from the promised benefit — to the 


specific way in which the benefit will be 
achieved. 


For prospects who've heard every- 
thing and are hyper-skeptical, this at 
least allows the promise to register and 
be considered. You have their attention 
for a split moment. And if you can keep 
them reading long enough to prove your 


case ... vou may just have a sale! 


You can see the evolution very eas- 
ily. Just look at some examples from the 
1nen's hair loss market: 


Stage 1 Headline (to “vi 
pects with little or no skepticism) 


rgin" pros- 


The Cure for Baldness 
How to Re-grow Your Hair Back 


Stage 2 Headline (the original 
promise still has appeal. but there's a 
need to differentiate yourself from it) 

How to Re-grow Your Hair Back in 

30 Days or Less! 

Cure Baldness and Get Thick, Lus- 

trous Hair - FAST! 


See how these are expanded ver- 


sions of the basic promise? 


After prospects see this pattern and 
the exaggerated claims over and over 
again, they stop working. The market 
has now entered Stage 3 and a new 
mechanism needs to be introduced: 
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Stage 3 Headline: New "Tonic 
Comb” Slows Hair Loss and Re- 
grows Hair by Up to 50%! 


Scientists Discover Herbal “DHT 
Blocker” That Stops Hair Loss at 
the Source! 


(Again, vou can see how the same 
promise is being made — but how this 
promise is being made unique. fresh 
and more believable by leading with the 
mechanism.) 


Also, the mechanism doesn't have to 
necessarily be science or technology. It can 
be something as simple as a topical event 
that will help make investors more moncy. 
For example. look at Figure 11-5 for one 
of Clayton's examples. In this example, 
the mechanism is the Gold Price Explosion 
— it’s what allows the very common prom- 
ise of making more profit to he accepted as 
believable. 


Of course, Gene is quick to note that 
this stage only Jasts so long. As prospects 
get used to hearing about this new mecha- 
nism. it loses its effect and sales begin to 
slow down. At this point the market passes 
into the next stage ... 


Stage #4: 
When Mechanisms Start 
Competing With Each Other 


When competitors sce that a certain 
mechanism is working. they're all quick 


to jump on the bandwagon. Pretty soon, 
every body is claiming to have a unique 
method or means by which to achieve 
the promised benefit. Its original impact 
is lost, 


At this point, you have two different 
options: (a) you can find a totally new 
mechanism — perhaps it’s a new hair 
loss herb ... a new revolutionary new 
treatment ... or anything else that will 
differentiate your “no more hair loss? 
promise from competitors ... or (b) you 
can simply use the same exact mecha- 
nism that’s been working, but enlarge 
and expand on it — similar to what you 
did in Stage 2. 


For example, imagine you are in 
the potency market. If both you and 
your competitors have a powerful aph- 
rodisiac herb that allows prospects to 
re-kindle their sex drive ... experience 
newfound passion ... ast longer in bed 
— then this is the perfect time to claim 
that you've got the “super version" 

— the one that’s proven to be more po- 
tent, more bio-available. and so on. 


If you look at Figure 11-6 you 
can see a CoQ10 ad at this stage. The 
product is featured as the best version 
— and if you read the bullets below you 
can sec how the promise of potency and 
benefit is expanded. 


Because - as vou just learned 
— markets only stay in this stage for 


pe PÓ———————— '—Á————AA————————— — 
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of 2004-2005! 


Think it's too late to more than SENTUPLE YOUR MONEY 
in my select gold stocks? PLEASE: THINK AGAINN 


Look inside NOW lo discover ... 

& Why this run-up in gold prices — and gold STOCK prices — 
has BARELY BEGUN! l 

E Why the 548% PROFITS we've seen so far in this bull market 
are about to PALE by comparison! 

m Why you MUST buy the 3 gold stocks DESCRIBED INSIDE right 
away — within the next fen days or LESS — for windfall profit 
potential in 2004-2005! 


ear Investor. 2068. yon could have nade à DOUBLER YOUR MONEY, 
bundle: earning you a 14159 PAYDAY in 


H you'd heen among tbe 
i just over a year. 


exchuspee handinl af B Your AngloGold and Newmont 
Investors who acted quickIs on Mining shares would have jumped E Your Royal Gold stock 
euch of my "buy" and "sell" FAG and TX respectively. have rade yeu 2395 
E ko stocks bewen gg your Agnico-Eagle shares DS 
anuary 2001 and ihe end of ouk fave MORE THAN (Continued ...] 
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$45 Consumer H 
Natural Health News You Can TRUST : 


Summer 2005 


Formula 


Scientists at an obscure : 
California laboratory 
discover the amazing new 
Coenzyme Q10 formula 
that offers you nearly: 


THREE TIMES more of the energy that 
aging brain celle need to keep your. mind: 
and memory razor-sharp. EOS 


THREE TIMES more power to beat muscle 
weakness and fatigue. 
THREE TIMES more antioxidant p power to : 
help. fisht tie Tavages of aging... : 
T HREE ‘TIMES more power to maintain 
normal blood pressure and heart rhythm... 
banish chest pain... and help y your cells : 
‘reproduce normally... 


And much. MUCH MORE! 
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a brief period of time, this copy only 
worked for a little while. Other versions 
of the package with more of an adverto- 
rial approach worked much more ef- 
fectively. 


And as you study markets, you real- 
ize that this cycle repeats itself over and 
over again. More and more companies 
will claim to have the most superior 
mechanism, the prospect becomes over- 
saturated with advertising and becomes 
hyper-skeptical — and something new is 
needed. 


That brings us to the final stage ... 


Stage #5: 
When Nothing Else Works... 


In this final stage, your market dis- 
believes virtually everything you say. 
They ve heard it all — they know just 
about every mechanism out there. This 
is by far the hardest prospect to market 
to. At this stage many companies will 


drop out because they simply cannot 


compete and make enough sales 1o stay 


alive. 


The investment and health newslet- 
ter markets are constantly seeing waves 
of this stage — and it always gives copy- 
writers and marketing departments fits. 
But it's also an incredible opportunity 
for those who understand what to do, 
and how to do it. 


So what do you claim at this point? 
According to Gene ... 


You get back to the PROSPECT 
HIMSELF! In this sense, the ap- 
proach corresponds to the Fifth Stage 
of Awareness we described earlier. To 
mention the product ... its mechanism 
.. or its benefits is sure to encounter 
tons of resistance. So your only option 
is to call your prospect out, to put his 
deepest emotions and state of mind into 
words — in a single statement. 


You want him to see your headline 
and identify with it so strongly that he 
can't help but read on. At that point you 
follow the advertorial approach - where 
you build up the problem, reveal the 
benefits of finding the solution. give 
him the solution, tell him that you've 
got the best possible solution — and then 
finish by getting him to act on your of- 


fer! 


As you learned with the Fifth 
Stage of Awareness, this is the hardest 
and most explosive type of headline 
to write. As we discussed earlier, it’s 
what Clayton calls Dominant Emotion 
headlines: No promise, no benefit — just 
a dramatic statement that perfectly ver- 
balizes what prospects are feeling. 


For a good example of these kinds 
of headlines, look at Figure 11-7 and 
11-8. Both focus primarily on the feel- 
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‘ho’ warned about ENRON months in advance: 


hocking investor abuses 

at Merrill Lynch, Salomon 
and other big brokerage firms 
prove it: Too many Wall Street 
fat cats care only about making 
THEMSELVES richer. And if 
ie that means breaking you, that’s 
‘Rea | just fine with them! 

i : Here's how you can turn the 
tables and safely grow your 
wealth with utter confidence — 
even in these tricky times! 


By Martin D. Weiss, Ph.D. 
America's #1 Investor Safety Advocate 


The shocking truth can now be told: Over the 
past few years, Merrill Lynch urged you io buy 
GoTo.com ... InfoSpace ... Pets.com ... eToys 
and the Internet Capital Group ... Aether Sys- 
em ... Excite@home ... Lifeminders ... 24/7 
Media ... and many others. 


... But actual c-mails recently uncovered by 
he New York State attorney general reveal what 
Merils analysts really thought about the compa- 
nies they were urging you to buy: internally, 
Merrill's analysts called these dogs “a piece of 
unk” ... “a piece of crp” ... and a “piece of s---.” 


Please mera... 
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“My money's safe in the bank... 
“My employer would never cheat me... 

“My expenses will go down when I retire... 

| “Bonds are safest... 

“Medicare will pay my bills if i get sick... 
“Social Security will always be there for me... 


ue 77777] "Inflation is only 5% now...” s 
„Half Truths...Damned Lies...and Just Plain Bull)” Sy" 


What They Never Tell You - / SE | 
— About Retirement... í 
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ing — and the state of mind — of the 
prospects; and as a result, both ads per- 
formed very well at the time. 


Making This Work 
On a PRACTICAL Level 


By this point. you're probably 
wondering exactly how to write Stage 5 
headlines of your own — headlines that 
effectively grab prospects who are both 
highly aware and sophisticated. 


With as much advertising that’s 
taking place today, this is where most 
prospects — in the health, investment, 
business opportunity, Internet market- 
ing. and other crowded industries — are 
today. They've heard it all! 


Unfortunately. there's no step-by- 
step formula to follow. I can only give 
you some very practical guidelines I've 


gleaned from piles of Clayton's best 
Work, writing promotions with him, and 
experimenting with these kinds of head- 
lines myself. 


Above and beyond what I revealed 
last chapter, here’s what I’ve discov- 
ered: 

l. You’ve got to know the daylights 
out of your prospect. Whoever 
you're writing Io. in whatever 
market, you must know them like 
the back of your hand. Become 
intimate with their feelings. their 


TT 


hopes, their desires — and best of 
all - BECOME AN ACTUAL 
PROSPECT in this market. This 
is not always possible, but do it 
whenever you can. For example, 
if you're promoting a heart-health 
supplement, become passionate 
about your heart health. Try ev- 
erything, read everything, talk to 
people — get the full experience of 
what their life is like. 


Of course, none of this is stuff you 
haven't heard before. We covered 
it extensively in Chapter 1. But 
still, it’s absolutely crucial that 
you do it. Better yet, become close 
friends with people in the market 
you're writing to. The better you 
know them, the more you'll be able 
to intuit the kind of statement that 
will grab their attention. The less 
you know them, the more likely 
your headline will fail to connect 
with what they're feeling. Just do 
whatever it takes to put yourself on 
their level. I mean it. 


Play with putting their strongest 
possible feclings into words. 
What enrages them? What em- 
barrasses them? What scares the 
bejesus out of them? This is not the 
time to censor yourself. Honestly. 
how do you think Clayton came 

up with a headline like "Shameless 
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Two-Faced S.O.B.s!? I'll tell vou: 
He got to know his prospect ex- 
tremely well ... he learned all the 
details about the scandalous situa- 
tion (CEOs were dumping shares 
of their own stock, while urging 
investors to buy) ... thought about 
how he'd feel in such a situation 

.. played around with different 
possibilities — totally uncensored 
- and eventually came up with that 
blockbuster winner. 


This is where it's crucial to be a lit- 
tle off the wall. Vent your prospect's 
anger for him ... express something 
that would terrify him more than 


anything ... and above all, don't be 
afraid to be A LITTLE FRIGGIN' 
SHOCKING! It’s amazing how 
people expect to write great, atten- 
tion-seizing headlines — with no 


energy, no risk. no boldness. 


Get courageous — swear. curse, 
scream, kick the walls if vou have 
to in this process — do whatever 
you need to let go and get a little 
crazy. It will pay off for you in the 
end. 


Study what others haye done be- 
fore you. Your mind is Jike a com- 
puter (actually it’s infinitely more 
powerful — but that’s another subject 
all together). And like a computer. it 


functions off of inputs. If you want 
it to be able to solve a problem — in 
this case, the problem of creating a 
winning headline — then you've got 
to feed tt the right stuff. 


When it comes to headlines, the 
right stuff is not only the research 
about your prospect. product and 
market — but ALSO the previous 
winning headlines that have come 
before you. As you put more and 
more of these types of headlines 

— headlines that successfully ad- 
dress highly sophisticated. highly 
aware prospects — you'll have more 
internal data to use in your creative 


process. 


This is something vou're getting in 
great quantities from the examples 
and Swipe Files — but 1 also urge 
you to get on as many mailing lists 
as possible ... seek out copy by the 
present masters like Arthur Johnson. 
Parris Lampropoulos, John Carlton 
and the usual suspects. You can 
never have too much of their incred- 
ible stuff — the raw data that great 
headlines are made of — being fed to 
your brain. 

Practice, practice, PRACTICE. 
But not just in the standard way. 
Start trying to put people's feelings 
into words — as dramatically as pos- 
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sible — whenever you can! If you're 
not currently writing a promotion. 
do this on people you encounter in 
your daily life. Talk to your mom 
or dad about what it’s like to eo to 
work ... pinch pennies ... kiss their 
boss's butt in hope for a raise ... 
look forward to the day they retire 
... only to have it all ride on a cou- 
ple of casual government decisions. 


Ask them how they feel. Then 
practice putting their feelings into 
one dramatic statement — and then 
SHOW these statements to them. 
Do statements like ... “This is 
SUCH BULL#$*&!" or "I can't 
believe those bastards are screwing 
with my retirement!” or “This is 

so UNFAIR!” capture what they're 
eeling? What else? 


List out all the statements that come 
to you and then see which ones they 
resonate most with. Some will hit 


home and naturally grab their atten- 
tion. others won't. Going through 
this process may feel a little weird 
or awkward to you, but who cares if 


it makes you rich some dav. 


Remember. this is a SKILL — it’s 
not something that's going to get better 
on it’s own. Don't wait until you get 
that “dream assignment” so vou can 
magically come up with the perfect 


headline. Practice putting people’s feel- 
ings — their most intense possible feel- 
ings — into words, in a single statement. 
right now — TODAY! This will put you 
leaps and bounds ahead of other writers 
in this industry, even those who've been 


writing copy for many vears. 


Before ending this chapter, I want 
to give you one final secret you can use 
to ignite the selling power of your head- 
lines. To my knowledge, Gene never 
wrote about either of these secrets — but 
they were certainly present in his work. 


The secret is ... 


Live DANGEROUSLY — By Riding 
the Edge of Believability! 


If there’s one secret in copywriting 
that encapsulates all others. it may very 
well be this one. And that’s true more 
than ever in this age. where people have 
heard it all and attention is at an abso- 


lute premium. 


So here's the big damn secret: The 
BEST copy writers and marketers have 
mastered the ability to ride the edge of 
believability. They know how to stay 
in that “sweet spot" where the promise 
is so good, it's almost unbelievable 


~ and yet it’s also just barelv believable 
enough. 


422 www.inakepeaceiotalpackage.com 


Breakthrough Advertising: A Step-by-Step Cheat Sheet 


This is a priceless skill that will take 
you a long way in writing headlines and 


other components of your promotion. 


Let me give you some basic ex- 
amples before we go deeper: 


“Lose 60 pounds in 30 days” is too 
unbelievable. Yah right. And “Lose 3 
pounds in 30 days" is way too believ- 
able. Who cares? But "Lose 21 pounds 
in 30 days" is different. It's almost too 
good to be true — and yet it might just 
be possible (barely). 


Thats EXACTLY where you want 
o be! 


Claiming to boost someone's IQ 
by 40 points is totally unbelievable 

— you'll never hook anybody with that. 
Nor will “boost your IQ by 2 points.” 


Ho hum. 


But promise to raise somebody's IQ 
by 17 points in 6 months - and you've 
got a VERY powerful promise on vour 
hands. Better yet, it would be seen as 
Just baaaaarrrrely possible by pros- 
pects in this market. 


Right on the edge of believability. 


Get the point? For every prospect, 
in every market. there's a magical sweet 
spot that exists right on the edge of be- 
lievability. When you hit this sweet spot 
with your promise, it literally jumps off 


the page at him. 


Why? 


Because this pulls and twists your 
prospects mind in a VERY pleasurable 
way. Think about it: There's a part of 
him that WANTS to believe the promise 
or claim ... but there's a part of him that 
NEEDS to be skeptical of such claims 
... and there YOU are, effectively tick- 
ling BOTH sides, stimulating them into 
a frenzy! It’s a delightful mental tug-of- 


war. 


Of course, when selling products, 
your promise not only has to ride the 
edge of believability — it also has to be 
relevant to his life. You must target your 
prospect’s deepest current desires, be- 
cause that’s what makes him care about 
your promise. 


There are countless examples ... 
"Grow 743% Richer in the Next 60 
Days!" ... “Burn Disease Out of Your 
Body? ... "Just Take Two - And Call 
Me When Your Heart Problems Are 
Gone!" ... “Amazing Face-Lift in a Jar 
Used by Movie Stars Who Don't Want 
Plastic Surgery!” ... and the list goes 


on. 


Just look at Figure 11-9. You see 
a very successful testimonial-driven 
headline that Clayton used for a supple- 
ment promotion. One of the things that 
really helps it stretch the reader’s be- 
lievability is that the statement. “Heart 
surgery may be a thing of the pası!” 


p ——————— —————————— — EETS 
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Go From This To This ... 


clogged with 
deadly plaque; 


; clear and 


a heart attack 1 | healthy i. 
er stroke ~n: 


^My doctor 
> had me using 
blood pressure 
medicine. Now 
only use fibe 
supplement 
named on page 
inside} and my 
“Good cholesterol raised blood pressure 
and bad one lowered.” is atways low — Usually 
ER OL d A — LG. West Monroe, LA Around 120-over-70 or 
"I have no more heart pain" — See page 3, inside even iowert" 
— RM. Naples, Fl. i we ER, Macus, Wo 
See page 11. inside See page 14. inside 
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The heart miracle NAMED INSIDE has thousands 
BUMPING costly cholesterol and blood pressure meds 
and cancelling their date with the heart surgeon's scalpel! 


A 23:Cent. 
food additive 


approved 
| for use in 
| baby food! 


Never Fear A 
Heart Attack Again! 
“The last time I 
saw my doctor 
my cholesterol 
andtriglycerides ^ 
were normal! 


"| have the E 
peace of mind... © 

and I'm not fearful of 
another heart attack.” 

— Hector C., Valfev Village, CA 
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is coming directly from a user of the 
product. This is such a rare thing that it 
seems almost unbelievable. 


Another example is on Figure 11- 
10. This is a Boardroom promotion 
making the aggressive promise of how 
to get everything "way below whole- 
sale.” And to deepen that wild idea. the 
lead mentions that you don’t even have 
to pay full price for stamps! 


Of course, let’s not forget about the 
“just believable enough” part. That’s 
where all the proof and credibility se- 
crets you've learned in previous chap- 
ters come in. When you spice up your 
big promise with just enough proof and 
credibility — you keep your prospect in 
that sweet spot of the “believable unbe- 
lievable." (It’s a new term I made up. 
Sue me.) 


It may be adding specificity to 
your claim — like “make 546% on your 
money in the next 45 days” — versus the 
claim, “make much more money.” Or it 
may be that you add in a unique mecha- 
nism like. “Make 546% on your money 
in the Gas Price Explosion!" 

Other times, it's a bit more com- 
plicated. lust look at one of Gene's 


famous headlines ... 


*How Modern Chinese 
Medicine Helps Both 
Men and Women" 


"BURN DISEASE OUT OF 
YOUR BODY 


.. Lying flat on your back, 
using nothing more than the 
palm of your hand!” 


This is truly an outrageous claim. 
But there are actually several forms of. 
proof here: (a) modern Chinese medi- 
cine (authority) ... and (b) the specific 
image of somebody lying flat on their 
back, using nothing more than the palm 
of their hand (specificity). 


If you remember the chapter we did 
on proof and credibility, vou learned 
that painting a vivid picture is a very 
effective form of proof. The more 
somebody can SEE something happen- 
ing — even if it's just in their mind’s eye 
— the more likely they are to actually 
believe it’s true. (The promotion also 
featured a basic sketch of a person mov- 
ing their hand in a circular motion over 
their body for added credibility.) 


Thar's what's happening here. You 
have this big, outrageous and normally 
unbelievable promise — but then you 
also have this very unique and specific 
image of somebody using their hand to 
"burn" the disease away. It's sounds too 


good to be true — but maybe, just maybe 


... And that's exactly where you 


want him! 
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SUMMER 2003 » 53.95 


INSIDE: America's best-connected 
tightwads tell how they everything 


for U.S. POSTAGE STAMPS, 
so why should you? Page 5 


STAMFORD. CT (SUMMER 2003)— Whatever you 
bought, whatever you paid, somebody just 
got it for less. But in this special issue, these 
"somebodies" finally spill the beans. 

Not long ago, we assembled a team of 
America’s best-connected insiders 
to scout out every item you'll 
be buying in the months 
ahead. They agreed to 


wrong and: Ant a 5-carat ransack their Rolodexes*, 

Eu pede diamond really reveal their secret sources, 
y 2 

college! cheap? How and... 


about a landing 


Page 17 craft? Page 9 


(Continued on page 3...) 
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You probably remember Clavton's 
famous "7 Horses of the Coming 
Stock Market Apocalypse." This is 
also an outrageous headline. I mean. 
"stock market apocalypse” — come on! 


But Clayton had a strong credibility 
pre-head about Dr. Martin Weiss cor- 
rectly forecasting crashes in the market 
-.. there's a specific number (7) used ... 
and then there's the highly unique and 
visually stimulating image of horses of 
the stock market apocalypse. 


Another great example is one we 
covered earlier in this course, John 
Carlton’s legendary golf headline: 


Amazing Secret Discovered By 
One-Legged Golfer Adds 50 
Yards to Your Drives ... Elimi- 
nates Hooks and Slices ... And 
Can Slash Up to 10 Strokes 
From Your Game, Virtually 
Overnight! 


This headline created such a stir 
because it was almost totally unbeliev- 
able. Almost. But John was smart to add 
depth and specificity to the promise to 
Keep it right on the edge. Millions and 
millions of orders were the result. 


Together these elements make the 
unbelievable claim just believable 
enough, The reader was simply forced 
to dig into the copy to find out if this 
were true or not. 


Figure 11-11 you'll see a very 
proof-rich example. 


Hopefully you're getting this idea. 
To help you fully burn the connection 
into your mind. let’s look closely at the 
highest selling publication on the planet 
— the National Enquirer. 


Can the Tabloids 
REALLY Make You Rich? 


You've probably heard at least a 
handful of great copywriters mention 
how valuable it is to read the tabloids. 
But why? What could all of these ce- 
lebrity horror stories and freak events 
possibly have to do with selling real, 
everyday products? 

ALOT, it turns out. Especially in 
regard to riding the edge of believabil- 
ity. 

You see, the tabloids are forced 
to do this on each and every cover, 
They've got to shock people as much as 
humanly possible — and yet still make 
their claims believable enough to be 
worth reading. 


We all know: Anybody can make 
something up, but to report something 
shocking — something that actually 
HAPPENED — well that's worth hear- 
ing about! And now you've got people's 
attention. 
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Some recent headlines on the Na- 


tional Enquirer: 


The MEDICAL SECRETS 
Angelina and Julia are hiding 
».. DANGEROUS PREG- 
NANCIES! 


Ree 
“I SAW HOWARD INJECT 


ANNA NICOLE WITH 
DRUGS!” 


Anna’s personal assistant 
TELLS ALL! 


LELIII 


During night of wild partying 
& boozing ... Mary Kate 
COLLAPSES! 


Wild promises. Yet definitely pos- 


sibie. 


Of course. the National Enquirer S 


formula for believability is a little dif- 


ferent than we use in our typica] promo- 


tions. But you can certainly learn from 
what they do! 


Here's how they stay right on the 


edge of believability: 


I. 


Stay current. This means that the 
Enquirer focuses their wild head- 
lines on topical subjects that people 
are already thinking about. For 
example, in the aftermath of Anna 


Nicole Smith's death. their head- 
lines focused on shocking death 
photos ... hidden pregnancies ... 
secret drug abuse ... and so on. Be- 
cause these claims weren't totally 
from left field — because they were 
in the realm of possibility consider- 
ing what the public knew about her 
death — people at least considered 
them as possibly true. 


Can you use this technique? You 
better believe it! Keeping on top of 
what your prospect is thinking and 
eeling is probably the BEST way 
to make a powerful. “edgy” yet be- 
ievable promise to him. You know 
what's on top of his mind ... vou 
‘now what he currently believes 

... and therefore you know how 

o push him right to the edge of 


believability ~ without going over 


the top. 
That's great copy. 


For example, when prescription 
drugs like Vioxx were recalled 
because of the thousands of deaths 
they created, the news got out. and 


people were afraid. 


And that’s why Clayton and others 
began coming out with headlines 
like ... "Medicine Chest Murders” 
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... "How to End Joint Pain WITH- 
OUT Destroying Your Heart!” ... 
"The 7 Deadliest Drugs - Áre You 
Taking Any of Them?" 
on. 


... and so 


On Figure 11-12, vov'll see one 
along these lines. 


These headlines may have not been 
very believable prior to the news of 
drug deaths, but people were will- 
ing to accept them once that news 
had entered the mainstream. 


Use compelling pictures. With the 
limited real estate they have, the 
National Enquirer does an amazing 
job of visually communicating the 
feeling and shock of their headlines 
— with believability. For example, 
in a recent headline: BRITNEY 
ATTEMPTS SUICIDE! The dra- 
matic rescue that saved her life ... 


ours after shaving her head! 


And the visual component of this 
headline included a photo of Brit- 
ney with her head partially shaved. 
with a sad, depressed look on her 
ace. The photo gave such validity 


to the claim. 


"ve seen Clayton do this repeated- 


y with some of his Weiss Research 
packages. If you look at Figure 


11-13, you'll see a great health 
example by copywriting superstar 
Kim Krause-Schwalm. The picture 
of the man conveys the feeling of 
total shock and disgust present in 
the headline — and adds to its over- 
all believability. 


So in vour own promotions, why 
not select pictures that give dimen- 
sion and support to your promises 
— pictures that make your wild 
claims just believable enough! 


3. Be selectively specific. As you've 
learned in previous chapters, speci- 
ficity is one of the most powerful 
ways to ramp up the believability 
of any claim you make. The only 
challenge is that too much specific- 
ity — in your headlines — can weigh 
them down or make them overly 
believable. 


Remember, vou want to ride the edge. 
Add just enough specificity to be different 
and stay within the realm of possibility 
— but not so much that your claim seems 
dull, technical or difficult to understand. 


On the Enquirer, you'll often see 
timing used (Brittney's suicide attempt 
“just hours” after shaving her head ... 
or location - like “Matt Hates Meredith! 
Behind-the-scenes backstabbing at 7he 
Today show ... or privileged access — like 
"Anna's personal assistant tells all!” 
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Next time Vol take a prescription, 
ask yourself: : 


f you follow doctors orders and are The facts are ugh: This year and 
over G. there's a 60 chance liat every year... 
you will be the VICTIM of a med- > More than 8.9 million Americans are 


ical or surgi victüns o VECESSARY HOSPI- 
Arthintis drugs v an d TALLIZATION.... and hundre: 
turned out to b i E thousands of them will coi 


they we n dangerous infections... and 

market for c using heart à i wil) be killed by them—simply 
Antidepressara drugs Zoloft". Pad . because they followed "doctors 

Luvox’ and Wellbutrin’ are supposed 19 orders"... 

LIFT your mend—not INCREASE risk ^ 

of suretde.. id million UNNECE 


Hormone replarement drugs such j RIES... and as many as 
as Prempro” are suppose to SAVE 69.136 of them will die on the 
women’s livee—not DOUBLE vour lable —or from complications 
of breast cancer... later on... 

Thousands used Lamisil" to get & More than 106.090 will die in the 

sand sere now hi alter receiving a doctor: 
prescribed drug... 
> 98,000 will be the vicams of a 
medical blunder or malpractice... 
E P And another 429,800 wil] die from in- 
i ‘ight and dropping | dead hospital adverse medication reactions, 
bedsores, malnutrition, plus mher 


used to stimulate their sex life 
losing their ey 


»ww.makepeacerotalpackage.con 431 


The Ultimate Desktop Copy Coach 


it's happening everywhere! Legs... arms... breasts... 
, even sex organs, needlessly cut off due to a 
actor's careless error! © 
But these are the lucky ones. More than 780,000 
Americans will be killed outright hy a medical blunder, 
this year alone! Here's how YOU can protect yoursel 
from today’s “healthcare holocaust”. 


‘Linda M. was fold she had breast cancer after her 
lóctor saw a suspicious spot on her mammogram. He 
some tests, which confirmed the disease, and 
'Ecd her to undergo immediate surgery. 
Two days after having a double mastectomy, Linda 
svas faced with an even bigger shock: thé pathol 
‘had mixed up her test results with those of anoth 
oman. She ended up having two perfectly hodliliv 
sis needlessly amputated, 
hy? 4 y 
Because a busy doctor didn’t take the 10) seconds required to 
correctly match her paperwork with her biopsy slide! 
“Think that’s bad? Then wail Gif you read what happened to Hurshall R. 


i? pe 2. 
a fcominued on page 2...) 
mate aaa 


Bi What you MUST DO NOW to save your own life: Killed by guns, motorcycles, car accidents, skydiving, 
The fastest, easiest, most sure-fire way to make sure mountain climbing, airplane crashes, falling, drown- 
youre NOT one of the 2-in-3 patients whose Ives are ing, fire, and lightning combined! Page 2 

shatiered by a doctor's, pharmacists, nurse's, or lab $ The secret reason why doctors screw up so 

lechnician’s sloppy mistake! Page 2 oRen—and why you DO NOT have to become a 

WDeadlier than guns: Why more people DIE each victim. Page 6 

: ‘the hands of conventional medicine than are . 


1 
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These are different forms of 
specificity than you're used to. but they 
wil] still work in direct response. For 
example. I just saw a spread headline 
using “location” among other things: 
“Michigan Miracle’ Makes End-Stage 
Patients CANCER-FREE IN A WEEK!” 


Notice tlie specificity of location 
(Michigan) and timc (a week). Sometimes 
that's all you need. 


When you combine these techniques 
with an incredibly powerful promise 
— plus all the other proof elements you've 
begun to master — you really will begin 
to create world-beating. push-the-limit 
headlines that prospects are forced to 


read. 


Howto Become 
Utterly Fascinating ... 
Ina Matter of Minutes! 


One of the most important skills 
you ever gain — as a copywriter, market- 
er. salesperson — or even as a human be- 
ing - is the ability to be fascinating ... 
to intrigue people ... to GET and KEEP 
them highly interested in whatever it is 
you have to say. 


As you can probably guess, this is a 
skill that Gene is legendary for. In fact, 
the term “fascination” (used to denote 
a certain type of bullet) comes from his 


original work. 


Why is this skill so priceless? 
So many reasons! 


But the most bottom line reason of 
all — especially in this day and age — is 
that attention and interest is money in 
the bank. When you can get people’s 
attention and hold their interest ... 
whether you're a commercial producer 
... a film maker ... a salesperson ... a 
political candidate ... or a magician on 
a street corner ... or anyone else ... you 
will almost certainly be able to convert 
this attention and interest into cold hard 


cash. 


And remember the #1 job of your 
headline is to grab attention, so any one 
of these secrets can be used to further 
ramp up its power. 


With this said. there are 8 main 
ways to make any message more in- 
niguing. (Even though you're undoubt- 
edly familiar with some of them, this is 
a complete system you can now use for 
far better results.) 


Fascination Secret #1: 
Say something that appears 
unique or different. 


Notice the word “appears.” Part of 
marketing is controlling your prospect’s 
perception — appearance is reality! That 
means the appearance of uniqueness IS 


uniqueness. 
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So what's the big deal about unique- 
ness? Why do people crave it? A big 
part of the appeal is that it implies scar- 
city. When something is unique, that av- 
tomatically means there's less of it — it’s 
more rare. And rare things naturally 
have higher value than common things. 


It’s a fact of life. The less of some- 
thing there is, the greater the demand, 
desire and value it commands. 


Also. in regard to intrigue and fasci- 
nation, remember that whatever's com- 
mon is also BORING. And boredom is 
almost the exact opposite of fascination. 
That’s another reason why uniqueness 
gets our attention: we're curious to see 
what's below the surface ... why itis 
the way itis... how it got that way ... 
and more. 


in fact, I've listed this secret first 
because it’s the foundation of the entire 
process. The goal of the other seven 
secrets in this fascination process is to 
make your copy appear more unique 
and different. In short, more teresting. 


Webster defines the word “interest- 
ing” as “a feeling that accompanies or 
causes special attention to an object 
or class of objects.” And what causes 


special attention? Again, the very act 


of uniquely standing out from the rest. 
What's common is boring, what's 


unique is inherently fascinating. 


Now let's proceed to the other se- 
crets that make this possible ... 


Fascination Secret #2: 
Be first. 


The most basic way to be unique or 
different is to be first. This means that 
you offer something new — maybe it’s a 
new invention. a new Service. or anew 
combination of things (remember the 
lesson about being connectivel). 


Just think of the first to offer a “Jow 
carb” diet ... or formulate a weight loss 
supplement with hoodia ... or offer 
investment advice through the mail ... 
or have a car with a V8 engine ... and 
so on. The first companies to burst onto 
the scene in these industries automati- 
cally appeared unique and different. 


This is also the advantage of joining 
your product ... your headline ... your 
theme/big idea ... with breaking news. 
Your product will appear fresh and dif- 
ferent than what people are used to see- 
ing and hearing about. 


Fascination Secret #3: 
Be ketter. 


Another way to be unique is to 
simply be better than others. While your 
product or service may not be totally 
different than what cthers are offering. 
your quality can cause you to stand out. 


uuu aA 


334 www makepeaceroraipackage. cont 


Breakthrough Advertising: A Step-by-Step Cheat Sheet 


When you offer something that’s 
better than your competition — whether 
it’s a golf video, an Internet marketing 
seminar, a real estate investment service 
or anything else - and you can PROVE 
your superiority. then you've just made 
yourself unique! 


And naturally, people will want to 
know why vou're better ... what that 
superiority will mean for them in their 
daily life ... and so much more. You've 
just fascinated them! 


(Also remember that saying some- 
thing boring and ordinary. like “highest 
quality" will actually send your pros- 
pect running. So don't do that. Give 
him compelling, specific proof that 
you've got something better than any- 
one else.) 


Fascination Secret #4: 
Be the opposite. 


Another way to be interesting or 
different is to offer a distinct alternative 
to what prospects are used to. You don't 
necessarily need to be first or brand 
new — just position yourself as the exact 
opposite of what people are accustomed 
to seeing and you'll automatically fasci- 
nate people. 


This is partially how the natural 
health movement came into being. In 


reality, there’s nothing new about “natu- 
y, g 


ral health” — natural foods and drug-free 
living has been going on for thousands 


of years! 


But when it was positioned by 
marketers as the exact opposite of 
mainstream medicine — where you get 
all kinds of benefits and none of the 
nasty side effects — it became a bonafide 


phenomenon! 


So start thinking about how you can 
go against the grain. What's the domi- 
nant approach in your market — is there 
one way that people consider to be nor- 
mal? If so, see if you can find an effec- 
tive way to position your product as the 
opposite. For example, look how Gene 
does it here in an ad for a new kind of 


sparkplugs — it’s on Figure 11-14. 


Not only is this a new type of prod- 
uct, it’s positioned as the opposite of 


older sparkplugs. It gives you many 
more benefits without any of the prob- 
lems or shortcomings — at the same 
price. It’s an intriguing, irresistible 
stance to take. 


Another facet of this same prin- 
ciple is to simply go against what your 
prospect hears most frequently. People 
expect you to say a money-making 
system is casy — so why not say that 
it’s actually fairly challenging. It’s “not 
for everybody.” This is the opposite of 


what most advertisers are doing, and 
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this makes vour promise more intrigu- 
ing. 


Fascination Secret #5: 
Be exclusive. 


Another way to make your product 
or service unique — and more fascinat- 
ing — is to surround it with the concept 
of exclusivity. If you read the Enquirer, 
you see that they do this often with a 
little graphic saving “Enquirer Exclu- 
sive!” And it makes readers more inter- 
ested in reading that article. 


When there are exclusive groups 
— with privileges available to members 
only — aren't you more curious to see 
what's happening? Most people are. 
Since most products, services. programs 
and so on are NOT exclusive, you can 
quickly differentiate what you're doing 
by presenting it that way.. 


Fascination Secret #6: 
Make your promise 
almost unbelievable. 


We've already discussed this. As 
humans, we have a tremendous propen- 
sity to know whether something’s true 
or not. It’s hard-wired into our brains. 


So when you promise something 
way out of the ordinary ~ something 
that it’s hard to tell whether or not it’s 


true — then your prospect is practically 


forced to find out the facts for himself. 
His brain has been twisted and he must 
get to the bottom of the issue, to men- 


tally straighten things out. 


This is part of the reason why P.T. 
Barnum was such a brilliant marketer 
back in the early days. He knew how to 
present and promote wild, freakish peo- 
ple, animals and events that powerfully 
stood out — they were almost totally 
unbelievable. And as a result, countless 
people lined up to see if the acts he pro- 
moted were the real deal. 


Fascination Secret #7: 
Withhold something. 


When you totally give something 
away, people often feel it has less value 
and get bored. But when you build 
soinething up and then withhold it, 
you've got an explosion of fascination 
on your hands! 


That’s why the whole idea of a 
"secret" is so powerful. Whether it's 
surrounding an amazing benefit that 
we want (but don't know how we'll 
get it) ... or a shocking event (and we 
don't know how it happened) ... ora 
mysterious person (who we want to 
know about but don't know who it is) 
— situations like this send our curiosity 


through the roof. 


Sometimes it can be as simple as 


p€——— ——————DÁ—— M d 
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posing a question and then withhold- 
ing the answer. For example, Figure 
11-15 says, “Can you really catch heart 
disease like you catch a common cold?" 


And then it withholds the answer. 


In particular, this question is great 
because most people assume that heart 
disease is a long-term illness that builds 
up from either bad habits or genetics. 
This question is so intriguing because it 


implies that we've been all wrong about 
heart disease — and you can find out the 


shocking truth inside! 


So always be sure to — as Clayton 
likes to say — “barely raise your skirt” 


while still saving something enticing for 


later. Tease vour prospect with intrigu- 
ing questions. so that he'll be seduced 


into reading your copy. 


As we'll discuss more iu Chapter 
16, this is the same principle working 
behind all “blind” bullets — where a 
piece of information is given (a “tease”) 
— but the overall secret is not revealed 
until the reader opens the magalog or 
buys the book. For example, notice the 
great examples of this from the control 
on Figure 11-16. 


Fascination Secret #8: 
Add verbal richness. 


Using visual imagery, colloquial 
expressions, metaphors will maximize 


the level of fascination you trigger. 
Whether it’s a strong mental image 
(vivid picture of something happening) 
... a colloquial phrase (like *deader 
than a doornail” or "richer than Midas”) 
that sounds lighthearted and interesting 
... or a metaphor (“persuasion is like 
music ...") that instantly gives greater 
meaning to something — these expres- 
sions add depth and intrigue to your 
copy. 


This is why these expressions are so 
popular in actual bullets, fascinations 
and headlines — and why they're such 
a crucial part of any successful promo- 
tion. They amplify the impact of your 
promises, by making them more fun 
and lively to read. 


For example, here are some ex- 
amples of fascinations — using such 
phrases — that Gene wrote: 


» f you have radiators in your 
home, this trick bounces their 
heat into the center of the 
room, where it warms you, and 
not the walls — page 140. 


» Ifyou see dark circles under 
the blue eyes of your blond 
child, turn to page 267 at once. 


»  lfyour get up and go seems 
to have gotten up and left, iry 
page 270. 
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like you catch a 
common cold? 


See inside for details... 


Stephen Sinatra, M.D. 
781| Montrose Road 
Potomac. Maryland 20854 
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joint ‘replacement surgery. It. 
could ‘mean the difference between 


use this information to dramatically 
lower yourrisk. 


toothbrush. Helps prevent bacterial 
L growth wi ich. can lead to destàl: 


440 


child's or grandchild’s poten 


j Study oi 4,000 children showed they 


scored lower on IQ tests when | 
exposed 10 this at home, (No, its not. 1 


1 television!) 
Wl The cancerfighting food that's 


25 times stronger than broccoli! - 


E ‘Choosing à new primary-care |< 
doctor! Heres a clever way to find 3 


out whos any good. 


m How. your good intestinal. 1 
help fight cancer, And 
cmn do to help thém do ; 


itching can ‘signal : 
‘disease. How iu tell ain 
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» How to bathe your cat without 


getting scratched — page 342. 


If you’ve got some bullet heavy 
promotions in your swipe file. now’s a 
great time to scan through them and see 
this principle in action. You'll notice 
how often these kinds of phrases and 
descriptions are used to amplify the 
interest-holding power of sentences and 


paragraphs. 


This May Just Be The 
Breakthrough 
You've Beer Looking For! 


We've been through a Jot in this 
chapter — and we've carefully broken 
down concepts that have generated bil- 
lions and billions of dollars in revenue 
over the years. What's even more amaz- 
ing is that these secrets will be as valid 
in 100, 200 or even 500 years — as they 


were 100 years ago! 


I urge you: Use this guide regularly, 
especially as you make the effort to 
read and re-read Breakthrough Advertis- 
ing. This Chapter has been designed not 
only to help you understand this legend- 
ary work more quickly and easily — but 
also to be able to access its secrets more 
readily in your own writing process. 


Now does that mean that you need 
to always carefully analyze the level of 


awareness and sophistication of your 


prospect? Well, there are two ways to 


answer that. 


First, many of the world’s best 
copywriters never heard Gene’s ter- 
minology or concepts — but they DID 
do their homework and instinctively 
understood their market. As a result. 
these writers naturally addressed their 
prospect at the proper stage of aware- 
ness and sophistication. 


With that said, why leave this pro- 
cess up to chance? | personally think it 
can only help to consciously start ana- 
lyzing different markets and seeing how 
these different stages of awareness and 
sophistication look in action. This will 


sharpen your ability to recognize where 


a market is at. and you'll have a better 
sense of what to say to your prospects 
as a result of this knowledge. 


And finally, put as much energy as 
humanly possible into becoming a stu- 
dent of people's emotions — and how to 
verbalize those emotions in a way that 
they immediately identify with. There's 
no A-B-C formula for this. but ve 
given you some very practical steps you 
can begin taking — starting TODAY - to 
hone vour skills at this process. 


In our next chapter, vou']] move 
Írom your deck copy to your lead 
— starting off the body of your promo- 
tion with power and intrigue. 
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Chapter 11 Action Steps 


Breakthrough Advertising — 


Many of the world's most powerful market- 
ers and entrepreneurs — those who've made 
millions and millions of dollars — credit their 
success to one book: Gene Schwartz's Break- 
through Advertising. Read it ... again and again 
(http://www. BreakthroughAd.com), 


Apply Gene’s questioning process that 
forms the foundation of your ad and use them 
to now build your Headline and augment your 
Subheads. 


1. What is the mass desire that creates this 
market? This is the outcome of your 
prospect and market research, finding your 
prospects core desire(s) - the desire he has 
that extends across the entire market. 


IR 


How much does your prospect know about 
the way your product satisfies this desire? 
This is his State of Awareness. Here are the 


various stages: 


a. Your prospect is highly aware of the 
benefits vour product offers ... 
b. He knows of your product, but doesn’t 


yet want it. 


c. It's totally new to him - you're intro- 


ducing a new product. 


LL E 


pu———————————————————MÁ— ETE 
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d. You're introducing a product that 
solves an unknown need. 

e. When you are opening up, vour 
prospect is completely unaware of 


your market. 


How many other products have been 
presented to them before yours? This is 
his State of Sophistication. Consider these 
scenarios: 


a. When you are first in your market. 
b. When you're second. 
c. When they've heard it all before. 


d. When Mechanisms start competing 
with each other. 


e. When nothing else works, then: 


» You've got to know the daylights 
out of your prospect. 


» Play with putting their strongest 
possible feelings into words. 


» Study what others have done 
before you. 


» Practice, practice, practice. 


Riding the Edge of Believability — another 
big headline secret. 


a. Stay current. 

b. Use compelling pictures. 

c. Be selectively specific. 
Becoming Utterly Fascinating to Your 
Prospect. 


a, Say something that appears unique or 
different. 


Notes 
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b. Be first! 

c. Be better! 

d. Be the opposite. 
e. Be exclusive. 


f£ Make your promise a/most unbeliev- 
able. 


Withhold something. 


qo 


h. Add verbal richness. 


This chapter is not necessarily as concrete 
85 previous ones, meaning you don't necessarily 
have to take any specific action in order to 
continue working on your project. 


But that doesn't make it any less valuable! 
One thing that ] recommend is that you carefully 
consider everything that was presented in this 
chapter and the action steps ... and you think 
actively about how it all relates to what you're 
working on. You may realize that you've missed 


a certain mark in part of your process. 


For example. perhaps you've written an 
overly basic headline to highly sophisticated/ 
aware prospects. Or maybe you're making your 
headline too complicated — your prospect is 
already aware of your product and its benefits 
— he just needs to know he's getting a great 
price. It will be up to you to figure out whether 
you're staying in alignment with the powerful 
principles Gene wrote about. 


Also, the more you work with this material. 
the sharper you'll be at judging and creating 
winning headlines in the future. Remember: 


Great headlines are never created in a vacuum. 
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They're directly related 10 the state of your 


prospect and market. 

This chapter — in conjunction with Break- 
through Advertising — gives vou the skills to 
deeply understand your prospect and market, 


and then maximize your headline accordingly. 


EE Notes > 


446 www.makepeacetotalpaekage.com 


24 Lead Starters thar Get You Off to the Races! 


24 Lead Starters that | 
Get You Off to the Races! 


in this Chanter... 


m A way to make sure the first few paragraphs 
of your copy explode with interest and excite- 
ment ... 


m Ever struggle with how to open your promo- 
tion? Here's exactly how to move from your 
headline and deck copy... to an opening your 
prospect simply can't resist reading ... 


m 24 different lead templates — just "plug and 
play" and you can have a world-class lead in a 
matter of minutes ... 


m Andsomuch more ... 


pu———————MÓ  —ÉÁ——— ——— có! 
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y now you know that how 
you lead off your running 
text — those first 5-6 six 
paragraphs that immedi- 
ately follow your headline and deck — is 
one of the most erucial parts of your 
promotion. lt sets the tone and pacing 
for everything that follows. If this part 
of your copy is weak, readership will 
absolutely plummet. but if it’s strong. 
it can overcome other negatives in your 
body copy. 


Also, know that there are probably 
as many ways to open an ad or sales 
letter as there are copywriters on the 
planet. You can start with an anecdote. 
a series of questions, a problem — pretty 
much anything that further accomplish- 
es the goals you just learned in the last 
three chapters on headlines ... 


... With that said. | recognize that 
it's often hard to come up with your 
own stuff. lt helps to have training 
wheels unti] you've got lots of experi- 
ence under your belt. Then you'll find it 
easier to be naturally creative. 


But until then, ] want vou to have 
and USE the following templates when- 
ever you find vourself struggling to 
come up with the right lead. As you'll 
learn later in Chapter 20 on Swipe 
File Secrets, it’s often just a matter of 


substituting you own product, benefits 


and context into the copy examples I’ve 
provided. 


Also, you'll want to make sure that 
your lead transitions smoothly between 
vour headline/deck copy ... and the 
logical argument that we worked on in 
chapter 8. More on this in the action 
Steps. 


Lers take a look at the different 
possibiliües ... 


Lead Strategy #1: 
The "Advanced 
Knowledge” Lead 


This kind of lead works especially 
well in the investment market, because 
timing is so critical. The investors who 
can predict the future most accurately 
make the most money. But it can also 
work in other industries, too. For exam- 
ple. l've seen some very savvy Internet 
marketers essentially use this advanced 
knowledge — combined with track 
record ~ to emphasize the importance 
of their sales message. Basically, you 
can use this one in any industry where 
trends heavily impact your prospect's 
ability to succeed or make money. 


LIII 


When was the last time 
YOU had advance knowledge of 
a future event that could turn a 


pu PrQWA————M E 
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molehill of cash into a veritable 
mountain of money? 


When was the last time you 
not only foresaw the event. 
but also had strong evidence 
of when it was going to occur. 
AND knew the investments and 
strategies most likely to turn the 
event into windfall profits for 
you? 

That's precisely the kind of 
priceless knowledge that’s avail- 
able to you now ... 


Pardon me for being blunt 
~ but it is absolutely critical that 
you fully understand this: [AS 
A COPY WRITER, THIS IS 


bins) ... you get the idea. The point 

is that you harness the trust, respect 
and credibility this figure naturally has 
— and you use that to establish rapport 
and momentum right off the bat. With 
so many sales messages out there com- 
ing across as greedy and impersonal, 


this approach can really set you apart. 


kok 
Dear Health-Savvy Friend: 
STATISTICS SAY it’s a los- 
ing battle. 


STATISTICS SAY you'll 
just keep hurting more every 


year unti] you die. 


BUTT SAY you're not a sta- 
tistic and ... 


WHERE YOU LAUNCH INTO 
KEY POINTS OF YOUR LOG- You'll soon be the glowing 
ICAL SALES ARGUMENT] exception 
TENOR HOW? You'll be stunned by 
how simple it is. And I’m going 
Lead Strategy #2: to show you the /iving proof. 
The “Advocate” Lead 


There will be times when your 


The people you’re about to 
meet were ror genetically supe- 


product centers around the spokesper- rior. Far from it! Their arteries 
son — the central figure that prospects were closed up, their backs and 
are paying to experience. Often times joints were freezing up, but in- 
this can be a celebrity fitness instructor siead of simply giving up ... 
(such as Richard Simmons or Chuck They decided to do some- 
Norris) ... a well-known doctor (like thing EXCEPTIONAL ... 


Dr. Whitaker or Dr. Andrew Weil) . 


And that’s where I came in. 


motivational guru (think Anthony Rob- 
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I'm Dr. David Williams, and bonds and even your IRA, Ke- HEN 
I've devoted my life to making ogh or 401(k) will get absolutely 
medicine wonderfully different. creamed in the nexi few months. 

For more than two decades, Look: When stocks got 
I've broken the rules that con- creamed by 20% on October 
sign senior Americans to the 29. 1929, they wiped out $200 
scrap heap. Instead of merely million of investors’ wealth. 
treating symptoms, I’ve been But they did much more than 
seeking to erase the causes of that: The shockwaves created by 
our so-called “diseases of ag- Black Tuesday’s debacle trig- 
ing"... gered a massive ... [build up the 

dori terrible problem and solution] 
RE 
Lead Strategy #3: 


Ignore this sober warning. 


The “Act Now" Lead 


and you may as well take your 


When your prospect is facing a savings ... your retirement — and 
VERY urgent problem, your best bet your very financial security — 
may be to dramatize the fact that he's and KISS THEM GOOD-BYE. i 
got to act— NOW - or risk some dire On the other hand, if you 
consequences. You'll see this quite HEED the warning in these 
often in the financial market (with an pages and ACT on the advice | 
impending crisis threatening to vaporize offer you in this urgent report. 
the prospect's money) ... sometimes in not only will you have plenty of 
the health market (where a sudden heart time to insulate your wealth ... 


problem, blood clot or similar disaster 


could claim his life) ... and a few other o you'll have the oppor- 


tunity to rake in gains of up to 


places. You could probably also use it 
56296 in 2004-2005! 


for alarm systems — underscoring the 


urgency of him protecting his property. Meier 
ELELEE 
Lead Strategy #4: 
Unless you take action now The “Authority” Lead 


— and I do mean NOW - your 


stocks. your mutual funds, your Quoting authorities in your lead is 


p—M—— ——Ó————————À e! 
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a fantastic way to not only grab your 
prospect’s attention. but also to com- 
municate believable value. Copywriting 
legend Gary Bencivenga does this al] 
the time. There are several things you 
want to be sure of: (a) that the author- 
ity you quote is someone your prospect 
knows and respects ... (b) their quote 

is both interesting and relevant to the 
issue at hand ... and (c) that the state- 
ment from this authority sets up the rest 
of your argument perfectly, or it raises 
crucial concerns that your copy will 
quickly answer. 


It was F. Scott Fitzgerald 
who observed, “The rich are dif- 


erent from us.” 


Tt was Ernest Hemingway 


who then shot back, “Yes, they 


nave more money. 


But money isn’t all the rich 
have more of. They also have 
more worries ... so before you 
accept this Invitation to move up 


higher financially. you may want 
to consider some of the pros and 


cons. 


LLLLII 


For a lengthy example of this kind 
of lead. see Figure 12-1. 
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Lead Strategy #5: 
The “Conspiracy” Lead 


We've already covered conspiracy 
themes and headlines in depth. When 
you choose that approach, you also 
need to know how to write conspiracy- 
type leads. These kinds of leads usu- 
ally alert the prospect of an impending 
danger, and begin to build up an enemy. 
Done right. you'll begin to get the pros- 
pect a little angry. Also. this shouldn't 
be common knowledge. The conspiracy 
you lead with and begin to build up 
should feel like genuine news. 


aR EK 


Just recently, three lifesav- 
ing natural medicines were 
banned by the FDA... 


And the brilliant scientists 
who make them were financially 
ruined. WHY? 

Did any of these natural 


substances have any unsafe side 
effects? NO. 


So why did authorities 
snatch them away from patients 
whose lives depended on them? 


Because the medicines 
worked too well ... and the 
makers printed the truth! 
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WHAT DO MEN 
REALLY WANT? 


igmand Freud never Lhaught to ask that ques- 
tion, maybe because 10 bim—and to anybody 
who'd ever seen a rooster on t feace—the 
answer seemed ohviens 
And today. an entire section ol the mewe- 
stand just keeps echoing that tired old refrain. 
as cleavage, cravais.nr eno) stuff are al] us predictable men 
have on our minds, 
And. hey—if havs all wc had to“ worry” about. wouldnt life 
be a breeze? But, I don't need io tell you what a pressure cooker 


an average guy's day i 


juggling the rat race. buddies. and 


your relationship. plus trying to look good and siay healthy 


while you do it all. 

That’s why I think you'll lave MEN'S HEALTH-—becnuse 
Lhe information you'll find every month in MEN'S HEALTH 
magazine is the stuff that can make—or bruak—a guy 

MEN'S HEALTH is all about the topics that are impor- 


tant to real guys—see for yourself with our 10 FREE 
EXCLUSIVE REPORTS! 

Each of these reports is stuffed with new discoveries and 
advice from experts—and they won't cost vou a cent, You don't 
have Lo buy anything, either. We just want you tozee what's 
made MEN'S HEALTH the most popular men's magazine 
onthe planet. 

You see, we've brill our success around what men—at least 


the kind we admire—seally wa 


: the principles, guidance, 
snformation. and motivation they need to make every single 
aspect of their lives bester. 


Let us prove it to you. dust tear out the reply card in the bark 


af this magazine and dropit in the mail, PII send you the 
next issue of MEN'S HEALTH. plus your 10 EXCLUSIVE 
REPORTS—FREE. If vou like what you see, we'll continue to 
send you MEN'S HEALTH for the next year (10 issues in alli, 


Here's what yam] discover: 
* MEN'S HEALTH takes research seriously: After all. 
lives are at stake, We talk to the research docs and study the 


medical journals and attend the conferences for one simple 


reason’ it gives men tbe freshest, most authoritative, 
most relevant information on bealth, relationships. 
style, and fitness available anywhere 

+ MEN'S HEALTH knows how to talk to men: Kind of 
luke a smarter older brother—-conhdent, fenny, understaied. 
trustworthy, talking with you shoulder to shoulder. And, the 


advice m MEN'S HEALTH really does cover everything Lhat 


matlers most to guys, Pius, killer aha. too. 
And that’s why. 

* MEN'S HEALTH changes lives: Look at the guys in the 
Beliy Off Club, Think about the power of information that can 
transform a 230-1b, beached whale into an lronman athlete, 

Im hetting that once you gel your 10 PREE EXCLUSIVE 

REPORTS and your FREE i 

MEN'S HEALTH has what you really want, 


n your bands, youll agree-— 


So vil 


y nat take a free look at the magazine that supplies 


men with an invaluable service in every line oftext Tr every 


chart and illustration. Mail the enclosed reply card today* 


x 


ssue of MEN'S HEALTH and 


your 10 FREE gifts are yours to keep whethernr not you 


PS, Remember. your 


continue your subscription. You have nothing to lose, so 


why not mail the reply card vodaty: 


www. MensHeoiih.com 
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[hink the First Amendment 
protects free speech? Not if vou 
make alternative medicines! 


[he message is clear — if 
your natural cure works, you'd 
better not say what it does. 


hese bans have sent a chill 
throughout the alternative health 
community. Even doctors we 
greatly admire are self-censor- 
ing their own publications, for 


fear their clinics and dispensa- 
ries may be shut down ... 


But they can't silence all 
90,000 of us! 


We're Health Sciences In- 
stitute (HIS) — alternative med- 
icine's first and foremost global 
information network. We're 
90,000 enlightened doctors, re- 
searchers and health-conscious 
people like you, and ... 


Because we don't make or 
sell any medicines, VESTED 
CAN'T SHUT US UP 


GEELES 


Another great example of a conspir- 
acy lead is on Figure 12-2. The whole 
idea of "they^re Iving to you” that you 
see throughout the copy is a sure upoff 
of this. Also, notice how the objection 
is countered (the doctor may not even 


know it’s happening — but that doesn't 
matter!) ... this is brilliant. 


Lead Strategy #6: 
The “Contrarian” Lead 


This type of lead is perfect for when 
your theme centers around debunking 
myths — going against what almost 
everybody else is saying. And it works 
well in so many industries. Essentially, 
ANY time a market becomes saturated, 
sophisticated and skeptical — you can 
launch into the “old” things that are no 
longer working ... the myths ... the lies 
... the mistakes. Then you position your 
product or service as the “real” answer 
— the surprising, counterintuitive break- 
through that allows your prospect to get 
the benefits he hasn't been able to find 
elsewhere. 


joke 


Health knowledge is 
changing so fast that many of 
medicine's sacred cows and 
pet theories have already been 
slaughtered and laid to rest ... 


Hormone therapy was good, 
now it's bad. Low-fat diets were 
"in." now they're "out." Eggs 
were a no-no. now thev're okay. 
Mammograms and PSA screen- 
ings save lives ... or do they? 
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over the world. There are literal- 
ly dozens of methods of knock- 
ing cancer out of your system... 


The problem is that your 
doctor doesnt know about 
them. He's hopelesslv stuck 
with the outdated cancer treat- 
ments he learned in medical 
school—many of which are 
now proven NOT TO WORK. 
But only a small sliver of the 
medical community knows the, 
REAL CURES. You are now ` 
about to discover what may be the 
most remarkable cure of them ail. 


An 86% Cure Rate for 
Hopeless Cancer Patients 


In 1999, a leading doctor in 
cancer treatment was sought out by 
a number of cancer patients who 
were so far gone that their bodies 
weren't responding to any of the 
standard therapies. Because they 
were classified as *untreztable" he 
decided to give them a new therapy 
that showed promise—a non-sugar 
component of a glycoside eroup 
called AGS, 


Five years later, all of these 
patients were supposed to be 
dead, but 86% of them were still 
alive and kicking. So we know 
AGS works! 


Since then, he has been seeing, 
more successes, and his biopsy 
technicians are rubbing their eyes 
in disbelief at how fast it works. 


The 24-Hour Miracle 


ə it kills cancer cells in one day. 
Researchers have used AGS on 
deadly melanoma tumors, and 
cancer cell death comes at high 
speed—reported results have 
been in as little as 24 hours. 
Remarkable, huh? No. it’s stupen- 
dous. Imagine: Jf jou were diag- 
nosed with cancer next Tuesday, 
worldn't it be terrific to find out 


£ i 
on Wednesday that 


s definitely 
going away? 
~ € AGS shuts down tumors without 


dissolving them chemically. One of 
the hottest fields in cancer 
research is the tactic of “starving” 
tumors to death by shunting off 
their blood supply—a gentle sotu- 
tion that beats chemotherapy by 
a mile and a half. Researchers 
used AGS on cancer cells that had 
spread to patients’ lungs (once it's 
there, it usually goes everywhere), 
and incredibly, it shrank the lung 
tumors and stopped the disease 
in its tracks! 


€ It beats even the new super-can- 
cers, Here’s the dirty little secret 
of chemo: It's rapidly creating 
new kinds of cancer that dont 
respond to conventional treat- 
mem at ail, Just as germs become 
resistant to antibiotics, these new 
cancers are multiple-drug resist- 
ant. Near-frantic authorities are 
predicting four million people 
worldwide will soon dic of these 
super-cancers. But insiders at a 
biorech firm investigating AGS 
recently leaked the incredible 
news that AGS has also been 
found to be effective in drug- 
resistant cancers. Ifthe medical 
establishment would only wise up 
and get behind AGS, they could 
save three times more lives than 
have been lost in all the wars in 


US. history combined. 


e it has zero side effects. 
"You've scen women lose 
every strand of their beautiful 
hair. That's because chemo 
and radiation attack growing 
cells, hair follicles being the 
first target. You've scen 
| patients choose to die rather 
than continue to face the ter- 
| ror of nauseating treatments. 
But alt this could be over 
"with. Tests of AGS have con- 
cluded that it is non-toxic and 
carries with it no adverse effects. 
If you're quick on the trigger, 
you've spotted the meaning of 
this: AGS is so gentle that you 
can stavi taking it regularly as a 
preventive, to keep yourself can- 
cerfree forever 
Hard to believe, but new studies 
are starting to show that AGS works 
on colon, lung, ovarian, kidney, and 
brain cancers. And another physi- 
Gian, Dr. Paul Ling Tai, is now sceing 
amazing results in patients with the 
deadliest cancer of all: Pancreatic. 


The Bad News, 
the Good News 


A prominent biotech firm (1 
can't mention the name) is pulling 
out all the stops to develop a drug 
based on AGS. But first, they have to 
take AGS apart molecule by mole- 
cule, then reconstruct the main 
ingredients artificially so they can 
patent it. After that comes the mad- 
dening, slow approval process. In a 
decade, it might be in the pharmacy. 


You'll find out more cancer 
cures like this one in your free 
report, The 50 Very Best Sointions 
to the Worst Health Problems of 
Today. Keep reading and you'll get 
the real, original AGS—at a fraction 
of the cost you'll pay for the drug 
version once it’s even avaitable! 


(See Lie «2 on next page...) 
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It’s no fun discovering that 
something you've been doing 
(or taking) for years to stay 
healthy is suddenly useless. 
wrong, or even dangerous. 


But brace yourself. A bar- 
rage of new medical “about- 
faces" is on the way! In the 
pages ahead. vou'll read about 7 
medical theories that have been 
proven obsolete, yet doctors 
still haven't changed their treat- 
ments. (To see the rest of this 
lead, see Figure 12-3.) 


LEETE 


Lead Strategy #7: 
The “Direct, No-Nonsense” Lead 


When you're having trouble figur- 
ing out the optimum way to lead off. 
consider just being very direct. Often, 
this can work amazingly well. You have 


to know your prospect incredibly well 


to use this kind of lead. because he'll be 


able to decide in a split-second whether 
your copy is worth reading any further. 
Bore him, confuse him or fail to com- 
municate unique interest and you'll 
quickly sentence your copy to the near- 
est landfill. 


ae E 


Im writing to offer you a 
job. 
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It's not a permanent job. 
understand. You'll be working 
for as much time as you find it 
rewarding and fun. 


It's not even a paying job. 
On the contrary, it will cost you 
money. 


But if you're willing to 
wavel to offbeat places all over 
the U.S. and abroad ... to meet 
fascinating new people of all 
ages and nationalities ... to open 
your mind to new perspectives 
and ideas ... and in the process 
to help make this planet of ours 
a better place for us all ... 


... then please accept this 
invitation to become a member 
of EARTHWATCH ... and 
prepare yourself to enjoy some 
of the richest rewards human 


existence offers. 


xe deb 


Another variation: 


xk ox 


You're busy. So I'1l get right 


10 the point. 


The Novell Companion is a 
unique resource that will help 
you run your Novel Netware 
system as never before! 
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Dr. David G. Williams, Editor 


FACT: Over 50% of 
today’s health advice 
is wrong and obsolete! 


This Bulletin alerts you to 7 current health notions that 
are so off-track, they're dangerous. Vm giving you this 
early heads-up because the official news probably won't 


come for many years. Here's the story... 


ealth knowledge is chang- 
ing so fast that many of 
medicine's sacred cows 


and pet theories have already been 
slaughtered and laid to rest... 


Hormone therapy was good. 
now it's bad. Low-fat diets were 
“in” now they're “out.” Eggs 
were a no-no, now they’re okay. 
Mammograms and PSA screenings 
save lives..or do they? 


Its no fun discovering that 
something you've been doing (or 
taking) for years 1o stay healthy is 
suddenly useless. wrong, or even 
dangerous. 


But brace yourself. A barrage 
of new medical “about-faces™ is on 
the way! In the pages ahead. you'll 
read about 7 medical theories that 
have been proven obsolete. yet 
doctors still haven't changed their 


by Dr. David G. Williams 


treatments. For example... 


Have you heard 
the latest about 
heart disease? 


The cholesterol theory of heart 
disease has been dead for 20 years. 
Tt was shot full of holes when sci- 
entists showed that the majority 
of people who suffer heart attacks 
have normal cholesterol levels. This 
makes cholesterol-lowering drugs 
irrelevant and useless. 


Later studies identified the real 
cause of heart disease (explained on 
page 7). Now, prompted by the fail- 
ure of cholesterol-lowering drugs 
to reduce heart discase, doctors are 
beginning to look into this “new” 
theory. But their investigations will 
take many years. 


Meanwhile. 13 million people 


in this country remain on choles- 
terol drugs, and millions more are 
being urged to start taking them. It 
will be a long time before an offi- 
cial about-face comes. Tragically. 
hundreds of thousands of people 
will go to their deaths following 
this old-school advice in the false 
belief they're being protected. 


Tve been waving a red fiac 
about cholesterol-lowering drugs 
since August, 1991, when first dis- 
covered they are not only ineffec- 
tive, but potentially deadly. (They 
can rob the heart of an important 
nutrient, CoQ10, that powers its 
beating.) 

T also wrote about a far safer, 
easier, and cheaper way to duek a 
heart attack. It works by cleaning 
out the plaque in arteries, which ail 
of us have to one degree or another. 


conminned on page 4... 


Call Tollfree 1-800-219-8591 To Receive Your Free Reports -3 
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Simply put, it’s the most 
comprehensive and valuable 
reference work on installing, 
configuring, administering, and 
troubleshooting NetWare net- 
works ever available. You'll get 
the latest inside information on 
all NetWare versions, including 
straight talk on 4.1 and the pros 
and cons of upgrading. 


BREESE 


For another really good example 
of this kind of lead, see Figure 12-4. 
It presents the prospect with the harsh 
reality that he can agree with and in- 
stantly recognize. From there it's easy 
1o transition to the rest of the argument 
and benefits. 


Lead Strategy #8: 
The “Dollar Bill" Lead 


This lead-in, from the mighty pen 
of direct response pro Gary Halbert, is 
certainly a candidate for the all-time 
best attention-getter in history. The let- 
ter has no headline - just a one-dollar 
bill tacked to the top. Think about it: 
Doesn't money always get your atten- 
tion - especially when its an actual 
bill! Your ability to use it will depend 
on lots of different other factors ... 
whether you're going to actually mail 


out letters ... your budget ... and more. 


Here's Gary's inspired copy ... 


sek eek 


Dear Friend, 


As you can see. I’ve at- 
tached a crisp, new one-dollar 
bill to the top of this letter. Why 
have I done this? Actually. there 


are two reasons: 


. I have something very im- 
portant to tell you and | needed 
some way to make sure this let- 


ter gets your attention. 


2. And secondly, since what 
I have to tell you concerns 
how you can [FILL IN THE 
BLANK], I thought using a 
dollar bill as a sort of “financial 
eye-catcher" was especially ap- 
propriate. 

Anyway, here is why I’m 
writing you: 


tek toe 


Lead Strategy #9: 
The “Fascination” Lead 


Sometimes, especially when you're 
writing a promotion that's heavy on 
bullets and fascinations, your best ap- 
proach is to simply lead with some of 
your most intriguing facts and ideas. As 
you've already learned. few motivators 
are more powerful than curiosity — es- 
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$25, 000 IRA Into 


$500, 000 or More 


Millionaire’s secret to 
retiring richer faster 


By Marjory Abrams, Publisher 


ets face it. Putting a ~; 

couple of thousand 
dollars a year in an IRA 
and letting it earn 10% to 
12% a year in the market 
wont get you far—-unless y rou do 
it for 30 years or more! 


Most of us dont have that 


| much time. We need to savea lot 


more money, a lor faster. What 
should we do? To find the an- 
swer, I interviewed 28 of the top 
financial experts in the country. 

These are not your ordinary, 
run-ofthe-mill financial planners. 
They're top tax and estate attor- 
neys...managers of mulubillion- 
dollar hedge funds...advisers 
to the wealthiest Americans and 


| largest multinational corporations, 


These experts revealed some 
amazing strategies the average 
person can use to increase their 
IRA by hundreds of thousands 
of dollars in just a few shott years. 
Tm going to reveal two strategies 
to you right now. So Jet's roll up 
our sleeves and get started! 
SECRET #1: Do like the 
Donald 

Did you know you can legally 
buy real estate with your IRA? 
Shrewd investors have been 


458 


www.makepeacetotalpackage.com 


* estare market: 


Lers say your IRA puts a | 


$25,000 down payment on a 
$100,000 condominium or oth- 
er rental property. And that the 
rents from the condo are enough 
to pay the mortgage and expens- 
es and leave you with $50 in net 
monthly cash flow. Thats $600 
a year in net income. 

Now lers say that the prop- 
erty appreciates by 596 the first 
year. That's a $5,000 increase in 
the value of the property. 


Finally, lets say that after the 
first year, youve reduced your 
loan balance by $1,000. 

So whas your toral return from 
this investment? You've got $600 
in net rent, $5,000 in apprecia- 
tion, $1,000 in amortization (loan 
reduction), for a total of $6,600. 


| 
But your down payment was ; 


only $25,000. That means you 
got a 26% return on your in- 
vestment—more than double 
what you'd get from a stock 
index fund. 


SPECIAL EDITION & SUMMER 2007 


| 


And here's why it makes | 
ense for you to do it. roo | 
#—even in an inflated real | 
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pecially when there’s a big benefit in washing is the single best way 
finding out the answer! for anyone to stay healthy. 
slat Well, I'd heard all this 


before. I told hin that what he 
said about doctors made a lot of 


sense ... except for one thing: 


This letter is about informa- 
tion that’s “none of your busi- 
ness”. For example ... 


: A *s not true! 
Did you know that certain ISAO 


specific foods they serve on donor 

planes will lower your blood 

sugar count at high altitudes Lead Strategy #10: 
— leaving you tired ... cramped The "Forget" Lead 


... headachy? E P ; 
ý When your prospect is into certain 


Now, perhaps you`re think- products, services or ideas — and you 
ing. "Why would airlines want have knowledge that those aren't really 
1o make me tired and grouchy?” all that good, this is a good way to go. 
Well. they don't want to. of. Of course, you don't want to be purely 
course. But they do want to slice negative. Make sure you tell him what 
the cost of each meal — so if it’s works instead of the stuff you're tell- 
cheaper, and (artificially) tastier ing him to forget. Then explain why it 
... then - why not?!!! works and get into the benefits. 

EROR Here's an example from my friend 


" i 
Ever wonder how doctors Kent Komae: 


stay sick while treating sick aede 


people at gee MOTO. Forget oil. Forget gold. Ura- 


To find the answer. I called nium is the next natural resource 
one of the leading infectious dis- blockbuster. 


eas ialists i j " 
ease specialists in the country Why? Because a sofiball- 


He told me the reason doc- size chunk of uranium can 
tors don't get sick is that they" re release more energy than a train- 
constantly washing their hands. load of coal. And it’s in HUGE 
He added that frequent hand DEMAND for nuclear energy. 


www.maAepeacetutalpuckage. cum 458 


The Ultimate Desktop Copy Coach 


jÉ—————————M € QM MÀ MÀ E Ó 


For months, l've been shout- 
ing from the roof tops. "BUY 
URANIUM STOCKS!” 


Take Cameco. In October 
2004. 1 issued a ‘buy’ at $25. At 
this writing, it’s over $65 ... a 
whopping 160 percent gain. And 


you ain't seen nothing yet! 


Are vou going to get it be- 
fore it's too late? 


dokdek 


If you look at Figure 12-5. you 
can see another possible variation of 
this kind of lead. As you can see. the 
word “forget” is used to break down the 
prospect’s pre-existing beliefs about the 
product — and sets the stage for what's 
going to be different about the new 
product being offered, 


Lead Strategy #11: 
The “Hero” Lead 


When your editor or spokesperson 
is a big part of the product you re offer- 
ing, your best bet may be to lead with 
paragraphs that make him or her come 
across like a hero. You see this so often 
with the medical doctors we promote. 
Part of it is because we know that 
prospects idolize doctors and desper- 
ately want to have a relationship with 
a skilled doctor who cares about them. 
It's also related to celebrity appeal: 


Many of the products that are sold in 
the mass market sell because the pros- 
pect so identifies with and adores the 
celebrity behind the product. 


In such circumstances, when the 
prospect is most interested in having a 
close relationship with this figure. then 
you want to build up this person and 
then promise the prospect a relationship 
with him or her. 


LELLIII 


Dear Very Savvy Reader, 


When elite research labs 
need a new breakthrough ... 


When top natural doctors are 
stumped for an answer ... 


When medicine's "best and 
brightest" run dry ... 


Ever wonder who they run 
to? 

So did 1! So I picked up 
the phone and called some of 
today's greatest names in natural 
healing. “When the fat's in the 
fire, who do YOU call?* And 
they all kept on naming one guy 


Dr. Marcus Laux! Turns out 
he’s the brains behind dozens of 
medicines that health insiders 
swear by ... 


a 
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single 


can help... 
v Bons 
¥ Siow the prog 


liular er 


ession of neurod: 


v/ Recharge vour immune system. 
v^ Improve vour circulation... 
v/ Reduce blood pressure... 
v/ Avoid the onset of migraines... 
v^ Aud lots more! 


>> Why most powder and fiquid forms of 
CoG10 sold today are highly ineffective 
and pass out of your body, unused... 


»» The one thing that you must 
have ín order for your body 
js, L0 absorb CoQ10. 


Discover the healing miracle 
of Super CoQ10"... 


~ could help re-energize vour heart. 


muscles, and brain! 


v/ Strengthen and protect your hear... 
¥ Avoid certain types of brain disas 


^ “Revolutionary 


step—just 10 seconds a day— 


your Dis 


rotectión and } 


Over 1.000 scientific studies over the fast 39 years have proven that Coenz me QIO 


your body with new energy and vitality .. 


disorders , 


¥ Guard against a wide array of age-related cognitive disorders... 


METS... 


| patent-pending 
_ formulation!” 


European and Asian doctors use 
CoQI0 routinely to prevent and treat: 

IB Heart problems Bl Brain tragedies E Poor circulation 

B Migraines Æ Immune deliciencies W Angina @ Blood sugar 
problems € Chronic tiredness El Male infertility X$ Muscular 
problems EP Swollen joints EF Imeguiar cell formation 8 Overweight 
conditions & Degenerative nerve problems E Sports injuries 

ER Breast engorgement B Fibromyalgia W Infammaiory bowel 
oondtions Bi inflammation f$ Swollen glands S Traumatic swelling 
E Chronic earinfecüons EF Edema E Intestinal conditione. 

E Periodontal problems El And lots, ots MORE! 


www.nakepeacetotaipackage.com 461 


The 


Se e T nes Ü € À — üt] 
Ó——— € ———— M ——— ——— —ÁÉ— 


Ultimate Desktop Copy Coach 


He's the top gun that today's 
best natural biotechs put on their 


mosit lifesaving projects ... 


He's the trouble-shooter 
who finds out what works, what 
doesn't and what's downright 
dangerous ... 


Ium referring to one of life's 
most exhilarating experiences ... 


an adventure called retirement. 


The years when you can 
finally do what you want to do 
— including nothing. Go where 


you want to go — including no- 


where. See whom you want to 
see — including nobody. And be 
up when you've finally finished 


He’s the best-connected, 
best-informed, most trusted re- 


searcher in the business ... 
sleeping — not when the alarm 
SRK 
says you must. 


Lead Strategy #12: — 
The "Identification" Lead 


You've done it all. Juggled 


g the demands of your career 
One of the best strategies for lead- ; i ; : : 
; : while being a loving wife and 
ing off is to get your prospect to strong- = zi 
i . ; mother. Been the family nurse, 
ly identify with the sales message. In b i 
; ; "M bookkeeper, chef, and social 
this type of lead, you illustrate an inti- 2 a ; i h 
i ; 1 ities di S t the same 
mate understanding of his world. which acne’ FORO Hes li 

; oer wem s S. ye 
carries the strong implication that you ten poundsteri times: Aid:stäy ed 
her b ia : awake countless nights, worrying 
can help him improve his life. Often this EA NODE 


is a matter of presenting your prospect about everyone around you. No 
with facts, beliefs, attitudes and desires Wonder you re worn out! 
that’s you're 100% sure he's experi- Well, I have some good 
enced (and better yet, 1S experiencing!) news for you. Regaining your 
— so that he reads the copy and thinks. energy and youthfulness and 
"Yes!" here's someone who understands staying healthy is a lot easier 

than you think. Also get rid of 


aches and pains, stiffness, and 


me. This person may be able to help. 


LII EE 
soreness. In the next few pages, 
If it hasn't happened to you you're going to learn exactly 


already, it probably will very how to do it. 


soon ... faster than you can say 
"At last!” 


LI IIl 
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This process of creating identifica- 
tion in your lead can also be done in a 
negative sense. Just look at Figure 12- 
6. It immediately lists things the pros- 
pect is currently being frustrated by, in 
a way that he immediately identifies. 
Then it transitions into a message that’s 
likely to resonate very favorably with 
the prospect. 


Lead Strategy #13: 
The "Hr-Then" Lead 


Pioneered by Gary Halbert and 
popularized by John Carlton, this is a 
very reliable and straightforward way to 
start off your body copy. Essentially the 
formula is ... “If you've ever wanted to 
[primary benefit], then this will be one 
ofthe most important messages you ever 
read.” What you're domg is getting your 
"Yes, 
] want to experience that benefit!) and 


prospect to nod his head (thinking 


then making it clear that your promotion 
is about helpmg him get there. Here are 
some examples ... 


RK 


If you've ever wanted to 
drive a golf ball with the explo- 
sive velocity of a howitzer can- 
non (adding half the length of a 
football field to your tee shots 
alone)... while hitting all your 
fairways and greens with mas- 


1erful precision ... then this will 


be the most important message 


you ever read. 


LELILI 


Tf you are even remotely 
imerested in learning how to 
physically protect yourself (and 
vour loved ones) with complete 
confidence. then this will be the 
most important letter you ever 
read. 


Here is why: I have recently 
discovered a “scientific” fighting 
system that is so effective, you 
will be able to knock senseless 
anyone who confronts vou — no 
matter how skilled they are at 
fighting — within 4 to 6 seconds! 
What's more. this fighting sys- 
tem is so easy to learn, you will 
be able to master it completely 
overnight, even if you have nev- 
er been in a fight before in your 
life, or are a “klutz” at physi- 
cal skills. Kids, women, even 
grandparents can master this 
system with equal ease — and be 
able to instantly “put away" any 
bully or criminal who comes 
after them. 


sioe 


Also. you don’t necessarily have 10 
use the whole “most important message 
you will ever read” line. Just look at 
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RULE #1. 


If everyone hounds you to 
do it or avoid it... 


ITS À MYTH 


My Dear Set-Upon Friend: 


If you're fed up with forking out $20 a pound for 
wild salmon... 


If you keep putting off your cholesterol test... 


If you can't afford scads of insanely priced pills... 


Forge that malarkey and 
LIVE A LITTLE! 


I wrote this little book to save your life before they 
hound you to death about blood pressure, trans fats. 
sunbathing, high cholesterol, salt, sugar, butter, beef, beer, 
whiskey, nicotine, and everything else vou're supposed to 
be terrified of. Because, contrary to what the government 
and TV health hotshots insist... 


P- Trans fats may heal heart disease (page 10)... 

> Vegetables can make you blind (page 11)... 

> Higher blood pressure can be healthier (page 8)... 
P- Sunscreens may cause cancer (page 18)... 

P- Modern dental advice leads to dentures (page 34)... 


And for gosh sakes, don't drain vour life's savings on 
“miracle” drugs or gee-whiz supplements, because... 


RE SASSO EENES em 
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Figure 12-7. The point is that you lead 
with an “if + benefit” statement and 


then transition. 


Lead Strategy #14: 
The "Inside Secrets” Lead 


When your promotion will be 
revealing legitimate “insider” infor- 
mation, this can be one of the most 
exciting ways to jump into your body 
copy. Usually you want to show your 
prospect that something’s been hidden 
from him — or that he's been in the dark 
about something valuable to his life. 
Then you want to reveal the insider 
information that he's going to discover 
in just a moment. Of course, make sure 
that you're revealing genuine inside 
information. There's no bigger turnoff 
to the prospect than being promised 
something like this, only to find out that 
the information is common. 


LELIII 


Dear Friend in Search of 
TRUE Breakthroughs: 


Your broker may say it's 
impossible to boost your retire- 
ment income by 68% overnight 
... Your doctor may claim it's 
unthinkable to cure high blood 


pressure forever, in a matter of 


weeks ... Your friends may un- 


» 


derstandably swear these secrets 
can't possibly work ... 


But they do. These tech- 
niques are NOT risky, illegal or 
even that hard ... 


And I know plenty of or- 
dinary people who are quietly 
using them right now to make 
their lives "impossibly " pros- 


perous, happy and healthy. As 
you'll see in the pages ahead ... 
You don't have to be RICH to start 
adding $100,000 a year or much 
more to your income (page 8) ... 
You don't have to WORK HARD 
to arrange for someone else to pay 
your mortgage (page 9)... 
You don't have to be a MOVIE 
STAR to attract the opposite sex in 
90 seconds (page 13) ... 


You don't have to be a ROCKET 
SCIENTIST to win 50% more at 


any casino (page 13) ... 


All you need is an open mind 
and an armful of freshly un- 
earthed insider secrets from ... 

America’s ultimate guide to 
the inside track, 

BOTTOM LINE Personal! 


LETE E 
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Dear Friend, 


sation, humiliating performance 
and “is-that-all-there-is?” orgasms 
Il" as you grow older... 


'e resigned yourself 10 the loss of 
e widening gap... and the searing 
al disinterest can cause between 


You'd better brace yourself — because the 
secrets I reveal in this report are about to clectrify 
your love life! 


, FOR MEN: You'li discover Nature's secrets 
for better erections — and improved performance 


hat will have your lover satistied and wanting 
mor 


;FOR WOMEN: You'll discover how you can 
gain enjoy the abundant lubrication and intense 
pleasure of your youth — for you, sexual 
discomfort can be a thing of the past! 

FOR BOTH OF YOU: 1i give you the keys to 
sparking insatiable sexual desire... to sensitizing 
your sexual organs as never before... to relishing 
wave after wave of exquisite, tingling pleasure... 
and to earth-shaking his-and-her orgasms that 


For Over 


^ Electrify Your Sex Life NOW! 


leave vou breathiess in each others’ arms, smiling. 
laughing, and marveling at the pleasure you've 
just brought each other, 


It’s all here for you now — and the best part? 
You won't have to pay any doctor or drug 
company one red cent for the pleasure of 
pleasuring your lover! 


The best advice a doctor 
could give you may well he... 


"Treat yourself 
to a rollicking orgasm 
and call me in the morning!" 


We've always known that hot, passionate sex 
— one, two, three or more times each week — 
is fer and away the best Rx any relationship 
could have. 


Now, medical science is proving that sexual 
desire, pleasure, and release are godsends for your 
health, too! 


They stimulate brain cells, providing 
protection from age-related mental dectine and 
memory lapses... spark your enthusiasm for life... 
energize your body... burn extra calories and melt 
fat... bathe your cells in life-giving oxygen... 

PLUS great sex can kickstart your immune 
system... defuse Killer stress... lift your mood... 
ease headaches and pain... and many studies even 
show that frequent sex and more intense orgasms 
are absolutely essential for peak prostate health! 


And get this: A 
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For an interesting spin on this kind 
of lead, check out Figure 12-8. It’s kind 
of a blend of the conspiracy approach 
and the “inside secrets" thing. The point 
is that the prospect get the feeling he's 
about to learn something others don't 
know or have access to. 


Lead Strategy #15: 
“Laundry List of Benefits” Lead 


This lead works well when you've 
got a diverse set of powerful benefits 
tied into your central theme. Essentially. 
you're getting your prospect to nod his 
head, while at the same time revving 
up his greed glands. The chailenge with 
this kind of approach is to still maintain 
your focus. In the example you're about 


to read, Arthur Johnson's central theme 


was that of “boosting your brain health” 


— and as you'll see, his argument is that 
all of these amazing other benefits are 
the result of simply boosting your brain 
health. 


So as you consider using this kind 
of lead. think about the dominant core 
benefit you're presenting — whether it's 
more energy ... doubling vour pros- 


pect's income ... or anything else. 


LEETE 


Dear Smart Friend (soon 
to be even smarter!) of Bottom 


Line: 


» 


» 


» 


» 


» 


What if you could suddenly 
become not just smarter. but ... 


Impervious to stress ... page 4 


Immune to the blues, bad moods, 


anxiety, and insomnia ... page 8 


Sharp as a tack with near-photo- 
graphic memory ... page 6 


More productive on the job than 
anyone around you ... page 5 

More creative and clever than ever 
before ... page 11 

Madly attractive to the opposite 
sex ... page 10 

Utterly fascinating to everyone you 
meet ... page 11 


Miraculously endowed with super- 
sensitive eyesight and hearing ... 
pages 12 and 13 

Not in years or even months, 


but STARTING MINUTES 
FROM NOW ... 


Simply by following some 
remarkably simple instructions ... 


And then taking some amaz- 
ingly safe nutrients! 

Sounds almost sinful, 
doesn’t it? 


But wouldn’t you do it if 
you could? Of course! 
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In the next five minutes.. 


This man will tell you what 


WALL STREET ANALYSTS 
WON'T DARE REVEAL 


For Fear of Losing Their Jobs 


Discover Wall Street’s Most 
Overlooked Opportunity 


X It’s obvious (You'll grasp most of what 
you need to know within minutes)... 


> It's easy (I call it the lazy man's way 
to riches)... 


» It’s more profitable year in and year 
out than any other strategy. 


And you will NEVER hear 
about it from a broker, 
money manager or 

professional analyst. 


No Wall Street "expert" will 
keep his job writing about what 
I'm going to reveal in the next 
few minutes. 

In fact. he might Jose his job. 
He sure wouldn't be popular 
with his bosses. He won't 
exactly be marked for a 
promotion and a bright future, 

But the investment Strategy 
Wall Street WON'T tell you 
about is the most powerful 
moneymaking opportunity on 
earth. Period. 

Problem is, it’s not the most 
profitable one for Wall Street. 


Turn page, please... 
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sae 7 PSS ARE SOE 


Well, believe it or not. it’s 
not only possible now, but 
shockingly easy. And we'd like 
to show you all the secrets of 
how thousands of people have 
done it for real ... 


FREE! 


ee 


Lead Strategy #16: 
The “Newsy” Lead 


You know the value of topical 
themes and headlines, but how do you 
actually wrire topical leads? They're 
pretty easy, actually. Depending on the 
product and market, 1 like to lead with 
the credible discovery of something im- 
portant to the prospect ... why it's such 
a big deal ... and then transition into 
what it means for the prospect. This 
kind of lead approach is great, because 
you can make virtually any new event 
“news.” and your copy will take on a 
feeling of greater importance because 
of it. 


SEK 


For the first time, Russian 
researchers have discovered a 
powerful new eye drop that’s 
proven to do the impossible 
- literally melting cataracts in 
just a few months — without 


surgery! 


Human studies prove its ef- 
fectiveness in 90% of all cases, 
with absolutely no side effects. 
A success rate that high is al- 
most unheard of for any medical 
treatment, let alone one for vi- 
sion improvements. 


Mercifully, this break- 
through is now available in this 
country — and you can get it 
without a preseription. But it 
will still be some time before 
word of this discovery gets out. 
Doctors are so firmly entrenched 
in their "cut-it-out" surgical 
mindset that they won't even 
consider a natural. non-invasive 
alternative. 

For now, you're one of the 
only people to learn about this 
incredible, sight-saving discov- 
ery. right here ... 


debeo 


Lead Strategy #17: 
The “Proof” Lead 


When you have super-strong cred- 


ibility elements behind your product or 
service, why not jump out of the gates 
with them? This is especially important 
when your prospect immediately recog- 
nizes how much he wants the benefits, but 
will be naturally skeptical. You can defuse 
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much of this skepticism in your lead copy 


this way. There are different ways to do 
this too — you can lead with a specific 
study or mention in a credible publica- 
tion — or vou can just mention the general 
proof and get to the specifics later. 


doksdoek 
Dear Friend, 


New research and clinical 
testing reveal that a little-known 
nutrient derived from soy is 
revolutionizing brain health 
and giving folks of all ages 
new hope for their minds and 
memory. 


It's aremarkable nutrient 
called PS (which stands for 
Phosphatidy serine), that's been 
clinically proven to ... 


» Wake up "dead" brain cells 
» Banish memory loss 


» Boost your brainpower and make 
you smarter 


» — Protect you from a devastating 
"brain disaster" 
Works wonders even in 
hopeless cases. 


LI HR k ok 


Lead Strategy #18; 
The “Reason Why" Lead 


This lead is pretty straightforward. 


You're essentially telling your prospect 
that there's a reason why something is 
the way it is — and ideally you must be 
talking about an interesting phenom- 
enon. Anything surprising and valuable 
will do. In the example you're about 

to read, it uses credibility - "There'sa 


reason why this nutrient is so amazingly 


credible ..." and you can do the same 
thing with a benefit ... a big. horrifying 
problem ... and so on. 


e ko. 


There's a reason why — at 
a staggering 5900 per pound — 
raw Coenzyme Q10 may be the 
single most valuable nutrient on 
the planet: 300 studies by 200 
researchers in 18 countries have 
PROVEN beyond a shadow of a 
doubt this Nobel-Prize- Winning 
substance really can help: 


» Energize your heart, your brain and 
your muscles ... 


» Maintain normal blood pressure 
and heart rhythm, and banish chest 
pain... 


» Insulate you from deadly free 
radicals that make you old and sick 
before your time ... 


^ Provide the abundant energy your 
cells need to repair themselves and 
reproduce normally ... 


MEE ————— MÀ 
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» — End sleep problems, ramp up your 
natural immunity and shield your 
heart and brain trom disaster! 


^. So why haven't you had 
YOUR CoQ10 miracle yet? 


Lead Strategy #19: 
The “Simple Fact” Lead 


This is a great lead for setting up 
your sales argument. You make your 
very first sentence something authorita- 
tive — something you KNOW your pros- 
pect will agree with. And at the same 
time, your lead statement of fact must 
be something he doesn't hear often. It's 
more of a confirmation of an underlying 
belief or truism that sounds unique and 
powerful when verbalized. The point is 
that once your prospect firmly believes 
this fact. and it's on the top of his mind. 
you can transition to the successive 
points in your sales argument very ef- 
fectively. Look at the example to see 


what] mean ... 
sek ek 

Energy is life. 

Without sufficient energy, 
your muscles lose their strength 
and stamina — and you lose your 
spunk — your “get-up-and-go.” 
Fatigue ... lethargy ... and de- 


pression can take hold of you 
— and life begins to pass you by. 


That's the kind of energy 
crisis vou can feel - right down 
to your bones! 


And when you feel that way, 
you can bet your bottom dollar 
something else is happening 
inside you — something insidi- 
ous ... 


Bik 


lead Strategy #20: 
The "Simple introduction” Lead 


When the author of your promotion 
is both interesting and credible, often 
the most powerful approach is to simply 
introduce him. Just make sure that you 
quickly either (a) build credibility ... 
(b) intrigue the daylights out of your 
prospect, so that he can’t help but read 
further ... and (c) ideally. get to the 
payoff — exactly how this person can 
solve his or her problems, plus achieve 
the most desired benefits. 


sok dob 


My name is John Doe. 
I'm the editor of the WALL 
STREET UNDERGROUND. 
the largest financial newsletter 
of its kind in the world. 
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Im writing you from a Lead Strategy #21: 
secret, heavily guarded loca- The “Smack Bab 
tion somewhere in the northern in the middle" Lead 
hemisphere. 


This approach immediately puts 
your prospect right smack dab in the 
middle of the action — and does so in 
an interesting or dramatic way. It takes 


Although I was born in 

and love America, | can no 
onger live in the United States. 
would love to but I can't. I 
communicate with associates 
via specially scrambled satellite 


advantage of the "show. don't tell” 
maxim, where people enjoy and believe 


someone who shows them something 
phones. My e-mail is encrypted 


and shuffled across two dozen 


— but quite often resist being told some- 
thing. In this sense. you also give your 


Rietnepservers amas many, prospect an emotional experience relat- 


ed to your product and its benefits. It's 
like a free preview of the pleasure that 


countries. so my location can- 
not be traced. 1 never send or 


eceive fax il. ilk M 
du es or regular mail awaits him once he orders. Copywriting 


In fact, my closest associates legend Bill Jayme was an absolute mas- 
have no idea where I live ... ter at this technique and the three leads 
or even how to call me on the below showcase his amazing talent. 
phone. Most have not seen me "m 
in years. 


First, fill a pitcher with ice. 
Why the secrecy? Well, let 
me put it this way: There is a Now pour in a bottle of or- 


$5 million price on my head, dinary red wine, a quarter cup 


Everyone from Bill Clinton to of brandy, and a small bottle of 

Bill Gates would like to see me club soda. 

dead. Sweeten to taste with a quar- 
"P" ter to a half cup of sugar. gar- 


F nish with slices of apple, lemon, 
Of course, only use this when 


you've got a highly credible and in- 
triguing person standing behind the 
product. Otherwise you'll bore your 
prospect and it'll be game over. 


orange ... then move your chair 
to a warm sunny spot. You've 

just made yourself Sangria — one 
of the great glories of Spain, and 
the perfect thing to sit back with 


— M 
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and sip while you consider this 
invitation. 


EEPE 


You re waiting at the corner 
for the light to turn green. 


On your right is a woman 
who'd love to look like you. To 
possess your vitality. To have 


your skin, your hair. your eyes. 


On your left is a schoolgirl 
who yearns to own everything 
you have on. The gold. The 
cashmere. The leather. The fra- 
grance ... 


... and looking at vou from 


across the street is a really good 
looking guy who'd give almost 
enything to ... or something 
equally R-rated. 


Ho 


When vou find yourself 
seated at dinner next to some- 
one unusual like Bette Midler. 


you've got two choices. 


You can ask what her 
brother Danny is up to. why 
she worships Bobby Darin. 
whether they really paid her in 
gold for her recent round-the- 
clock world tour, why she thinks 
Paloma Picasso should design 


clothes, where her favorite hot 


dog stand is in L.A., and how 
she feels about Barbra Streisand. 


Or ... vou can say. "Excuse 
me. Can you please pass the 
salt?” 


LEETE 


Lead Strategy #22: 
The “Story” Lead 


You don't need me to tell you that 
humans love stories. Stories engage ... 
they entertain ... teach ... they show. 
rather than tell. It's difficult for any- 
body to stop reading a good story, and 
if you can find one in your research that 
sucks you in — chances are you've got 
solid gold on your hands. Just distill 
the story down to 3-4 very compelling 
paragraphs ... follow the other lead 
guidelines you're learning in this chap- 
ter ... and you may just have a monster 
winner on your hands. 


a a 


Dear Reader: 


On a beautiful late spring 
afternoon, twenty-five years 
ago, two young men graduated 
from the same college. They 
were very much alike. these 
two young men. Both had been 
better than average students. 
both were personable and both 


— as young college graduates 
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are — were filled with ambitious 
dreams for the future. 

Recently, these men returned 
to their college for their 25" 
reunion. They were still very 
much alike. Both were happily 
married, Both had three chil- 
dren. And both, it turned out, 
had gone to work for the same 
Midwestern manufacturing 
company after graduation, and 
were stil] there. 


But there was a difference. 
One of the men was manager 
of a small department of that 
company. The other was its 
president. 


LELLEI 


Other times, the best approach is to 
lead with the most powerful case his- 
tory you've got in your file: 


LELLII 


To be precise, Bob H. is 
over 98. and his wife is bowled 
over that he's driving, cooking, 
housecleaning and even doing 
the grocery shopping! Whatever 
happened to his arthritis? Dis- 
cover his secret, and the shock- 
ing new non-drug proven in 
60 years of covered-up clinical 
research ... 


ONE little vitamin pill! Vien 


What the heck is eoing on 
here? Hundreds of detailed case 
histories don't lie. See page 8. then 
find out how many more onetime 
“old-timers” are merrily running 
rings around youngsters ... 


BRE 


Lead Strategy #23: 
The “Wrong” Lead 


One thing that's been proven to 
work is to lead by attacking and de- 
bunking your prospect’s common as- 
sumptions. As you've seen already in 
our discussions of bullets and headlines, 
there can be nothing more startling 
— and INTRIGUING - than finding £ 
out that you’ve been dead wrong about 
something. Especially when the im- 
plications to knowing the truth are im- 
mense. This is why you so often see the 
right/wrong formula used in the health 
and financial markets. Because myths 
and fallacies in these areas can cost the 
prospect a fortune, or even his life! 


The trick is to know your prospect 
well enough that you can present the 
exact assumptions that are holding him 
back. Once you debunk this false stuff, 
its simply a matter of showing how 
your product can lead him to the truth 
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— and the amazing benefits that await RA 
him when he gets there. 
"o Lead Strategy #24: 
The “You're About 
"You can't beat the indexes to Discover" Lead 


and stay safe." Wrong. 


"Its impossible to pick 
stocks with complete certainty.” 


D ; 
Wrong again. 


There's just no way I could 
make 37,000% profit in buy- 
and-hold stocks.” This is SO 
wrong. 

“It’s crazy to even think I 
could be a million dollars richer 
this time next year.” Let ine 


prove it to you. 


In the pages of this free 
guidebook, you are about to 
discover that almost everything 
you've ever been told is “im- 
possible" about investing is just 


wrong. 


You'll learn that there are 
five simple steps that are so 
effective, academics and Wall 
Street professionals are studying 


them as breakthroughs. 


You'll discover that once 
you take every scrap of guess- 
work out of your investing 
decisions, all you are left with is 
profit, pure profit. 


This type of lead is pretty straight- 
forward. When you're promising your 
prospect valuable, useful information 
within your promotion. you can lead 
with all the amazing things he's about 
10 discover. The key is to promise your 
prospect that he's going to discover 
unique benefits that he eagerly desires 
— stuff that he simply can't find out 
anywhere else. This kind of lead isn't 
usually as compelling as some of the 
others, But it's a good backup to have 
in place, something to fall back on 
when you're writing advertorial copy 
and nothing eise seems to fit. You can 
also weave in some credibility elements 
for your editor or spokesperson. and get 
iato bullets that promise specific ben- 
efits. Just as you see in this example: 


HA ROR 


Dear Reader, 


In the pages that follow. 
you're going to learn the stun- 
ning, untold truth about the pre- 
scription drugs you take every 
day. 

And you're going to learn 


about safer, natural alternatives 
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that I believe work better than 
drugs ... without the drug side 
effects. 


Your guide for this healthy 
journey of discovery is the 
legendary Dr. Marcus Laux. 
Depending upon who you are, 
you either LOVE Dr. Laux - or 
absolutely HATE him. 


The drugs companies hate 
him because he tells you what 
they never, absolutely never 
want you to know about the 
drugs you take every day ... 


The alternative medicine 
establishment hates him too. 
Why? Because he's NOT a slave 
to alternative medicine and he 
demands real scientific and 
clinical proof before he even 
considers recommending a natu- 
ral cure. 


But his over 25,000 loyal 
readers and patients absolutely 
LOVE him because he guides 
them through the medical mine- 
field straight to the safest, most 
effective natural cures on Earth. 
Cures that will help you ... 


Heal and reverse your worst 


health problems — often in as little 


as a few hours, 


» 


» 


» 


Erase the pain and chronic con- 


ditions that can make your daily 
life miserable. 


FREE you from the toxic grip of 
prescription-happy drug compa- 
nies who are looking to get richer 

and richer ... while vou get sicker 


and sicker. 


Energize your everyday life and 
eliminate those aftemoon “power 
failures" that make you want to 
take a nap. 


Protect you from the medi- 

cal scare tactics the medical 
establishment uses to get you to 
do what they want ... instead of 
what's best for vou. 


Save you thousands, even tens of 
thousands of dollars every year 
by avoiding the expensive drugs 
you no longer need. 


seek ok ok 


Start Your Copy Off With a BANG 


and Never Look Back! 


Now that you have every practical 


tool possible for leading off your copy 


with powerful momentum and inter- 


est. it’s time to put everything to work. 


Remember the main goals you need to 


accomplish: 


SSE 
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» To start your copy off with mo- 


mentum ... 


» Introduce and deepen your prod- 
uct's benefits ... 


» Get your prospect nodding his head 


in agreement ... 


» Establish the conditions/basis of 
your sales argument (the problem 
and solution) ... 


»  Inrrigue, fascinate and interest your 
prospect into reading further ... 


» Bond with your prospect ... 


Ultimately, your job is to come up 
with a lead that matches your main 
theme ... that perfectly flows from vour 


headline and deck copy ... and then 
makes it impossible for your prospect to 
look away. 


I recommend that you first ground 
yourself thoroughly in the principles, 
so you understand why and how great 
leads work. Once you've done this. go 
through the templates and see which 
ones best fit the circumstances in your 
promotion. Use the "substitution" prin- 
ciple to adapt it to your own promotion. 


Either way, whether you create your 
own lead from scratch — or you swipe 
from one the many examples I’ve pro- 
vided, your leads will be much better 
than ever before. 
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AS you've just learned. your Lead — those 


first 5-6 six paragraphs — is one of the most 
crucial parts of your promotion. It sets the tone 
and pacing for everything that follows. Weak 
Leads can make your promotion sink. but strong 
Leads can save it from other weaknesses. 


With that said. your Lead must match your 
theme. headline and deck. It must flow as a 
natural extension of those things. So as you go 
back through the formulas, pay special attention 
to ones that you think might match your promo- 
tion. Some will clearly NOT fit - but others will 
be genuine possibilities. 


Once you've done this, write several Lead 
possibilities by using whichever of these 
templates fit: 


1. The “Advanced Knowledge” lead 
2. The “Advocate” lead 
3. The “Act Now” lead 


4. The "Authority" lead 


5. The “Conspiracy” lead 
T 


he “Contrarian” lead 


The “Direct. No-Nonsense” lead 


8. The “Dollar Bill” Jead 


Chapter 12 Action Steps 


| 
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9. The “Fascination” lead 
0. The "Forget" lead 
1. The "Hero" lead 
2. The “Identification” lead 
3. The “If-Then™ lead 
4. The "Inside Secrets" lead 
5. The "Laundry List of Benefits? lead 
6. The “Newsy” lead 
7. The "Proof" lead 
8. The "Reason Why” lead 
9. The “Simple Fact? lead 
20. The "Simple Introduction? lead 
21. The "Smack Dab in the Middle" lead 
22. The "Story" lead 
23. The “Wrong” lead 
24, The "Yow're About to Discover" lead 


Here's what vou must do now: Go into 
the document you've been working with 
throughout this course. Write one or more leads 
that seamlessly connect your headline and deck 


copy variations with your logical argument. 


Lei me explain this a bit further so it's 


crystal clear: Here's how your document might 


be ordered at this stage ... 


1. Headlines 


Headline/Deck Copy Variation 71 
Headline/Deck Copy Variation #2 
Headline Deck Copy Variation #3 
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way. you give vour client multiple variations he 


can test against each other. This gives both you 
and your client the greatest odds of success. 


As Gary Bencivenga once mentioned to 
Clayton in an interview, he often submits a 
“safe” variation of his promotion wiih a much 
more traditionally sound version of his headline 
and lead ... and then he also submits a “riskier” 
variation that’s less likely to be successful. but 
has huge homerun potential. 


Irecommend you do the same, simply by | 
following the process I’ve been outlining for 
you throughout the action steps of this course. 


C Å _ =n 
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2. Logical Sales Argument (including point 
21, 22 plus the benefits. research and docu- 


mentation that goes with each point) 


Excess Research 


m 


4. Excess notes from other chapters 


You goal now is to craft a lead (or leads) 
that moves your prospect from each headline 
variation to the first point in your logical sales 
argument. When done, your document should be 
ordered like this ... 


l. Headlines 


Headline/Deck Copy Variation #1 
Lead copy 
Headline/Deck Copy Variation #2 
Lead copy 
Headline Deck Copy Variation #3 
Lead copy 


2. Logical Sales Argument (including point 
51, 22 plus all the benefits. research and 
documentation that goes with each point) 

3. Excess Research 


4. Excess notes from other chapters 


(NOTE: Sometimes you can use the same 
lead for multiple headlines, but other times 
you'll have to modify your lead each time. It all 
depends on how different your headlines are.) 


Why create more than one in this process? 
While this may seem like it is unnecessary 
work, it's a great idea to submit multiple head- 
line/deck/lead variations. Of course. you don't 
want to submit roo mary — so be very selective. 
You only want to submit your best ones. This 


Chapter 12 Action Steps 


Notes 
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f you went through Chapter 

11, you know that we thor- 

oughly covered several of 

Gene Schwartz’s most famous 
concepts; The idea that desire is not 
created, but rather channeled ... The 
Five Stages of Awareness ... The Five 
Levels of Sophistication ... and. most 
importantly, how these considerations 
impact your headline. 


And righily so. Your headline is 
huge. But what about the rest of your 
ad? How do you go back through what 
you've written. to make sure the rest of 
your promotion is every bit as fascinat- 


ing ... energized ... compelling ... and 
readable as Gene's? How do you write 
copy that leaps off the page and keeps 
your reader thrilled and excited all the 
way to the close? 


On top of that, how do you ensure 
that your copy always stays truly origi- 
nal and unique — not just a rehash of 


what's come before you? 
These are certainly no easy tasks! 


That's why we're going to revisit 
Gene one last time. His promotions 
were truly legendary in their intensity 
... easiness to read ... the ultra-persua- 
sive argument that runs through them 
... their amazing level of creativity and 
originality ... and how incredibly be- 


eadlines were king in that Chapter. 


lievable he makes all of his outrageous 


claims seem. 


Wouldn't you like a little bit more 
of that in YOUR copy? I sure hope so! 


That's why this chapter focuses 
much more on nitty-gritty. nuts-and- 
bolts writing secrets — secrets that can 
help you write faster, more energeti- 
cally, more creatively, with a far greater 


level of intrigue, and more. 


Some of what we discuss here will 
relate to information about Gene’s spe- 
cific writing and creativity process — in- 
formation not revealed in Breakthrough 
Advertising, but in lectures that he gave 
to direct response companies like Ro- 
dale. It’s nothing short of brilliant. 


Others will be secrets that Clayton 
and ] discovered in dealing with other 
writers ... observing his secrets at 
work, in the real world ... and most im- 
portantly, by applying them during the 
writing process. 


So let's get to it ... 


The Problem with 
Trying io Be "Creative" 


One of Gene's core teachings is that 
too many copywriters attempt to be 
"creative? in their writing. According 
to him, the word "creative" is not only 


intimidating, it's downright misleading! 
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| 
How to Be More | | 
Creative and Productive - | | 


While Writing the Best Copy — —~ 
of Your Life! 


In this Chapter ... 


m Why connectivity - NOT creativity — is the 
real secret to marketing breakthroughs ... 


m The $10 tool that can double or triple your pro- 
ductivity - AND YOUR INCOME! (What's 
more, this little device will sharpen your focus 
so that you learn faster ... think more on your 
toes... and never experience "writer's block” 
again) ... 


m When being lazy can actually make you more 
productive (you'll discover how to turn your 
breaks into the most profitable time of your 
day)... 


@ And much, MUCH MORE! 


»ww.nmakepeaceroratpackage,com 483 


The Ultimate Desktop Copy Coach 


Fortunately. you never really have 
to come up with something from 


“scratch.” 


Can't You Just Feel 
the Pressure Melt Off 
Your Shoulders? 


The more you understand Gene’s 
perspective on being connective, the 
less pressure you feel to be "creative." 
It's actually quite liberating. That’s why 
he writes: 


“You don't get an idea of a headline 
~ you either build it, or you unfold it, 
petal by petal. You dig it out of the 
market research ... you wring it out 
of the product ... you read. you listen. 
you experiment for yourself. You work 
— hard. You rub up against this product 
and market so hard that they seep into 
your pores. And above everything else 


~ vou remember this cardinal rule of 
creativity: 


“What you are looking for in this 
product and this market is the one 
element that makes them unique. The 
idea you want — the headline you want 
~ the breakthrough you want — are all 
wrapped up inside that product and that 
market. Nowhere else.” 


You see. part of the problem so 
many writers face is that they’re try- 
ing to “create” a headline, theme. etc. 


— they attempt to use their imagination "e 
as a substitute for this foundational 

work (i.e. studying the product and the 

market) that Gene's emphasizing. 


This happens. in part. because it’s 
easier and more enjoyable to brainstorm 
and play with ideas than it is to do 
hard-core research. AIso because many 
writers simply don't know what is the 
most effective process for "creating" 


(or connecting!). 
They ve never heard of this idea! 


Moreover, what Gene is describing 
in the passage above is something that 
Clayton does and has written about, and 
what all the other great writers in this 
business do. It's the same thing Claude 
Hopkins talked about nearly a hundred xa 
years ago! 


Namely, you must fully immerse 
yourself in the product and market — get 
intimate with your problem — and then 
ask your mind to give you the solution 
based on all the research inputs you've 


given it. 


Without the process of immersion 
— and the raw research data it gives 
you — you'll never be able to make the 
connection you need. You may be “cre- 
ative” and produce a lot of ideas and 
possibilities. but they 1l lack relevance 
to your market and prospect. Worse, 
your results will show it. 
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That’s because it implies that we 
must produce something out of nothing, 
which is impossible for us mere mortals 
1o do. Making something from noth- 
ing is the realm of God, not humans. 
Instead, Gene believes our job is to be 
connective. 


What does that mean? Simply put, it 
means that you bring separate concepts, 
images, ideas or anytbing else together 
ina NEW way. You join them in a way 
that has never been done before. The 
stronger, more unique and valuable the 
new connection you make. the more 
“creative” it will be regarded. 


And as you'll soon see, this is any- 
thing BUT creating something from 
scratch! 


So how does this apply to market- 
ing? Well, the more you wotk with top 
marketers and see what they really do, 
you understand that they are constantly 
connecting past ideas, concepts or strat- 
egies to new situations. That’s all they 
do. 


They are taking something that 
works — whether it’s a strategy. a tactic. 
a headline. a theme or anything else — 
and then they are connecting that thing 
to the unique circumstances or situation 
they currently find themselves in. 


For example, one of the biggest rea- 
sons why Jay Abraham is so effective 


— and generally regarded as one of the 
most creative and successful market- 
ers of all time — is that he's worked 

and consulted in hundreds of different 
industries. And that's given him the 
ability to constantly take things that are 
"normal" in one industry. and then ap- 
ply them to a totally different industry 
for mind-boggling results. 


This is connectivity at its finest. 


It can be the simplest thing. It may 
be a natural doctor or chiropractor put- 
ting his patients on an auto-ship supple- 


ment program ... or a car wash business 
offering a referral system that's worked 
great for dentists ... the possibilities 

are endless. These may be tactics not 
normally applied to these industries or 
types of businesses — but they ^re com- 
monplace and highly proven in others. 


Those on the outside of this process 
will see what someone like Jay does as 
being radically new and creative — but 
in reality, it's just connecting two old 
things in a new way. Most importantly. 
ina way that works. 


As a copywriter, the same applies to 
YOU. Being connective is very much a 
matter of taking an idea ... a headline 
...8 principle ... a strategy ... or any- 
thing else — something that you've seen 
or successfully done in one area — and 
then applying it to your present situa- 
tion. 
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(As an aside, this is perhaps the 
biggest flaw with the ads on Madison 
Avenue. There's little regard for the 
product, the prospect or market. Rather. 
you get people who want to be creative 
and produce highly imaginative new 
“works of art.” This is how you get an 
animated Barbie and Ken driving a Nis- 
san or talking Chihuahuas selling you 


tacos, Funny — but not good for sales.) 


The good news? The more you un- 


derstand how connectivity really works. 
the more your perspective changes for 
the better. You learn to be patient with 
this overall process. You understand 
that coming up with the winning theme, 
headline or other unique element is not 
a matter of trying to magically conjure 
up some amazing new idea or concept. 


Instead, it really just involves three 
things: (a) becoming incredibly intimate 
with every detail related to the product. 
prospect, and market ... (b) continu- 
ally building your skill and knowledge 
of what works in winning copy (what 
you're doing right now) ... and then (c) 
giving yourself the “space” for a new 
idea. a NEW CONNECTION to pop 


into your mind. 


The Secret of 
Creative "Sac 


In order to make truly new connec- 
lions, you must understand the impor- 


tance of “space.” 


Let me explain. If you've read any 
of the great books on marketing and 
copywriting (in particular | love 4d- 
vertising Secrets of the Written Word, 
by Joe Sugarman), you've heard about 
” Some 
* Others 
use the words “brewing” or “simmer- 
ing." Whatever the word, the idea is the 


the process of “incubati: 


writers call it “percolating 


same. 


There’s a period in the creative 
process where — once you've immersed 
yourself in all the details. giving your 
brain all the raw data and inputs it 
needs — you must step back and give 
yourself a break. You must allow for 
"creative space." 


Perhaps vou've heard the theory: 
When you give your conscious mind à 
break from the learning process — you 
create a gap or vacuum in your mind. 
Since nature abhors a vacuum. that 
empty space in your mind is quickly 
filled with a new idea ... a new con- 
nection ... a new possibility. This is 
especially true when you've given your 
mind specific direction via research and 
deliberate attempts to solve a problem. 


Of course, it's totally unpredictable 
when that breakthrough connection will 
materialize. It could be while you're in 
the shower ... driving on the freeway 


... it might even wake you up in the 
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middle of the night! (That’s why you 
should always have some kind of writ- 
ing or recording device with you wher- 
ever you go — you never know when the 
end result of all your “incubation” will 
rise to the surface. You certainly don’t 
want to miss it!) 


The bottom line is — by giving your- 
self this space, this time away from a 
problem — your mind is freed to make 
that new connection. Just ask anyone 
who’s disciplined about this process. 
They will tell you that it’s nearly fool- 
proof. lf you do your job in the research 
phase — and if you're patient enough to 
wait for the breakthrough - IT WILL 
COME! 


The cool part? It doesn’t arise 
through strain ... by force ... or by try- 
ing — you just have to diligently follow 
the process: (1) intimately know your 
product, prospect and market ... (2) 
continue leaming and updating your 
skills and mental database of what great 
copy is, what it looks like, why it works 
(what vou're doing right now) ... (3) 
pose the problem to your mind with the 
mental effort and intent to produce a 
specific result from your research (i.e. a 
new blockbuster headline, theme, new 
offer. etc.) ... and then (4) take a break, 
patiently allowing your subconscious 
the time and space needed to give you 
that breakthrough. 


al 


Who would have ever believed the 
“creative” process was actually so clear 
and step-by-step? Isn't that a relief? 


This Will Also Make You 
More Productive - And WERLTHIER 
- lis a Result! 


The beauty of this simple process is 
that it doesn’t just apply to writing new 
headlines or coming up with powerful 
new themes, It really applies to EV- 
ERYTHING - even your daily writing 
process! 


One ofthe things Gene is famous 
for is saying that he only worked 3 or 4 
hours a day. This was shocking to many 
people, especially since he also said the 
#1 secret to being a great copy writer 
and marketer is HARD WORK! 


It's quite a paradox. How can so- 
called “hard work” be the chief secret 
of somebody who only works for a few 
hours a day? 


But here's the real secret: Gene's 
definition of hard work really had 
NOTHING to do with the amount of 
hours a person puss in. It had EVERY- 
THING to do with the /eve/ of intensity 
you bring into the hours you do work! 


Big, BIG difference. 


To best understand this. let's first 
think about the work process of a 
professional basketball player. Who 
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do you think would improve faster 
and perform better: (1) someone who 
practices intensely, with a high level 
of focus for 3. 4 or 5 hours a day ... or 
-.. (2) somebody who practices all day 
long with 50% less concentration and 
intensity? 


It's obvious, right? Athlete #1. It’s 
not necessarily the time an athlete puts 
in, but the focus and intensity he prac- 


tices with. 


Well. copywriting is no differ- 
ent. What matters is not necessarily 
your overall hours, but the energy and 
intensity you bring to the hours you 
do work. That’s what Gene meant by 
working hard. And that’s what he did 


every time he sat down to write. 


You can literally SEE it in his copy 
— there's so much energy and intensity 
in his writing — it literally LEAPS off 
the page! 

For example, just look at how he 
describes nutrient pellets that aid plant 
growth: 


LLLI 


But once these tiny pellets 
are placed near the roots of your 
starved plants, they perform a 
scientific miracle that has been 
every gardener's dream for 
centuries! They SLOWLY ... 
AUTOMATICALLY feed your 


plants the life-giving nutrients 
they need - CONCENTRATED 
RIGHT AT THE ROOTS OF 
THESE PLANTS - POUR- 

ING LIFE-GIVING ENERGY 
NTO THE VERY HEART OF 
THOSE PLANTS - DAY AF- 
TER DAY - THROUGH EV- 
ERY VITAL STAGE OF THEIR 
GROWTH! 


att ok ok it ok 


See how he makes such a boring 
process seem so exciting? Heavens. 
he's talking about plant growth! But 
this is a clear byproduct of the incred- 
ible energy, enthusiasm and intensity 
he brought to his work process. Thats 
what he meant by working hard. It’s the 
age-old maxim of quality over quantity. 


Use This Secret to 
Change Your Work Process 
- And Your LIFE! 


Once you fully grasp this secret. a 
whole world of possibilities opens up 
for you. If you focus on making your 
work time highly focused and energized 
— and you succeed at making that hap- 
pen — you'll be able to get more done 
in less time. Often MUCH MORE! 


That often means you can either 
take on additional work and make 
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more money ... or you can have more 
free time. Either way. you win! 


So what's the most practical way to 
bring lots of energy. focus and inten- 
sity into your work process? 


Fortunately, Gene had a secret for 
that too! 


It's his famous Little timer that he 
set for 33 minutes and 33 seconds. I 
have no idea why he used that amount 
of time — and many writers use differ- 
ent time frames (Clayton used around 
an hour, others use 45 minutes, and so 
on). 

But the point is that he had a ser 
time for focused work — and a defined 
end at which he would take a break. 


Why is this so important? As it 
turns out, having this defined end to a 
work period is EVERYTHING if you 
want to bring maximum focus and in- 
tensity to your work! 


Let's look at another sports anal- 
ogy to make this more clear. Let's say 
that I’m helping you train for speed 
and we want to maximize your sprint 
time. We're both standing out on the 
wide-open track field ... you've got 
your running gear on (tight little short- 
shorts and all) ... and now it's time to 


start practicing. 


After you've warmed up. you're 


ready to do the intense training. So I 
point you in a specific direction and 
tell you to run as hard and fast as you 
can. 


Even though you start out running 
hard ... you quickly get confused and 
slow down ... and. ultimately, you 
never really reach your max speed be- 
cause ... 


... there's just one little problem: Z 
havent given you an END POINT. 


You see. without a clear end point, 
there’s no possible way you can run 
vour hardest. Your body just won't 
allow it — because you can't keep up 
such a high level of intensity indef- 
nitely. It's physically dangerous. 


On the other hand, if I were to set 
up a cone fifty yards from where vou 
were standing, and THEN I told you 
to sprint to the cone — you could now 
RUN LIKE THE FRIGGIN’ WIND! 


Having that end makes all the dif- 
ference — it allows your brain and body 
to put its full energy into that specific 
period, knowing that the defined stop- 
ping point makes it safe to fully exert 
itself. 


Can You See the Parallel 
With Copywriting? 


When you use a timer while writing 
and you tell yourself, “Okay, I'm going 


el 
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to be 100% focused for this duration of 
time ... [’m going to work hard, in a high 
energy state ... and then when the time is 
up. T get to take a break and do whatever J 
want" — vou create a powerfully effective 
END POINT. 

Think of the difference this makes! 
Most writers never operate with clear 
breaks or end points and therefore — just 
like you experienced on the imaginary 
track field — they can only bring so much 
energy into their writing. Their body and 
mind wil] not allow them to ever reach a 
high intensity, because it could be danger- 
ous without having a clearly defined place 
to stop. 


So they become joggers ... distance 
runners in the copywriting and marketing 


race. 


Sure. there can be value in pacing 
yourself — especially over the course of 
a career — but it’s crucial to realize that 
direct marketing is an explosive profes- 
sion. You're competing with millions of 
other advertising messages ... you have 
only a split second to grab your prospect's 
attention ... and then minutes to keep him 
interested and close him — all while he's 
gota zillion other things he should be do- 
ing instead of reading your copy. 


This is why copy that’s low in energy 
— that lacks internal power and momentum 
— so often falls short. As Brian Tracy says, 


"Sales is a transference of enthusiasm 


a pn ES SESE 


(energy).” If your copy lacks the appropri- 
ate level of energy and enthusiasm, the 


prospect simply says, "See ya!" 


Now that you know this, why not fol- 
low Gene's lead? This insight is one of the 
biggest secrets that separated him from 


countless other writers in this industry. 
both past and present. 


Another fantastic benefit of this tech- 
nique is that you build your focus muscle. 
It's a proven fact that deeper levels of con- 
centration give way to peak performance 
experiences — states of flow — where you 
operate above and beyond your normal 
ability. Your actions almost seem effort- 


less. 


By actively training yourself io con- 
centrate fully and intensely — for defined 
periods — you increase your chances of 
writing in Zen-like "flow" states where 
creative breakthroughs, effortless work 
and maximum efficiency are common- 
place. Talk to people like Clayton about 
their experience writing huge winning 
promotions and they I] usually tell you the 
writing just seemed to flow ... page after 
page after page! 


This Timer Secret Makes You 
More Creative, Tee 


Gene was also wise to point out 
that having little (5-10 minute) breaks 


in between your writing sessions gives 
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your mind a rest — a creative "gap" or 
“space” — that will often allow new 
insights to come in. At the very least, 
it’s giving your brain a chance to renew 
and recharge itself, building up enough 
energy to work intensely again ... and 
again. 


This has certainly been the experi- 
ence of many leaders in this industry 
- and there's a high probability it will 
be for YOU. The more you use a timer, 
the more your writing will just seem to 
flow out of you effortlessly and auto- 
matically. 


You'll create more unique and origi- 
nal "content" with far less strain. 


10096 of the time? Nah. 


But honestly, what works 100% of 
the time? 


At the very least, this technique 
makes you more reliable. It has for me. 
Nowadays, when I sit down to write, 
the words usually come out onto the 
page with great consistency. When the 
timer goes off. I’m done. 


With enough practice, you may 
even advance to a much higher leve 
of mastery. Sheesh. Clayton's gotten 
so good at this whole “wwork-intensely- 
and-then-teke-a-break” thing ... he can 
write a full magalog (50-60 pages o: 
copy) in as little as 2 days! 


Believe me, it WORKS. 


How Would You Like to Get 
"Bigger Winners, More Often” 
— MORE OFTEN? 


Of course, these aren't the only 
benefits of using a timer — it gets even 
better: Having this practice in place also 
gives you a very clear measure of your 
productivity for the day. 


Why? Because you can keep track 
of the number of “time blocks” you 
complete each day. Just keep a little log 
of each 33, 45. or 37-minute “block” 
(whatever time increments you choose) 
that you log into a notebook as your 


timer goes off. 


This helps you set very clear and 
tangible productivity goals. Just define 
the number of time blocks you want to 
complete on each project or task ... and 
then get to it! 


Maybe your goal is simple: You 
want to make your mornings more 
productive. You can set a goal of com- 
pleting a certain number of time blocks 
before lunch time — and then clearly see 
if you're hitting this target or not. 

It’s oh so practical. 

Here's a real-life example: One 
time, in order to complete a book that 


I was struggling to finish, I committed 
to something called “Eating the Frog.” 


el 
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This is a time management technique 
where you start your day with a highly 
important task — one that you've been 
resisting, procrastinating on or that has 


become downright unpleasant. 


The advantages of this technique 
are: You start your day — FIRST THING 
~ with something highly important ... 
you get TONS of momentum ... and 
everything else you need to do that day 
seems easy in comparison. 


In connection with my timer, | com- 
mitted to doing two 33:33-time-blocks 
first thing in the morning - forall: 
focused on the book, Since this was 
not my main work, this is all the time | 


could ethically allow for it. 


The result? Something that was la- 
boring on and on for many months got 
completed in a matter of WEEKS! It 
was truly amazing. 


So let's quickly recap. This timer 
technique forces you to become more 
productive by ... (a) enabling you to 
bring more focus and energy to each 
moment of the writing process ... (b) 
giving your mind a rest between ses- 
sions, allowing recharging and creative 
"gaps" to take place ... (c) it gives you 
a measure of your output, and as the 
saying goes. “anything that’s measured 
improves” ... and (d) finally — most im- 
portantly — it makes vou a MASTER of 
the entire writing process, so that crank- 


eTA T E aE E E SS STEELE 


ing out killer copy literally becomes a 
valve that you can turn on and off — at 
will, 


That’s exactly why Gene com- 
mented that he never had writer's block. 
EVER. The process that he used, that 
Clayton and J are recommending here. 
gives you greater contro] over your cre- 
ative output. You'll produce more, and 
it will be at a higher level than normal. 


That's the beauty of it! 


You no longer need to stress out 
about what you're going to write — how 
much you'll be able to write — you just 
set the timer, sit in front of your com- 
puter and the words will often just flow. 
Of course, this isn't to say that you'll 
never have challenges — but this makes 
the entire process so much simpler. 


easier and streamlined. 
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past ideas, concepts or strategies to new situa- 
tions. The stronger. more unique and valuable 
the new connection you make, the more 
“creative” it will be regarded. 


l. 


lo 


[m 


Top marketers are constantly connecting 


Connectivity, Creativity, and Productivity 
require: 


Chapter 13 Action Steps 


Becoming incredibly intimate with every 
detail related to the product, prospect. and 
market. 


Continually building your skill and knowl- 
edge of what works in winning copy (well 
done!). 


Giving yourself the "space" for a new idea. 


anew connection to pop into your mind by: 


a. Intimately knowing your product, 
prospect and market. 


b. Continuing to learn and update your 
skills and mental database of what 
great copy is, what it looks like, why it 
works. 

c. Posing the problem to your mind with 


tbe mental effort and intent to produce 
a specific result from your research. 


—————— — M ——————————— eT 
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d. ‘Taking breaks, patiently allowing 
your subconscious the time and space 
needed to give you that breakthrough. 


e. Managing your time with a set time 
for focused work and setting an end 
point. A timer increases your produc- 
tivity by: 

» Enabling you to bring more focus 
and energy to each moment of the 
writing process. 


» Giving your mind a rest between 
sessions, allowing recharging and 
creative "gaps" to take place. 


» Giving you a measure of your 
output, and as the saying goes, 


anything that's measured 


improves". 


» Making you a master of the entire 
writing process, so that cranking 
out killer copy literally becomes 
a valve that vou can turn on and 
off — at will. 


It's important that vou fully grasp and 
commit to this process, because vou're now at 
the stage where you're to begin writing more 
aggressively. You see, in your very next chapter 
vou're going to be converting your argument 
and outline into full-fledged body copy. 


Your understanding of how to write is 
going to play a big role in the quality of writing 
vou produce. So if vou're unsure about any of 
what you just learned. go back and re-read ... 
BEFORE you start writing in the next chapter. 


_ ia 
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Heshing Out the 
Heart of Your Promotion 


In this Chapter ... 


m How to make sure you NEVER waste the im- 
pact of the fantastic headline and deck copy 
you've written ... 


m Nitty-gritty, sentence-writing secrets that 
you've never seen before (most writers take 
years or even decades to master these secrets, 
but you'll do it in a smal] fraction of that 
time!) 


m How to keep your prospect riveted — from the 
moment he finishes your lead ... all the way 
until he's seen your order form and is ready to 
buy ... 


m And much, much more ... 


_————__________“_ O—AÉ5EÉA——————— d 
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ou're now into the real 
meat of your promotion. 


You've structured your 
copy ... you’ ve written 
some possible headlines and deck copy 
... You've even written a lead that's 


interesting and easy to read. 


Now you've got to write what we 
call the “Body Copy.” 


Everything in this chapter is de- 
signed to keep your prospect reading 
through the “Body” of your promotion 
in a peak state of attention and interest. 
Why? It should be obvious: If he stops 
reading, he’s NOT going to buy! 


And you know when you're doing 
your job in this area, because you'll ... 


» Keep his eyes glued to the page 
— which means having the ap- 
propriate tempo ... stimulating his 
interest, over and over again... 


» Amplify the dominant buying 
emotions — whether it’s greed, fear, 
anger or anything else, you want 
him to feel progressively more 
urgent and excited as he makes his 
way through the copy ... 

»  Convince him that your product 
— and your product alone — is the 
single best way to satisfy his de- 


sires and emotions ... 


Many of the secrets you'll discover 
in this chapter will create a powerful 
sense of momentum in your copy - like 
it's going somewhere. FAST — and the 
best thing your prospect can do is hang 
on tight for the ride! 


Key Task #1: 
Use Your Bullet-Proof Argument 
to Write A-Level Body Copy 


This first phase will be all about 
getting the right content in place for 
your body copy. Once you have that, 
we'll work on making it smooth and 


explosive. 


The first thing to realize, is that 
great body copy must be organized. If 
your copy meanders — if it makes the 
prospect have to think to figure out 
where you're going ... or feels like he's 
taking two steps forward, then one step 
back ... vou've lost him. 


Therefore, your body copy can only 
be as strong as your sales argument. 
As you learned in the previous chapter, 
you're going to usually begin with a 
fact(s) that vour prospect already knows 
is true or that you can substantiate 
beyond the shadow of a doubt (using 
a credible third-party source if neces- 
sary). Then. you’re going to move him 
through your sales argument logically 
— step by step — each new contention 


498 www.nakepeacetoialpackage.com 


Fleshing Out the Heart of Your Promotion 


building on the power of the previous 
one. 


Specifically, how does this relate 
to Chapter 8 that we did on creating a 
logical sales argument? Because, one 
of the things you'll do that every great 
copywriter does is 10 first gather all of 
the different points from your research. 
This is the A-B-C series of reasons why 
your product is the absolute best solu- 
tion for ending your prospect's problem 
- and bringing him the benefits he so 
eagerly desires. 


One of the reasons Clayton and I 
are able to write long promotions so 
quickly is that we always have this ar- 
gument firmly in place before writing a 


single word of body copy. 


See, once we've gotten clear on 
the exact argument and reasons why 
the product will deliver — and we've 
internalized this argument — it becomes 
easy to have a conversation with the 
prospect. Our overall pitch — which is 
all my body copy really is — naturally 
flows from this rock-solid foundation. 


It's a Skill You'll Use 
On Every Plece of Copy 
You Ever Write! 


When working to organize your 
sales points, you must remember that 
your focus is never to create new con- 


ient. Rather it’s 10 arrange and assemble 
the different pieces you've uncovered in 
your research in a way that makes logi- 
cal sense. 


There are many different ways to 
approach this. ]t works whether vou're 
writing a newsletter ... a course ... a 
magalog ... or anything else that's non- 
fiction. 


For example. in preparing ANY 
promotion vou 1l always need to gather 
the relevant foundational facts, benefits. 
proof elements and other points that 
vou've gotten from your client, your 
research, your experience and more. 
Then you have to figure out which ones 
come first. second. third. and so on — so 
that your prospect sees them in the most 
persuasive way possible. 

You'll know you've succeeded at 
his process because you'll have a clear 


-2-3 outline for your copy. An outline 


t 
1 
that when you read, makes you think 
that the prospect would have to be 

completely insane not to believe it and 


purchase the product as a result! 


Fortunately, this process of orga- 
nizing your key sales points is nearly 
always the same. There's not a Jot of 
creative writing happening here. It's 
more about taking every single pos- 
sible building block that you have ... 
and then arranging those blocks in the 
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clearest. most logical and persuasive 
possible way. 


Let me give you a more specific 
example. (This is a scenario we covered 
in Chapter 8, but now I want you to see 
the process of re-arranging the points 
logically, So bear with me.) Say that 
you're promoting an investment news- 
letter on oi] stocks. In your research. 
you uncover some basic key facts and 
points ... 


HOEK ok ak 


» — Everybody is hyping oil stocks 
right now. 


» — There's a series of occurrences 
in international regulations that 
will dramatically impact oil re- 
serves and production, causing 
them to go down. 


» There are select companies 
that do nothing but mine oil, 
that few people have heard of, 
which stand to make a killing 
as oil shortages and gas price 
hikes take effect. That's be- 
cause these companies are not 
huge, and their revenues, prof- 
its ... and ultimately their stock 
values can double or triple in 
such situations. 


» With all this evidence and my 
amazing track record, doesn't 
it make sense to at least take a 


» 


risk-free look at my selections? 
Remember, you're backed by 
our unconditional guarantee! 
Just fill out the RSVP form 

on page 24 or call 800-ABC- 
DEFG right away! 


I have discovered 4 companies 
just like this, with stock values 
ready to shoot through the roof. 
And I’m willing to send them 
to you FREE when you sign up 
for my Oil Secrets Newsletter. 


Just look at the facts, in similar 
past circumstances, the stock 
values of companies just like 
the ones I’m recommending 
went up 197%... 234%... and 


even 313%! 


Your advisor has the most 
proven track record in the oil 
market. with an average gain of 
103% over the last year and up 
543% on a single selection. 


Most people think that the big 
oil companies are the best play 
when there's a shortage. but 
there's no money in picking 
them. It’s obvious to all inves- 
tors. 


Oil shortages drive gas prices 
up. up ... UP! 


u^ 
2 
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» When gas prices rise. the com- 
panies that mine and refine the 
oil are the ones who profit. 


doo 


Notice how all of these points are 
NOT ordered very well. This is often 
the case when you've cut and pasted 
research, benefits and sales points into 
your running document. 


So what do you do at this point? 
Start fo logically order them! 


Let's do this oil example together. 
We'll go through the points above and 
figure out what should come first, sec- 


ond, third, and so on. 


What's a good lead idea? 1 think it’s 
the idea that oil stocks are being talked 
about like crazy, It sets the stage and 
tells the reader what the copy is going 
to be about. Also, it’s a statement that 
would work well in your lead because 
your prospect would nod his head in 
agreement. So here's that point listed 
first in the sequence: 


1. Everybody is hyping oil stocks 


right now. 


You also want to let him know the 

current events that stand to change 
the landscape and affect the supply 
of oil: 


2. There's a series of occurrences 

in international regulations that will 
dramatically impact oil reserves and 
production, causing available sup- 


ply to go down. 


Then you need to tell him what this 


means: 


3. Oil shortages drive gas prices 
up. up ... UP! 


Next, you'd probably want to let 
him know who stands to make the 
most money. Here’s that point from 


above: 


4, When gas prices rise, the com- 
panies that actually mine and refine 
the oil are the ones who profit. 


But there's caveat, NOT every com- 
pany that mines and refine oil are 
good plays: 


5. Most people think that the big 
oil companies are the best play 
when there's a shortage. but there's 
no money in picking them. Big 
companies like Exxon are so large. 
they can only experience small, in- 


cremental gains in stock value. 


So what's the solution? You need 
to tell him what kind of oil stocks 
WILL make him real money: 
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6. There are a few select compa- 
nies which do nothing but mine 

oil. that few people have heard of. 
which stand to make a killing as oil 
shortages and gas price hikes take 
effect. That's because these com- 
panies are not huge. and therefore 
their revenues, profits ... and ulti- 
mately their stock values can double 
or triple in such situations. 


Okay, it’s time to let him know 
that you've got the winners already 
selected. This will introduce your 
product: 


7. | have discovered 4 companies 
just like this, with stock values 
ready to shoot through the roof. And 
I'm willing to send them to you 
FREE when vou sign up for my OIL 
SECRETS NEWSLETTER. 


Now you've just made a strong 
claim and will need to back this up. 
So you give him proof: 


8. lustlook at the facts, in similar 
past circumstances, the stock values 
of companies just like the ones [’m 
recommending went up 197%... 
234%... and even 314%! 


You need to also let him know about 
your track record: 


9. Asan advisor. I’ve had the most 
proven track record in the oil mar- 
ket, with an average gain of 103% 
over the last year and up to 54396 


profits on a single selection. 


Finally, you tel] him that he's got 
nothing to risk and everything to 
gain. This is the close and the guar- 
antee: 


10. With all this evidence and 
my amazing track record, doesn't 
it make sense to at least take a 
risk-free look at my selections? 
Remember, you're backed by our 
unconditional guarantee! Just fill 
out the RSVP form on page 24 or 
call 800-ABC-DEFG right away! 


See how that works? We went from 
a collection of unorganized facts to a 
clear, persuasive logical argument. This 
is one of Clayton’s biggest secrets to 
success, and it’s something you MUST 
learn to do if you want to become a 
master at writing long copy. 


Also, can’t you see how having 
this in place early on in the process 
would make your job easier? It’s true! 
When you have the clear points laid 
out like this. it’s much easier to insert 
all the little things you create into the 
right places. You know where to insert 
proof elements and documentation for 
benefit claims ... you know where to 
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place your bullets ... you know which 
parts of the copy need to be expanded 
and explained ... and more. For a nice 
example of this, see Figure 14-1. The 
argument for the new investment is ba- 
sically made right on the cover, in good 
logical fashion. At the same time, it’s 
also a powerful motivator for reading 
the promotion. 


Best of all, having this in place 
makes the process of writing the copy 
much more straightforward and direct. 


This is why I've revisited this pro- 
cess in our current discussion of Body 
Copy. This is literally the blueprint that 
will guide the entire middle part of your 


promotion. 
Key Task #2: 
Expand, Explain and Support 
Each Point 


Once you've got your logically or- 
ganized argument firmly in place — you 
can start filling in the supporting and 
connecting copy. (If you followed the 
Steps I just described, you may have 
already begun this process.) 


Let me explain: With the skeleton of 
your promotion in place. vou're mostly 
going to be elaborating on each sales 
point ... explaining what it means ... in 


Some cases, showing how it benefits the 


prospect ... proving that it's true ... and 


then transitioning to the next point. 


Here's an example: Let's say that 
I'm writing a promotion for a finan- 
cial product. If | was going to make 
the point that Wall Street’s ratings are 
deliberatelv designed to mislead my 


prospect, I would need to explain and 
support that point. 


Let’s also say that this is what my 
research has provided me: 


EEEE 


Wall Streets credit ratings 
are bought and paid for. 


The main rating agencies 
like Moody's. Standard & 
Poor's, Duff & Phelps, Fitch. 
and A.M. Best charge the com- 
panies $30,000 ... $40.000 ... 
even $50,000 for each yearly 
rating. 


Often, when a company 
doesn't like its rating, it ceases 
publishing it. 


After reviewing thousands 
of ratings by top Wall Street 
Firms, the SEC discovered that 
only 1% were "sell" ratings. 
Merrill Lynch reviewed 2,000 
in its Global Research Review 
— but there wasn't a single case 
of a “sell” recommendation. 
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Last year, 8,000 people were infected with a lethal 
new virus that came out of nowhere and wiped out 
hundreds upon hundreds of lives in just weeks. Fear 
and panic spread far and wide. 


Scientists say SARS will ie 
market tips that produce real profits, 


strike again, only it look no further. My recommendations 


offer a perspective that other investment 


idis ly carit touch, 
will be far DEADLIER! : HEEL irmertene e 


This international health crisis is creating 450% profit market every year for the past 12 years, 
potential for investors in the one company clinical trials ck lik use 
show could have the world's first SARS vaccine! 


@ Proven vaccine development company likely to be listed on 
American Stock Exchange within the next 30 days! 

Bi Company sales up 400% in 2003: Success credited to new 
hepatitis A vaccine! 

ll New combination vaccine due to market next 
month, fueling 450% profit potential! 

E SARS vaccine Phase I human clinical trial will be 
completed this year! 


. [continued on page 2} 


And, on top of all that, influenza vaccine 
production and sales will start in 2005! 


Open now to learn... 


Dear Investor, 


I alerted you of this company just a few months ago in a 
special report I sent to you. Since then, the company’s 
stock has gained 349% in under three months! 

Now, there have been several critical developments that : 
J believe will send the stock soaring again, and this time 
into the potential 450% gain range quickly. 

This young company is the one and only company that } 
is in clinical trials with what appears to be the first-ever 
vaccine effective at preventing SARS, one cf the most 


SBL4161-D {continued on page 3] 
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Even the worst companies 
got designations like “market 
perform” ... “neutral” or “hold.” 


When stocks are dropping. 
brokers often just drop their 
coverage without explanation. 
This can cost the unsuspecting 
investor thousands of dollars 
before he even knows what's 
happening. 


FR kak 


Given these facts, here’s what the 


body copy might look like: 


Tk Ra 


Wall Street's credit ratings 
are bought and paid for by the 
companies they rate. Moody's. 
Standard & Poor's. Duff & 
Phelps. Fitch, A.M. Best and 
other rating agencies charge the 
companies $30,000, $40,000. 
even $50,000 for each rating. 
per year. Worse, if the company 
doesn't like its rating. most of 
the rating agencies will cease 
publication. The poor investor is 
left in the dark. 


Wall Street’s ratings on 
stocks are equally biased: After 
reviewing thousands of stock 
ratings issued by top Wall 
Street firms, the Securities and 
Exchange Commission (SEC) 
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discovered that only a pathetic 
1% were “sell” ratings. 


Example: Merrill Lynch 
recently reviewed 2.000 U.S. 
stocks covered in its Global Re- 
search Review. Not a single one 
was rated “sell!” 


Even companies with hor- 
rendous balance sheets and 
ridjculously high P/E ratios are 
rated with sugar-coated designa- 
tions like “market perform.” 
“neutral” or “hold.” 


And when a stock truly falls 
out of favor, most Wall Street 
brokers simply drop their cover- 
age all together — with no warn- 
ing and no explanation. You 
could easily lose thousands of 
dollars before you ever hear that 
the stock was dropped! 


dob 


See. that entire passage of copy is 
designed to explain and support the 
point about Wall Street misleadiug the 
prospect. It all came from the research. 
Remember, this is a little more on the 
polished side. A1 this stage, you may 
just be jotting down notes, facts and 
ideas that support the point you're mak- 
ing. 

In a few minutes, 1l show you ex- 
actly how to make these chunks of body 
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copy smooth and powerful — so that 
they read quickly, persuasively and with 


plenty of momentum! 


If vou type out the raw, unedited 
explanation for each point vou're mak- 
ing — and you insert the related benefit 
copy and proof elements — a rough 
draft will rapidly begin to emerge. For 
example — just look at Figure 14-2. You 
can clearly see how a point is being 
made (your brain needs proper blood 
sugar levels), and that point is being 
substantiated (the University of Illinois 
example). 


Master this process because you'll 
use it over and over again as you write 
your body copy. 


The beauty of it is that you will 
have most of the content — exactly 
WHAT you'll be saying in your pro- 
motion - in place just by making your 
points. and then explaining and backing 
those points up. 


Key Task #3: 
Create Powerful, 
High Momentum Sentences and 
Paragraphs that Flow Together 
Seamlessly 


Of course, by the time you've hit 
this stage in your writing there's usually 
just one little problem: Your sentences 
and paragraphs won't be we/l-con- 


nected! Perhaps the logical flow from 
paragraph to paragraph will be off a 
little bit. Or the transitions from point 
10 point will fee] awkward and cumber- 
some. This is nothing to be afraid of. In 
fact. it’s to be expected! 


We're going to fix that right now. 


Let me give you an example. Let's 
say that you're writing for a health 
newsletter. You've got a section of bul- 
lets about a "superfood" that you're 
teasing the prospect about — and you’re 
promising to reveal it in a premium. 


It might look something like this: 


E 


» n Persian mythology, eating 
this fruit makes the hero Is- 


fandiyar invincible ... 


» n the Bible, the Lord com- 
mands that it shall appear on 


the robes of his high priests ... 


» The prophet Mohammed is 
said to have urged his follow- 
ers to eat it to cleanse them of 
hatred ... 


» The Buddha is said to have 
blessed it and used it asa 


cure ... 


»  Inancient China, it was the 
symbol of abundance and a 
blessed future ... 
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Publication Report 
Boost Your Memory and Mental Alertness! 


Did you know that your brain needs more blood sugar than any other part 
of your body? 


It’s true. Your brain is a virtual sponge for blood sugar, sucking up 
nearly 25% of all the glucose in your bloodstream. They used to say that 
fish was brain food, but scientists now believe that the real brain food 
is a spoonful of sugar. 


In a recent test conducted by Dr. Paul Gold at the University of 
Illinois, for example, Alzheimer's patients scored 100% better on memory 
tests after drinking a glass of super-sweet lemonade than they did when 
they took a similar test without the lemonade. 


But before you run to the doughnut shop, keep this in mind: The object 
is not to give yourself a sudden hit of biood sugar, but to keep your 
blood sugar balanced throughout the day 


When you eat a doughnut for breakfast, for example, it might keep you 
functioning well at work for an hour or so. But your pancreas vill respond 
by pumping out more insulin, which in turn makes your blood sugar drop. By 
10 o'clock, you'll be back in the brain fog! 


If you want to stay mentally alert and sharp throughout the day, you've 
got to eat THE SUGAR SOLUTION way! May we send you a free-trial copy of 
the book to show you how? 


Enjoy Great Eyesight As Long As You Live! 


No one wants to move into a nursing home or become a burden to their 
family. No one wants to stop living in their own house or lose their 
driver's license. That’s why it's so important to keep your eyesight in 
good shape as you get older. 


But blood sugar that stays too high for too long is one of the worst 
things you can do to your eyes! 


All that excess glucose in your bloodstream damages the tiny capillaries 
in your eyes, making them swell and burst, impairing your vision and often 
resulting in blindness. 


Too much glucose also causes the growth of new (and unnecessary) blood 
vessels in your eyes. This condition is called diabetic retinopathy, and 
it's one of the leading causes of blindness in America. 
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» Medieval Christians portrayed it in 
paintings of Jesus and the Virgin 
Mary ... 


RA E 


Okay, so let’s pretend that you were 
writing this promotion and you had created 
these bullets based on your research. This 
is quite often where you find yourself in a 
rough draft. 


Now how do you connect them to run- 


ning text in the copy? 
Here’s one possibility: 


Oe aa kk 


And when you sift through an- 
cient sacred texts, this same curious 


fruit crops up everywhere ... 


There is indeed a strong tradi- 
tion that the rimmon (name of the 
fruit) grew in the Garden or Eden, 
but that’s just the beginning ... 


»  |nPersian mythology, eating this 
fruit makes the hero Isfandiyar 


invincible ... 


» Inthe Bible, the Lord commands 
that it shall appear on the robes of 
his high priests ... 


» The prophet Mohammed is said to 
have urged his followers to eat it to 
cleanse them of hatred ... 


» The Buddha is said to have blessed 
it and used it as a cure ... 


»  lnancient China, it was the symbol 
of abundance and a blessed future ... 


» Medieval Christians portrayed it in 
paintings of Jesus and the Virgin 
Mary ... 

You might say there’s a pretty 
strong consensus! But the best news 
of all may be the cost factor. When 
1 shopped around for sources of 
rimmon juice, | found I can drink it 
everyday for ... 

SR IK aR 

Notice the connecting paragraphs 


before and after the original bullets. They 
ensure that your different components flow 


together smoothly and effectively. 


For another example of very well-con- 
nected paragraphs, look at Figure 14-3. 
Notice the excellent flow — how each sen- 
tence and paragraph transitions smoothly 
into the next one. This is exactly what you 


want. 


How to Write 
Connecting Paragraphs 
that Tie Everything Together 


In a talk Clayton once gave to Phillips” 
marketing team, he said, "Sales copy is 
only as strong as its strongest link — and 
its as weak as its weakest link. " In other 
words, you must carefully support and con- 
nect each little section of your copy with 
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Why some oncologists will 
never die of CANCER 


My circle of informed physicians isn't playing "let's wait 
and see" with cancer. We've started taking the most powerful 
nutrient for prevention ever discovered. And if we doctors 
ever get cancer (the odds are slim), we have cancer's 
Strongest natural enemy ready and waiting... 


Don't let anyone tell you that cancer still can't be prevented or cured. it can be 
prevented, and I’m about to show you how. This natural substance is also the most 
promising cancer cure ever, and is practically unknown in the United States. I’m using 
this new cure in my own practice and I believe we've finally beaten cancer for good. 


The biggest breakthrough in the 
war against cancer 


if you haven't heard about Palladium Lipoic Complex, you're probably not a Sinatra 
Health Report subscriber. In fact, readers of my newsletter were among the first non- 
physicians to learn about Palladium Lipoic's success in stopping breast cancer, brain 
cancer, lung cancer, and many other forms. 


You haven't seen Palladium Lipoic on the six o'clock news or Sixty Minutes yet, 
because clinical trials are still being conducted in this country. Obviously, the 
researchers don't want to announce they've found the cure to cancer until they're 
absolutely sure. 


But I'm already recommending Palladium Lipoic to every new cancer patient. Why am 
I so confident about Palladium Lipoic? First, this natural wonder-cure is quickly 
becoming the treatment of choice in Europe and Australia. 


Plus, Palladium Lipoic is a natural substance —a unique combination of the 
element palladium and alpha lipoic acid—and has absolutely no side effects, unlike 
radiation, chemotherapy, or surgical removal. 


Pull the trigger and kill 
any cancer cells in your body 


Simply said, Palladium Lipoic seeks out and destroys any cancer cells in your 
body by stealing their electromagnetic energy. In other words, it pulls the cancer 
cells’ batteries out, and the dead cancer cells are flushed out of your body. At the 
sane time, Palladium Lipoic invigorates your normal cells, helping repair any damage 
the cancer may have done. 


I've just finished a report titled Oncologists’ Secrets for Stopping Cancer. Save 
our own life in advance. Find out how to get a free copy right away! 


8 Call Toll-Free 1-800-784-0867 
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relentless precision. Otherwise the 
chain will be broken. 


And a single weak link is enough 
to destroy ALL the hard work you vc 


done! 


On top of that, is not enough for 
your copy to have great proof ... ben- 
efits ... a guarantee ... or anything else. 


As you saw with the example 
above, it's got to flow. 


You need powerful connecting 
paragraphs that make your copy seam- 
less — that keep the chain between each 
component unbreakable. 


So let's look at the chief qualities of 
powerful connecting paragraphs: 


1. They must connect logically ... 


When your copy moves from 
point to point, it’s gotta make sense 
to your prospect's rational brain. He 
must never think to himself. “What?! 
Wait a second ...” or “What does that 
mean?" 


Even if you've carefully worked out 
your chain of logic before writing (as 
T ve repeatedly emphasized), it’s vital to 
make sure that each sentence seems to 
proceed sensibly from the previous one. 


Look at this example of the Su- 
pernet promotion that mailed for three 
profitable years: 


Rok Re 


Without the Supemet, the 
entire World Wide Web is 
DEAD! 


The Supernet couldn't have 
come at a better time. 


Why? Because the entire 
Internet MUST switch to fiber 
optic cables - and SOON — or 
the whole World Wide Web will 
grind to a screeching halt! 


At this moment, no more 
than 4096 of the homes in most 
advanced nations and less than 
2% of homes worldwide are 
connected to the Net. 


.. And still it slows down 
to a snail's pace at times of peak 


usage! 


What will happen over the 
next few years as the rest of the 
world's middle-class population 


gets connected 1o the web? 


Look. Internet traffic has 
been doubling every 10 months 
for the past 10 years. That was 
OK when a "double" meant 
jumping from. say, 1 million bits 
of traffic to 2 million bits per 
day. 


But today, it means jumping 
from 3 trillion to 6 trillion bits 


———————— ——— B -————— oc — — d 
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per day, then to 12 trillion ... 24 


trillion — in a single vear! 


The fact is. the old-fash- 
loned copper phone lines we 
have now can't possibly handle 
that kind of volume! 


Unless something is done 
- and done FAST - the Internet 
will soon come to a total stand- 
still. Lines will be so clogged 
with data, nothing will get 
through. 


No wonder major telecoms 
are in a dead-heat race to re- 
place their old-fashioned copper 
wires with speed-of-light fiber 
optic cables! 


But it’s MUCH easier said 
than done. Purchasing land and 
negotiations for rights-of-way 
are expensive and agonizingly 
time-consuming. Environmental 
impact studies required by the 
U.S. Environmental Protection 
Agency (EPA) take years. 


And then comes the real 
work: Actually installing tens of 
thousands of miles of expensive. 
moisture-proof pipes filled with 
fiber optic cable. 


No doubt about it: If we wait 
for mainstream telecom compa- 


nies to do the job, it'll be years 


before the new net has the speed 
itneeds to survive! 


Fortunately — for all of us ... 


Two unlikely companies 
have quietly wired the U.S. 
with fiber optic cables 
ALREADY! 


ak hk 


Notice how each and every sentence 
flows logically from the previous one. 
Don't you find yourself nodding your 
head in agreement as you continue to 
read? 


To get good at this, you must 
a) simply do your homework, and make 
a rock-solid argument ... b) you must 
genuinely believe the argument you're 
making ... and c) vou must tap into 
your inner salesman, by making that ar- 
gument in the most conversational. yet 
persuasive way possible. 


2. Your connecting paragraphs 
must feel “smooth” ... 


Much of the “smoothness” of 
your copy will depend on your overall 
word choice. and the power of your 
transitions from sentence to sentence. 
paragraph to paragraph. The best way 
to quickly get good at this is to practice 
the words you see in The #/] Way ro 
Elecrify Your Ads! premium. 
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These words are directly from the 
pages of winning copy. and they con- 
nect sentences and paragraphs quickly 
and smoothly, so that your prospects 
eyes and mind flows without interrup- 
tion. 


in the Supernet example above. you 
saw transitional words and phrases be- 
tween paragraphs used like ... why? be- 
cause ... at this moment ... and still ... 
look ... but today ... the fact is ... unless 
something is done ... no wonder ... but 
it s much easier said than done ... and 
then ... no doubt about it ... fortunately 
... and so on. 


Each of these words and expres- 


sions create a strong sense of continuity. 


And that makes the ideas flow together 
quickly and seamlessly. They up the 
tempo of the copy and move it along as 
fast as humanly possible. 


Also remember that a little goes a 
long way. On Figure 14-4, you can see 
an example where just a few paragraphs 
precede various bullets — and connect 
wonderfully through the use of these 
words. 


3. The copy must move from 
paragraph to paragraph, section to 
section, with EASE ... - 


Part of the "ease? vou bring to your 
copy will depend on how conversa- 
ional you're able to make it. In other 


words, you've gol to ask questions in 
the right places ... naturally answer ob- 
jections in the right places ... transition 
from sentence to sentence effectively 


and more. 


Let's get back to the Supernet pro- 
motion to see what I mean. 


dope 


Now, these two companies 
have a staggering 59.000 miles 
of fiber optic cable already 
installed — enough fiber optic 
cable to criss-cross the entire 
U.S. mainland, from coast to 
coast. about 20 times! 


These two Blue Chips are 
about to become the giants of 
the New Supernet — and virtu- 
ally no one on Wall Street even 


has a clue! 


It's one of the great ironies 
of our time: more than 5,000 
Wall Street analysts scan the 
NASDAQ every day, in a frenzy 
to find the next super-hot tech 
Stock. 


Meanwhile. these two “old- 
economy. brick-and-mortar” 
blue chips are about to abso- 
lutely revolutionize the entire 


high-tech universe! 


p€€—————————————————————  Ó'P'—————————————ÓM——— 


512 www.makepencetoratpackage.cont 


Fleshing Out the Heart of Your Premotion 


It worked too well and had to be 


The “Forbidden” C 


Unfairly banned and taken off the “De Mi 7 

ae . Dr. Mindell saved me / 

shelves, here’s how you can legally with his basic health / 
benefit from this proven, “better than  - 9yetem" 4 
A — Michael Schoo, Florida 7 


he amino acid tryptophan has 

been called “Nature's Prozac." 

But it’s actually better—more 

effective, less expensive, and 
with none of the side effects or with- 
drawal problems. 

Unfortunately, its superiority led to 
its downfall. A few years ago, to protect 
the big drug companies’ profits, it was 
banned by the FDA on the pretext of a 
single contaminated batch from Japan. 
(The FDA, however, still allowed it in 
baby formulas and nutritional powders 
for ihe elderly. What does that tell you 
about their real concerns?) 

Bur depression is roo serious a 
problem for Dr. Mindell to let a bunch 
of bureaverats stand berween you and 
a cure. So, in PRESCRIPTION ALTER- 
NATIVES, he tells you how to get 
around the red tape and buy tryptophan 
perfectly legally. 

In addirian he reveals a supplement 


Prozac” emotional healing cure 


5 


that’s just as good as tryptophan, In 

fact, this supplement is actually what 

your body converts tryptophan to just 
before it becames the feel-good brain 
chemical serotonin, 

From time to time, we all deal with 
“mental health” issues—ífrom sleepless- 
ness and anxiety to depression. Why 
not let Mother Nature lend a hand? 
B The likely “hidden trigger” behind 

your insomnia, anxiety, or minor 
depression. Easy to eliminate. 
Revealed on page 325. 

R Nature's natural sedative. Used for 
thousands of years. Safe and non- 
habit-forming. Page 330 

B How to be your own best psycho- 
therapist. Page 331 

& How the Chinese cure anxiety 
without pills or therapy. Page 331 

B The “light cure” for depression. 
Page 337 
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Z How your thyroid can sabotage your 
emotional state. Easy fix on page 308. 


B Why a sleeping pill is the absolute 
worst thing you can do for insomnia. 
Pages 327-328 

E Tired? It may well be something 
you're eating that you shouldn't be. 
Find out on page 325. 


E A teaspoon a day of this powerful 
healing supplement can banish 
bipolar disorder, depression, and 
postpartum depression. Page 325 


Bi 13 prescription drugs known to 
cause depression (including, ironi- 
cally, antidepressants). Page 326 

Bi Jet lag and insomnia can be cured — 
thanks 10 a supplement with the 
exact same molecular structure as 
your body's own “put-you-to-sleep” 
hormone. Page 329 

8 How lowering your cholesterol can 
cause depression. Page 325 
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When word gets out — when 
Wall Street wakes up to the vir- 
tual monopoly these two compa- 
nies have in fiber optic telecom- 
munications — these stocks are 


going to the moon. 


They are just two of SIX 
companies that will dominate 
the New Supernet! 


There's so much more I need 
to tell you about them — and I 
want to give you all the exciting 
details FREE — in my complete 
GIANTS of the NEW SUPER- 
NET Portfolio. 


oko 


Remember, conversational copy 
doesn't always have to have lots of 
slang or sound informal. It just has to 
come across as the simplest, clearest 
way to explain something — person-to- 
person. The passage you just read ac- 


complishes just that. 


Again, here's what I recommend: 
As you're writing your body copy. 
visualize your prospect and how you'd 
be explaining everything to him in a 
real-life conversation. What would you 
say to him first, second, third and so on. 
How would he respond? When would 
he object or ask a question? 


Working your way through this kind 
of visualization prevents the mistake 


most copywriters make of staying in 
their own heads, writing copy and mak- 
ing au argument that makes sense to 
them — but NOT the prospect! 


On the other haud, when you have 
the sense that you're sitting down with 
a friend and explaining your argument 
to him (mcluding exactly how he can 
benefit) ... you're going to naturally 
transition more smoothly and easily ... 
you'll find yourself asking questions in 
the right places ... answering objections 
at the appropriate moments ... and your 
copy will feel incredibly natural. 


Now look at Figure 14-5. The run- 
ning text (to the left of the two sidcbars) 
is very fluid and conversational. How 
can I tell? Well try this: Read the copy 
out loud. Imagine you're "speaking" the 
copy to someone. Notice how each sen- 
tence ... each subhead ... all of it just 
flows like you would say it to a friend. 


And notice how easy it is to read! 
Arthur Johnson is one of the very best 
in the world at this style of writing, and 


you can see that in this example. 


4. Good body copy gives you a 
sense of something building ... 


One of the outcomes of having 
strong sales logic in place is that your 
copy develops a powerful sensation of 
building to the inevitable conclusion: 
Buying your product is a no-brainer — 


n 
fa 
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And unfortunately for us 
humans, it’s all held in place 
by a few elastic hands of tissue 
called ligaments, 

Ligaments are like rubber 
bands, When they're young and 


strong. they keep your spipe 

aligned just fine. But as they 

age and get slack. your back 

falis out of whack.. 

© Your back muscles sues 
out and go İNTO spasins.., 

© Your verlebrac thicken. 
narrow and pinch your 


Berves... 


© Your discs start 10 degenerate, 
bulge and rupare. .. 

No wander so many of us are in 

agony! Dr. Whitaker realized 

that unless vou strengthen dese 

ligaments, other therapies are 

doomed to fail. But if you do heal 

the ligaments, everything falls 


ino place again. And his "corn 


syrup therapy" does this with 
stunning speed. The nutrient 
triggers a powerful healing 
response. Growth [actors rush 
to key Lgaments and begin 
reconstructing the damage... 


Placebo effect? 
NO WAY! 
Skeptical 

scientists did 

a double-blind 

study.... 


The resulls were published 
in the famed peer-reviewed 
medical journal. Lancet. and 
guess what? “Com syrup 


therapy” blew the placebo away. 


Nearly 9 aut of 10 patiems 
improved dramatically, 


More amazing stil. long term 


records show thal 4 out of 5 buck 
sufferers consider themselves 
cured. Even years later, the pain's 


still gone! 

It’s not too late 
for you. Look at 
how far gone 
Richard was... 


Richard's MRI revealed bulging 
discs und spinal stenos 


e 
pain radiated so far down into 

his legs that he even had trouble 
walki 


. Specialists wanted to 


operate, but Richard subscribed 
10 HEALTH & HEALING. 

He decided to try 
the “com syrup" 
instead. and now 
he's playing golf 
every day, 

As if these 
great results weren't 
enough. Dr. Whitaker's 
patients have also found that... 


Nearly any kind 
of joint pain 
responds equally 
well 


aused by arthritis, 
TMI. tendinitis. bumili 
whiplash or other injuric: 


What's huning you? You'll 
find full details abous this pain 
breakthrough and how to find 
a trained therapist near you in 
your FREE REPORTS. Just 
RSVP to get them all. and 
you'll also lcam the shocking 


facts about... 


(Continued on page 14...) 


Why lean didn't need 
JOINT REPLACEMENT 


4-week wonder works 
faster than surgery 


Y r FREE REPORTS wit! 
include Dr, Whitaker's 
revolutionary program thar's 
making hip and knee replacement 
obsolete. Don't let any loved one 
endure surgery until t 
eye-popping details. 
X-rays showed that Jean T. 
had pi lv ZERO cartilage 
left in her hip. Her doctor 
recommended an artificial joint. 
but Jean subscribed ta HEALTH 
& HEALING. She gave uris quick 


m 


DR. WHITAKER'S NEW 
ARTHRITIS REVOLUTION 
y, FREE! See page 23 and RSVP today! 


new discovery a uy and. . 


A few weeks later, 
she took up square 
dancing... 


igeon exammied Jean laer, even 
he was forced io agree 7) don't 

wanr r0 70uth you 
you're purting me eut of u job!" 


Don't take my word for it, iry 
it yourself? RSVP today for your 
FREE REPORT... 


HEALTH & HEALING subscribers 
want you to know that... 
“No prescription 
drugs...no pain!" 


ow I cycle 

9 miles to work!” 
"Developed painful arthritis in my 
kft h il hip. {After wying Dr. 
i program.) the problem 
is way ont. 1 move more 
easily in the morning and eyele 9 
miles 10 work with nary a thought 
about arthritis! 
— HD., Elkhart, [N 


“Life was hell, bul 
Y'm so much better!" 


“Two years ago this month, | 
woke up to the alarm going off 
Jand) couldn't move. T was ruly 
scared, I prayed God, please help. 
Life was hel} [Bul Since uying 
Dr. Whitaker's program.] I am so 
much bener! Am able to wark? 
Thank you!” 

—MA., Springfield, MO 


Now, isn’t it your turn? | 
RSVP for your FREE REPORTS! 


JOINTS FEEL 
99.9% BETTER!” | 


policy [and] staned !Dr Whitaker's 
natural program. No prescription 
drugs. -no pain... ne exiremeTy gh 
priced insurance premiums!" 

— Larry O.. Jamul, CA 


"Feeling 99.9% 

better!” 
"Feeling 09.9% better... wish | 
would have known about | 
program earlier]. h mas hay 
prevented m rs of pam 
und surge nk sou Dr. 
Whitaker!” 

SN Powell, MaComb, ME 
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and NOT buying it is the single dumb- 
est thing your prospect could ever do! 


You see. when you've promised 
desirable, credible benefits to your pros- 
pect — he actually wants to believe you. 
Sure he's skeptical. But if each sentence 
and paragraph in your body copy build 
up the sensation that amazing benefits 
are truly right around the corner - he’s 
going to start getting progressively 
more excited as he reads. 


Getting this quality into your body 
copy is mostly a function of everything 
else I’m sharing with you in this chap- 
ter. Just follow the steps I’m outlining 
here and your copy will almost auto- 
matically have an excitmg, “building” 
quality to it. 


The Secrets of 
Seductive Sentence-Wiriting 


Another key component of your 
body - which help determine its overall 
tempo and momentum - is the sentence 
patterning that you choose. Unfortu- 
nately, this is one of the absolute most 
difficult things to teach — because 
there’s really no set of objective criteria 
to measure or evaluate it. 


It's even hard to describe it! 


Let me give you an example with 
lots of sentence variety before explain- 
ing further: 


LLLLII 


Think your Dow and 
S&P stocks are safe? THINK 
AGAIN! 


As | write this, many large. 
blue-chip stocks are widely 


overvalued. too! 


Walmart ... Alcoa ... Intel 
... and Disney are selling at 
DOUBLE historical norms — 
and International Paper is going 
for more than THREE TIMES 
the Dow's average historical 


valuation. 


Coming is going for 105 
times earnings ... Sanmina- 
SCI Corporation is selling for 
154 times earnings ... Phelps 
Dodge is selling for 1,249 
times earnings ... Robert Half 
International is going for 638 
times earnings ... and Comcast 
is fetching a mind-blowing 716 
times earnings. 


Think of it: It will be the 
year 2720 - 716 YEARS from 
now — before Comcast's ac- 
cumulated current earnings per 


share equal today's price! 


There's not a doubt in my 
mind: This market is going 
DOWN ... SOON. And when 
it does, it’s going to send mil- 
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lions of trusting investors to the 
poorhouse. 


The good news is. you do 
NOT have to be one of them! 
To the contrary: lf you act now, 
you can actually USE this great 
stock market to lock in truly 
massive profit potential! 


Ton ik 


Just read the passage and observe 
the ups and downs. the ebb and flow 
of the words and sentences. And notice 
how it mostly just seems to read itself. 


The single most valuable thing you 
can ever do to master this aspect of your 
copy - the art of stringing powerful sen- 
tences together — is to simply write out 
winning sales letters longhand. 


Use the swipe file we’ve provided 
to you with this course ... and beyond 
that, write out copy from guys like 
Gary Bencivenga. Halbert. Carlton. 
Schwartz, Ted Nicholas and any other 
legends you can find. This process will 
literally “inject” the sentence patterns 
and winning tempo used by all these 
great writers — right into your brain. 

On top of this, here are some key 
pointers l've discovered: 


1. Use punctuation to your advan- 
tage. Punctuation can have a profound 
impact in the flow and tempo of your 


copy. Notice how. in the passage above, 
l carefully used ellipses ... colons ... 
exclamation points ... dashes ... com- 
mas and more to impact the way the 
copy reads. 


2. Vary your sentence length. Mo- 
notony and predictability destroy your 
copy’s tempo. by making it boring and 
repetitive. Don't make this mistake. 


Make some sentences long. Make 
others short. (Like this.) This is how we 
naturally talk. which is why it works so 
well in print. 

For example, if] was telling you a 
story about something that happened 
to me earlier in the day, it would sound 
something like this: 


ak ob bak 


Hey, you won't believe what 


just happened to me! 


Well, I was riding my Har- 
ley down the expressway. You 
know, I-40 West? Anyway, it 
was freezing. 


And I'm just motoring 
along. minding my own busi- 
ness, when I see a whole slew of 
flashing lights and stopped cars 
ahead of me. 


"Damn." I thought. What the 
hell happened here? And when 
1 finally get to the line and get 
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stopped by one of the police 
officers (which explains all the 
flashing lights), he tells me that 
a convict had escaped from a 
nearby freeway work program. 
And he’s now on the loose! 


Damn! 


"What a comforting 
thought." I tell him. He smirks 
as he checks out my driver’s 
license. Of course, there’s no 
problem with it and he tells me I 
can leave. 


Thank God ... 


oe 


See how that story I’m telling - via 
a one-on-one conversation — just natu- 
rally ebbs and flows. Do you notice 
how some sentences are naturally lon- 
ger and more complex, while others are 


short and simple. 
That's how we talk! 


Your job as a copywriter is to model 
this to the best of your ability. Remem- 
ber: Nobody ever wants to be lectured. 
Nor do they ever want to be “sold” 
something (despite how much we think 
we're God's gift to salesmanship!) 


But you'd be hard-pressed to find 
a single person on this planet who 


wouldn't engage in an interesting, 


down-to-earth conversation about his 
favorite subject: HIMSELF! 


So take advantage of this powerful 
dynamic by making your copy sound 
like a genuine conversation with (and 
about!) your prospect. 


3. Don’t be afraid of the occasion- 
al run-on sentence. In school you were 
beaten over the head (or maybe over the 
wrist) with the idea that you never write 
à run-on sentence. Well. I say that's 
ridiculous. 


In any given promotion. a great 
copywriter may bave dozens and doz- 
ens of what academics would consider 
run-on sentences. And you know what? 
They don't do it to piss them off, they 
write them because they WORK! (Most 
college professors would keel over if 
they new how much money my run-ons 
and grammatical violations have made 
guys like Clayton over the years.) 


Let me show you a quick example 
first: 


PEPEES 


By spotting the hottest 
CONFIRMED trends, Super- 
Trend ALERT strives to get you 
into the right fund at the right 
time to deliver maximum profits 
with as littie risk as possible ... 
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... And then, when that trend 
begins to slow, SuperTrend 
ALERT is designed to tell you 
to take your profits - BEFORE 
you're exposed to increased 
risk! 


LLLLIJ 


Even though it's split up. this is 
technically all one sentence. So why 
did Clayton not break it up with a pe- 
riod? Answer: Because that would have 
slowed it down! He didn't want that. 
Instead, having the ellipses in between 
the sentences made it read faster. 


Which leads me to a fundamental 
truth about body copy — and copywrit- 
ing overall; Judge everything you write 
by this one simple question: 


Does this help my reader quickly 
get to the next sentence? 


If the answer is “yes” — you're on 
the right wack. If not, then stop imme- 
diately. You can violate any rule in the 
world provided you're helping guide 
your prospect through your promotion. 


sentence by sentence, benefit by benefit. 


Nothing else matters. 


This is exactly why run-ons can 
be so effective. As long as the mean- 
ing of the sentence is clear and flows 
smoothly, it doesn’t matter if you pack- 
age 2, 3 or 4 separate ideas into a single 
sentence. If he gets through your copy 


faster - with the meaning and impact 
being clear to him — then you're getting 


ihe job done. 


Here's one from Arthur Johnson: 


Xo 


And with one stroke of the 
gavel. the company offering 
8 safe, natural. unpatentable 
solution for managing choles- 
terol suddenly found itself in 
violation of federal law simply 
for claiming the truth: That it's 
red yeast rice product lowered 
cholesterol by using the exact 
same substance prescription 
drug makers have patented and 
marked up a thousand percent 
more ... 


okok k 


Again this is technically a run-on 
sentence. but who cares? H gets the 
point across and moves you swiftly and 
effectively through a somewhat com- 
plex idea. 


The one caution I have for you is 
when it comes to run-on sentences is 
clarity. You never want to “move things 
along” at the expense of clarity. Your 
prospect should never have to guess 
what you mean. This is often why a 
great writer will usually break up long 
sentences with hyphens and ellipses, 
just as you see in this example: 


_— aaa 
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Thea. in March and April 
— right on cue - the NASDAQ 
crashed 37.1%, wiping out 
more than one-third of investors 
wealth — and more than $2.3 tril- 
lion in just 26 trading days. 


book 


Or here's an even longer example: 


oko 


Using our massive computer 
network and customer analytical 
software, my 100 analysts and 
support staff continually moni- 
tor the underlying fundamental 
strength. historic volatility and 
relative value of almost every 
investment you own — 8,000 top 
mutual funds and 6,100 stocks 
— including nearly every stock 
traded on every major exchange 
in America: 


debes 


See. even though most authorities 
would have recommended breaking 
those sentences up. J was able to keep 
them clear and swift through the use of 
dashes and commas. 


Again, it would be impossible for 
me to give you hard-and-fast rules for 


exactly when to write longer sentences 
with dashes, commas, ellipses and so 


on. It’s a skill that must come from 
constant study of what top copywriters 
do ... and then the intuitive sense for 
knowing what sounds most fluid and 
conversational. 


That’s going to be the way you 


judge your success in this area (most 


of the time). As you write and later 
evaluate your sentences, always be 
asking yourself, “Do the punctuation 
and structures I’m using here make 

this sentence sound as clear, fast-mov- 
ing and conversational as possible?” 
Over time, you will naturally develop a 
strong sense for this and the right choic- 
es will become second nature for you. 


Become a Master at Using 
the Bucket Brigarie! 


A huge portion of the momentum 
inside your promotion will depend on 
the quality of your transitional words 
— how you connect your sentences and 
paragraphs. These have been termed 
the “bucket brigade” by some writers, 
because they keep the copy moving 
- line by line — at the appropriate pace. 
For example. look at the following copy 
from one of Claylon’s most profitable 
financial promotions: 


Ra 


In fact. I’m so confident Pm 
right this time as well. I don’t 


ly 
ity 
2 
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mind once again going out ona 
limb — with this unhedged, plain 
English forecast: 


Before this impending stock 
market massacre is over, the life 
Savings, investments and retire- 
ment plans of millions will have 
been decimated ... 


And a whole new mass over 
poverty-stricken Americans in 
their 50s, 60s and beyond will 
be left naked and alone — with- 
out the financial security and 
independence they worked a 
lifetime for. 


I do NOT want that for 
you! That’s why I've rushed 
this urgent alert to you today. 
And it’s why I’m about to offer 
you $1,539 worth of investment 
tools 1 expressly designed with 
one goal in mind: To help YOU 
survive and prosper. 


Nevertheless. my worst fear 
js that this great crash may have 
already begun - BEFORE this 
urgent warning and sincere offer 
of help could reach you. 


If so, please do NOT give up 
hope. 


There is still time to PRO- 
TECT what's left ... 


and REPLACE any money 
that you've lost! 


EVEN MORE THAN 
THAT: There's time to turn this 
rare period of convulsive change 
into one of the greatest profit 
opportunities of your lifetime 
— with investments that have the 
PROVEN POTENTIAL to soar 
as much as 562% in times like 
these — but only if you take ac- 
tion RIGHT AWAY! 


That's why it's so crucial 
that you read this report from 
cover to cover — and it’s why 
you simply MUST send for the 
FREE investment tools ve ere- 
ated for you right away. 

Please — I urge you: Read 


the enclosed report BEFORE 
IT'S TOO LATE! 


Yours for SAFE MONEY. 
Martin D. Weiss 


xpo 


Notice how the first word(s) in each 
sentence (which I've bolded for em- 
phasis) help create a powerful sense of 
continuity. It’s harder to stop reading it 
than it is to continue! 


That's exactly what you want in ev- 


ery piece of copy ihat you write. 
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Key Task #4; 
How to Write Killer Subheads 


Subheads are by far one of the 
most important elements of your body 
copy. And don't make the mistake that 
most copywriters make, sleepwalking 
through your subheads. 


Here are the basic goals of your 
subheads: 


1. To provide eye relief. Reading 
long passages of copy isn't easy. Es- 
pecially in our attention-deficit-driven 
society. But inserting well-placed 
subheads into your copy gives your 
prospects mind a break from all the 
sentences and paragraphs you're mov- 


ing him through. 


As a result, your copy moves more 
quickly and becomes substantially more 
readable. 


2. To grab your prospect's atten- 
tion and bring him down into your 
copy. It's a fact: Many of the prospects 
reading your promotions are scanners 
— hey won't read the copy word for 
word, but rather they scan through it, 
reading just the parts that seize their at- 
tention and overall interest. 


When you write interesting, eye- 
catching subheads — you force a scan- 
ner’s eyes down into the running text 
of your promotion. Ideally, your copy 


then has the opportunity to maintain his 
interest and keep him reading further. 


Then. even if he starts scanning 
again, another killer subhead may bring 
him down into the copy again. And so 
on. You get the point. The better your 
subheads are. the more likely you are to 
KEEP readers moving through the copy 
— and covert scanners into readers. 


For example, see Figure 14-6 and 
14-7. The subheads have tremendous 
variety ... some hint at a benefit... oth- 
ers leave you on a mental cliffhanger ... 
still others ask powerful questions. All 
together, they make it virtually impossi- 
ble for the reader to gloss over the copy 
without stopping and reading a section. 


3. To ignite the tempo of your 
copy, by making it surprisingly ex- 
plosive. Gene Schwartz once said that 
he treats every one of his subheads as 
though it were its own headline — in- 
deed on many of his promotions, ANY 
of his subheads could be a good head- 
line. 


He likened the process of subheads 
(within your body copy) to the explo- 
sions that take place in movies. Movies 
like Lethal Weapon, Terminator, and 
other great action films have attention- 
amplifying explosions at regular inter- 
vals. This keeps the tempo of the movie 
intense and high, making it easier to 


n 
[e 
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"^ 88% SMARTER 
| in 24 hours? 


How did those 100-year-old Russian farmers | 
really stay so sharp and peppy? Could their 
“country cure” keep you out of nursing homes — 
and make you smarter overnight? 


emember all those claiming it'll help you live to 100 
yogurt commercials back This litte weed is proving tobe and love every year... 
Gos paced cee such a fantastic energy-booster, “Yeah, right,” snickered skepti- 
ers, all of ‘em over 100 years old — the Russians are feeding it to their e Riera pane n ct 
WE oec Shar PEE cosmonauts and athletes. It’s making ginseng look puny as j 


Ron ud JEUNE e Kool-Aid. Tve been using it in my 

£ own medical practice and my 
patients can attest it’s very much 
for real. I'll give you all the scientif- 


But one of these 
HINT: It wasn’t the yoguri! mountain secrets is 


3 i : making scientists gasp... 
Just Hike their American coun- . i d a d Ó ic details about “arctic weed," 
terparts, Russian farmers have . Over in Russia, they call it “arc- here to find it and what it can do 
their own stock of colorful folk tic weed” and it grows all over the for you in a FREE GIFT REPORT, 


cures, As you might expect, sone of northern steppes. ca can eat i OT 88% Smarter in 24 Hours. 
these quaint litte customs are brew it into a tea (smells lovely, A i 

E e a and old-timers up there swear by it. Right here, let me just share a 
proving to be merely interesting... E y few highlights... 


For centuries, they've been 


When it comes to sexual cobwebs are gone!” That's pretty 
satisfaction, drug-makers offer much what my own patients say 
women nothing but sympathy. too. Ler me send you the details 
Bat this same arctic weed seems about how to use it. RSVP today: 


to help both women and men in 
just about every sexual depart- 
ment, Let me just quote a profes- 


sor of clinical psychiatry at Sm 
s arte; 

Columbia University: in er | 

"jt improves satisfaction, pleasure, dne s Fa Hours! 


erections, response to orgasms...” 


“And menopausal women say the 


Jaim all 10 Volumes! = | 


Health Revelations 


M 
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When they tested what it 
does for your brainpower... 
This litle weed shot ous the 

Tights, Just 24 hours after folks ate 
an extract of the weed, their test 
scores shot up 88%. (In case you're 
wondering, there was a control 
group who took a placebo instead 
of the extract. Those unfortunate 
folks scored 84% lower than 
before.) But that’s just the start... 


« RESULT 2 


When they gave it to folks 
with depression... 


The weed came up aces again! 
Turns out it lifts your levels of the 
“feel good” brain chemical sero- 
tonin, by an impressive 30%. 
Drugs like Prozac can do this too. 
but they cost a fortune and carry a 
string of nasty side-effects. This 
inexpensive little weed does it nat- 
urally and the side-effects are won- 
derful. For example... 


ESULT 3 


Ever feel weak or 
fatigued...? 

This little weed is proving to be 
such a fantastic energy-booster, the 
Russians are feeding it to their 
Cosmonauts and athletes. 
Scientists say it may work by rush- 
ing more fuel to the “energy facto- 
ries" iuside your cells. Whatever — 
It works. 


RESULT A 


Want to lose 20 pounds 
the easy way...? 


Jr ean help you there too! 
Researchers studied two groups of 
overweight folks. Those who used 
the weed lost 20 unwanted pounds 
in a matter of months — while the 


G 


and painful the treatments can be. Bi 


| that you could improve your symptoms dramatical- 
POdysansy as eating grapefruit: Thats right, according to 


| researchers at Germany's famed Frie: 
i 
i 


Worked then, works now! Even 
of vitamin C in your dier, give ita g 
“grapefruit cure” could work like a cl 


i 


Doubt me? Just listen to this de: 


i gums so rotien that all the flesb did 
Jall off, com to the very root of their 
teeth.” Want to avoid thar? Let 
me tell you how much grape- 
fruit to eat (or be sure to sup- 
plement as | suggest! in your 
| FREE BONUS REPORT, 

_ EVEN MORE KITCHEN 

i CURES That Outperform 


Prescriptions! 


folks who got a placebo gained 


weight. 


So why suffer “senior 
moments” one more day... 


When this little weed could be 
clearing things up overnight and 
making you peppier, happier, 
stronger, fitter and trimmer too. 
Please, if there's ouly one piece of 


lf you've got periodontitis, you know how expensive 


University, a daily dose of grapefruit could make an 
enormous difference in your gum health. And this 
comes as no surprise to me, because... 

Sailors have Known this for centuries... 


Modern doctors tend to forget that gum 
decay is a symptom of scurry: Of course, the 
cause of scurvy is insufficient vitamin C, and 
| the British navy wiped it out centuries ago by 
$ giving their sailors citrus. 


er whose men didnt get their citrus: 


| Reverse gum disease — 


EFRUIT?! 


ut what if | told 


drich Schiller 


if you think you're getting plenty 
o. The German study suggests th 
hamp for your precious choppers. 


scription of a 16th century explor- 
"Their mouths became stinking, their 


That Outperform , 
Prescriptions! 

e page 23 now to 
laim all 10 Volumes: 


my advice that you actually decide 
to try, make it this one. Dolet me 
send you the details. The report is 
FREE and you won’t risk a penny 
by asking for it, so RSVP today! 
When you do, FI also show you 
how simple it can be to get back in 
shape again... 


(Continued on page 14...) 


Prescriptions: 
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hold your interest for long periods of 
time. 


Let's look at some of Gene’s sub- 
heads to see what we're talking about. 
Here are just the subheads for a space 
ad (selling a women’s beauty book): 


LEE EEG 


Are These Simple Postures 
The Key To Victory Over 
Time Itself? 


Welcome To A Whole New 
World Of Youthfulness, Physi- 
cal Magnetism, And Incred- 


ible New Feminine Appeal! 


The First Step: To Give 
Your Face Back Its Youthful 
Bloom 


How To Sit Your Way To A 
Beautiful Body 
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New Figure If You Give Them 
Five Triumphant Minutes Ev- 
ery Day! 

The Way Most Women 
Sleep Ruins Their Faces By 
Age Thirty, Here’s How a 
Simple Shift in Your Sleeping 
Posture Can Take Years Off 
The Appearance Of Your Face 
and Neck 


Your Own Breath Is the 
Best Streamliner — If You Use 
It This Way 

Your Body's Built-In Re- 
laxers and Strengtheners Are 
Now Put to Work for You For 
the First Time 


ak koe ke 


Also, your subheads can be relative- 


ly short or long — whatever you need to 
accomplish the goals that I’ve outlined 
above. Here are some especially long 


Vital Health Centers Of 
Your Body That Have Slept 
For Years - Are Now Being 
Massaged Into Blazing New 
Vitality ... 


subheads of Gene's: 


dedos 


Most Diets Remove Skin- 
Fat Only! But This Diet Pulls 
Deep Fat and Excess Protein 
Right Out From The Muscle 
JEAN Areas Themselves! THAT'S 
WHY IT SMOOTHES OUT 
UGLY MUSCLE BULGES 


KARAK 


Or another ad promoting a book on 


slimming the waistline: 


Perhaps the Easiest Exer- 
cise Ever Devised, They Can 
Give You a New Face and A 
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THAT YOU CAN’T EVEN 
EXERCISE AWAY! 


But This New Diet Causes 
These Muscle-Fat Bulges TO 
FEED ON THEMSELVES! 
To Gently, But Rapidly, Pull 
Out Excess Fat And Protein 
Right Out of Those Bulges! 
So Those Bulges Look Al- 
most As Though You Had 
SMOOTHED THEM AWAY 
WITH AN ERASER! 


So AK 


Can you see the attention grabbing 
power of each of these subheads? How 
they actually intensify the interest, per- 
ceived benefit and overall impact of the 
copy as it progresses. 


As you look through them, you see 
two crucial facts about crafting effec- 
tive subheads: (a) More often than not. 
good subheads will present a benefit ... 
and (b) there should be an element of 
intrigue to the way that benefit is pre- 
sented, 


Let’s address the first quality. As 
you've learned, people buy on benefits. 


And the best way to grab anybody’s at- 
tention. is to present them with a believ- 
able benefit you're 100% sure that they 
want. Seeing that benefit, the person 

is forced to read about how it can be 


achieved. 


Which leads to the second point: 
Just like a blind bullet, you don't want 
to completely give away how the ben- 
efit will be realized — and you want to 
word it in the most interesting, curios- 
ity-inspiring way possible. This will 
fascinate your prospect and either keep 
him reading the copy, or bring his eyes 
back down into the running text. 


Either way, you win! 


So there are a couple of different 
ways you can think of your subheads. 
Obviously, they should indicate what 
the next chunk of copy is going to be 
about. But more than that: Think of 
them like blind bullets or even like full- 


blown headlines. 


They should usually present a pow- 
erful. highly desired benefit in the most 
intriguing way possible. When you hold 
your subheads to the very same stan- 
dard that you do with your headlines or 
bullets, you'll find that the quality of 


them leaps forward immensely! 


Of course. don't get me wrong. Not 
every subhead should have a benefit. 
In fact, there are times when you're 
presenting a shocking story or expos- 
ing a conspiracy — where just making a 
shocking, emotion-charged declaration 
is all you need. 
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For example, here are some of the sub- 12 Additional Tips for 
heads Clayton used in just one investment Writing Body Copy that 
promotion: Reads itself 
reer 
I know you've got a lot to digest in this 
They're telling you to buy while chapter so far, but I want to close this by 
THEY sell! giving you 12 more secrets for punching up 


The worse insider dumping I your body copy. Here they are: 


have EVER seen: 5,840 SHARES 1. Try the “3-T” formula: When you're 
SOLD FOR EVERY ONE making an important point in the copy. 
SHARE BOUGHT! try constructing a series of paragraphs 


What do these insiders see that in which you 1) Tell the prospect what 


YOU don’t? you're going to tell him. 2) Tell him. 
and 3) Tell him what you told him: 


Think your Dow and S&P 500 


stocks are safe? THINK AGAIN! Tell ^em what you're going io tell 


‘em: 
ae AR Ae 
. "Did you know, taking selenium sup- 
See the difference. No direct benefit 


for the prospect. And vet these subheads 


plements every day can add ten good 


: years to your life? 
were still highly effective in grabbing his 


prospect's attention ... amplifying it ... cre- Tell ‘em: 

ating a powerful level of intrigue (in each “A 2004 Harvard study determined 
case. you can't help but wonder what the that because selenium is so depleted 
subhead refers to) ... and more. from U.S. soil, and because selenium 


is essential for destroying cancer cells. 
those who take this mineral are 80 
percent less likely to suffer a deadly 
cancer. Therefore selenium-takers live 


So in those rare cases when it’s not 
the right time to insert a benefit into your 
subhead, make sure that you do something 
like Clayton did above — meeting the other 
critical goals I’ve laid down for you. 


an average of ten years longer than 


those who don’t.” 
As proof. just look at Figure 14-8. 


You'll see some subheads with strong ben- 
efits, and others without. But they all work. “Not only does selenium add years to 
because they help bring the prospects eyes your life. it adds life to your years!” 


back down into the copy! 


Tell ‘em what you told ‘em: 


an 
ES] 
E 
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particularly effective for 
blocking colon cancer. 
Why? Because they con- 
tain a compound that 
helps the colon get rid of 
waste more efficiently. It's 
called zartanc acid and is 
essential for good colon 
health. Did you have your 
raisins today? 

This simple secret, 
from page 73 in THE BIG 
BLACK BOOK, could 
save thousands of lives a 
year. 


Biggest hie 
Bankers Tell 
You 


« e never negotiate 
our loan rates..." 

People hear this a million 
times aday. And every 
time they hear it—it’'sa 
brazen lie. 

Interest rates (and 
"points") are always negotiable, Banks | 
wantyour business. And let's face 
facts. they're going to clean up— 
even if they cut their rate for vou. 

On page 333, you'll discover the 
truth about vour "friendly" banker. 
PLUS, how to get him to lower those 


"nor-negotíable" interest rates. Ifyou | 


don't read this section, it's worse than 
throwing money away. 

Buy A Luxury 
Yacht —And Legally 


Beduct The Monthly l 


Payments 
RY years, you've dreamed of sail 
ing into a warm summer breeze 
on your boat. It seemed so real, you 
could almost smell the salty sea air. 
Then, once you see the hefty price 


Them. As many as half of 
becor 


tag, your hopes sink faster than the 

Titanic. 

Much too expensive, right? 

Well, suppose you could claim the 
boat as a “second” home on your tax 
return and deduct most of your 

; monthly payments? Suddenly, it 
sounds possible, doesn't i? 

THE BIG BLACK BOOK shows 
you how on page 455. It's perfectly 
legal And absolutely audit-proof. 
"There's just one easy "requirement" 


; that you must meet (Believe me, you | 


will love doing i) Sailing, anyone? 


How To Find 
Hidden Cash In Your | 
Old Tax Returns 


| Think your old tax returns aren't 
: worth the paper they're printed on? 
Think again! 

Right this minute, there could be 
| thousands of unclaimed tax doilars 
i waiting to be sent back to vou. On 

page 496, we'll reveal the 4 most 
commonly overlooked deductions. 
? And the good news is you have UP 
TO 3 FULL YEARS to claim them. 

Think by filing an amended return 
| youll be setting yourself up for an 
audit? NO! By using the clever filing 


ae Bottom Line 
NEWS 


tn 
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secrel on page 496 of 


THE BIG BLACK 
BOOK. you can get that 
extra tax money back 


Wives Wish Their Husbands 
-Knew (And Vice Versa)! 


from the IRS and they'll 
never have the chance to 
even think of auditing 
you. 


Get First- 
Quality Life 
Insurance 
Even If You 
| Can't Pass 
The Physical 


t's a little-known fact, 

but the insurance 
industry is quietly aban- 
doning medical exams 
for term policies. 
Today, you can get as 
much as $200,000 in 

|. coverage—simply by 

Hing out the applica- 

tion! (More on page 394 


in THE BIG BLACK BOOK) 


Cancer-Causing 
Chemicals The 
| Government Allows 
In Tap Water 


t's crystal 
lear, cool 
; and refresh- 
‘ing. Your tap 
į water looks 
| and even 
| lastes great. 
; Your town has 
: areputation 
| for the best 
water in the 
| area. So it’s 
OK to drink it, 
right? 
| WRONG. 
On page 74 
. in THE BIG BLACK BOOK. youll 
discover that more than half ofthe 
adult population in America live in 
, areas with inadequate water treat- 
ment facilities. 
Now this part is really scary. Some 
of the known carcinogens found in 
(over, please... 
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Begin paragraphs with a hook: A 
power word like “you” or “free”, a 
benefit, a date, or a famous name, 
engenders curiosity and teases the 
reader onward, 


Short words, sentences and 
paragraphs: An old rule that has 
never been more important than in 
today's information extravaganza. 
l try to keep average word length 
around five to seven letters and 
paragraphs to about five lines each. 


Replace phrases with single 
words: Asking your prospect to 
read more words than necessary is 
asking him to work. This is a seri- 
ous no-no for higher response. 


Instead of ... 


“Just open a packet of Energize! 
and put it into a glass of water ...^ 


Try ... 
“Just pour Energize into water ... 


Replace long words with short, 
familiar ones: Instead of "facili- 
tate," say “help.” Instead of “uti- 


lize.” say “use. 


Replace passive words with ac- 
tive ones: Instead of “profit,” say 
“explode your wealth.” Instead of 
"]imit your risk.” say "cut your 
risk.” Instead of “try it for 30 
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days,” say “USE it to make all the 
money you want for 30 days.” 


Replace poorly selected words 
with the precise word for the job: 
Imprecise word selection diffuses 
your sales argument. or worse 

— forces your prospect to work to 
figure out what you're trying to 


say. 


Hint: Excessive use of adjectives 
and adverbs is a red flag that there 
may be a more precise noun or 
verb that will let you say more with 


less. 


Speak colloquially: Metaphors, 
similes, clichés and other figures of 
speech are word pictures. And you 
know what they say about pictures: 
They're worth a thousand words. 


You've received a premium with 
this course called The #1 Way to 
Electrify Your Ads! This is the most 
effective, step-by-step guide I've 
ever seen for using powerful collo- 
quial words and phrases. When you 
can add them to vour copy. you'll 
make it richer and livelier than you 


can possibly imagine. 


Delete unnecessary words: Ruth- 
lessly read through your copy 
looking for words you could delete 


without negative impact on the 
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clarity and/or power of your sen- 
tences. 


Example: “That” is quite possibly, 
the most overused word in the Eng- 
lish language. Don't believe me? 
Search for it through something 
you wrote — and every time you 
find it, ask yourself, “How would 
this read if I simply deleted it?” 


10. Avoid upside-down sentences. 
Commas are often red flags that 
the phrases in a sentence are in 
the wrong order. Check to see if 
moving the phrases around might 
eliminate the comma and make the 


sentence read faster. 


11. Begin sentences with benefits 
when possible: 


Instead of... 


Moving your money now will help 


you avoid major losses. 

Try... 

You can avoid major losses IF you 
move your money now! 


12. Make it effortless: Your prospect 
doesn't want to learn anything or 
do anything. He wants you (your 
product) to do it all for him. 


Phrases like “Learn how to ...” or 


"Discover how to ..." or “I'll teach 
you to ..." imply the prospect has 


to do it himself. 


Instead, say, "I'll save you money." 


"lll make you richer.” “II ease 


your arthritis pain.” 


Write Body Copy 
Like Never Before 


Penning powerful body copy is one 
of the most challenging tasks facing 
copywriters and marketers. But it’s ab- 
solutely essential. 


If you can't keep your prospect 
reading through your entire argument 
... through your dimensionalized ben- 
efits and various proof elements ... all 
the way to your order form — you'll 
almost always miss out on his order, 


This is an art you MUST master, if 
you aspire to greatness in this business. 


The good news is you now have all 
the tools. Everything you need to write 
body copy that reads itself. 


In our next Chapter, we'll go even 
deeper into some of the principles that 
make your copy move quickly — and 
easy to read, So that you have another 
gear you can tap into. 


A gear that I believe will allow you 
to zoom past your competition — at will, 


530 www makepeacerotalpackage.cont 


Chapter 14 Action Steps 


tion Stens — c— — 


S EOE ] | 


H 


I — 


Your Body Copy is the center of your pro- as. Nets o 
motion, where you make your entire argument i | 
and pitch for him to buy. At this stage. it can 

be very difficult to keep your prospect reading 


~ yet at no point is it more essential. 


Here's what you must do to write powerful. 
“A-list” body copy: 


J. Make sure your Sales Points are very well | 
organized — because you're going to now i 
be writing based on them 


a. Gather the relevant foundational facts, 
benefits, proof elements and other 
points that you've gotten from your | 
client, your research, your experience 
and more. | 


b. Then arrange them in order of first. 
second, third, and so on — so that 
your prospect sees them in the most 
persuasive way possible. | 


c. Think carefully about wbether each 
point moves smoothly from one to the 
next. If not, reorder them. 


2. Be sure to expand, explain and support 
each point. 


pre aa 
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Now it's time to really write your body: 
Start by creating powerful, high momen- 
tum sentences and paragraphs that flow 


together seamlessly. 


a. Write connecting paragraphs that 
tie everything together logically. 
smoothly, easily, and build towards 
your inevitable conclusion (the desired 


action your promotion inspires). 
Write seductive sentences. 
a. Use punctuation to your advantage. 
b. Vary your sentence length. 


c. Don’t be afraid of the occasional run- 


on sentence. 
d. Always ask: 


i. “Does this help my reader quickly 
get to the next sentence?” 


ii. “Do the punctuation and 
structures I’m using here make 
this sentence sound as clear, 
fast-moving and conversational 
as possible?" 


e. Become a master at using the Bucket 
Brigade (Transitional Words). 


io “In fact ...” 

ii. “Before ...” 

iii, "And..." 

iv. "I do NOT want that for you!” 
v. "Nevertheless ...” 

vi. "dfso.." 


vii. “There is sri] time ..." 


c3 Notes 
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viii. "Even more than that ..." 
ix. “That's why ..." 


x. "Pleae-" 


Write killer Subheads that: 


Provide eye relief. 

Grab your prospect's attention and 
bring him down into your copy. 

Ignite the tempo of your copy. by mak- 
ing it surprisingly explosive. 


Punch up your Body Copy by: 


Using the “3-T” formula: 


i. Tell the prospect what you're 


going to tell him. 


ii. Tell him, and... 


ii. Tell him what you told him! 
Beginning paragraphs with a hook. 


Using short words, sentences and 
paragraphs. 


Replacing phrases with single words 


Replacing long words with short, 
familiar ones. 


i Instead of "facilitate." say “help.” 
Instead of "utilize." say “use.” 


Replacing passive words with active 


ones. 


Replacing poorly selected words with 
the precise word for the job. 


Speaking colloquially. 


Deleting unnecessary words. 


Chapter 14 Action Steps 


Notes 
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j. Avoiding upside-down sentences. 


k. Beginning sentences with benefits 
when possible. 


l Making it effortless. 


Before even opening this chapter on Body 
Copy, you should have already had a very solid, 
highly detailed outline in place. Technically, this 
means thai most of your body copy was already 
written before you even started Chapter 14. 


The reality is that this chapter was all about 
taking your argument/outline and then really 
smoothing it out according to the principles 
you learned, You see, it’s not enough that your 
copy say the right things. It’s also got to be 
easy to read ... enjoyable and conversational ... 
fluid and seamless from sentence to sentence, 
paragraph to paragraph. 


So your task is to use everything you just 
learned to turn your raw copy into a smooth, 
easy-to-read dialogue between you and your 
prospect. It may take you several days or even 
several weeks (depending on your time) to do 
this. But it’s absolutely vital. 


Once you feel the copy no longer feels like 
an outline ... but like an actual promotion that 
your prospect would actually read and respond 
to ... then you're ready to move forward. 


Our next chapter wil] give you additional 
ways to make vour copy more readable and 
exciting for your prospect. I'l] see you there ©. 
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11 More Ways to Write Copy 
With Massive Momentum 


In this Chapter ... 


11 ways to inject more speed and excitement 
into your writing ... 


Why copywriting is like sports — and how to 
get yourself into a “peak state” so that you’re 
always working from a strong, energetic, pas- 
sionate position (this is something most top 
writers do by accident, but you can conscious- 
ly control it — once you know the secret) ... 


The relationship between advertising and ac- 
tion movies — and how a famous Mel Gibson 
film can help you wake up your reader's atten- 
tion and interest like never before ... 
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6 6 layton, how do 


you get your 
copy ro move so 


QUICKLY?" 


That was a question | posed to him 
during a round-table discussion we had 


at the 2006 Power Marketing Summit. 


I went on to explain to Clayton how 
I'd been reading some of his packages 
and the reading time seemed to pass by 
very quickly. Not long after starting, I'd 
find myself on page 14 of a magalog. 
And soon after that ... l'd completed all 
24 pages! 


But here was the problem: When 
liried to go through another control 
— one written by another high-paid 
writer — 1 could barely make it through 
the first few pages. I felt like it was go- 
ing SO SLOW and I began to get bored. 
Eventually I quit, putting the package 
down. 


I mention this NOT to toot Clay- 
ton’s hom (he gets to do enough of 
that in the Tota! Package already!), but 
because it raises a crucial issue. My 
experience really got me thinking ... 1 
wonder how offen this same problem 
causes prospects to put down or throw 
away promotions? Prospects you've 
been LUCKY enough to seduce into 
reading your headline, vour deck and 
into your body copy ... only to be 


LOST FOREVER because of snail-like 
pacing in the running text. 


Which then really got me think- 
ing... How many MORE SALES would 
vou convert IF you successfully gave 
your copy such speed and momentum 
that your prospects eagerly zoomed 
through it ... hardly noticing the pass- 
ing time? 


Well. it doesn’t take a genius to see 
that ... 


Getting this Lightning-Fast Pacing 
into Your Copy Would Kick 
Response into High-Gear! 


You see, this is something that the 
best copy writers seem to grasp instinc- 
tively. From the moment a prospect's 
eyes first spot a headline, they know 
hat little stopwatch starts ticking in his 
head. 1 call it a “ticking time bomb” 
because — if at any point — he feels it’s 
not moving along quickly enough, a 
ittle bomb goes off in his head. His 


interest is destroyed. 


That's why master copywriters 
understand that the copy must feel ener- 
gized — like it’s going somewhere FAST 
— or else the prospect will get bored and 
distracted. He'll soon be history. Just as 
the great John Caples once said, it must 
have all the “power of a runaway loco- 
motive." Give your prospect just ONE 
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moment where he's allowed to think 

of the 101 other things he needs to do 
— things he's NOT doing because he's 
reading your copy — and you've created 
a dangerously easy exit strategy. 


This is true now more than ever 
with so much rapid-fire stimulation 
from TV, movies, video games, the 
Internet and more. Our prospects are 
used to everything being ultra-fast and 
their attention spans have been chopped 
down to almost nothing. 


So that’s the bad news. 


But the good news is that as long 
as you get the fundamentals right — and 
then move your copy along with great 
speed and momentum ... you'll gain a 
HUGE edge over other writers in the 
industry. the vast majority of whom do 
NOT understand this high-level secret! 


ti Ways to Supercharge 
Your Copy with 
Explosive Speed and Momentum 


MOMENTUM FACTOR #1: 
Put Your BACK into lU 


Believe it or not, writing good copy 
Should take almost as much out of your 
body as it does your mind. 


That's because it really takes ALL 
your energy to write great copy. You've 
got to pour your whole body. heart 


LÁ M EE AE ETT OPENS 


and mind into it with passion and deep 
focus. The amount of energy it takes to 
write great copy is why most top writ- 
ers can't typically write for more than 
4-5 hours a day. It’s just too intense! 


Unfortunately, most beginning 
copywriters are never told this. (I know 
I wasn't.) So they make the mistake of 
sitting back very leisurely and write as 
if they were just jotting ideas down in 
their nightly journal. 


While this may work for the rare 
person, it will NOT work for most. 
Writing copy is similar to playing a 
sport — you've really got to be “UP” 
and have a powerful level of focus 
and energy while you’re writing. The 
amount of energy you bring to the 
writing process is exactly the amount 
of energy that goes into your copy. No 
amount of exclamation points can make 
up for writing in a low energy state. 
So if you want to make it to the major 
leagues and hit home runs. you've got 
to "bring it” every time you sit down 
to write. 


Every great writer is different 
about how he or she gets “UP” for 
this process. Some will do positive 
affirmations to get themselves into an 
enthusiastic, energetic state. Others 
like to walk around the room, pumping 
themselves up mentally and physically. 
Once their energy and intensity has 
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reached a “peak” state, they sit down 


and begin writing. 


Guys like Clayton prefer to clearly 
and emotionally visualize all the suc- 
cess he's going to experience, the over- 
joyed marketing directors calling him 
with the incredible response numbers 
from the first mailing, the fat roy- 
alty checks coming in ~ anything that 
makes the exciting emotions of success 
come ALIVE inside. 


Play around with some of these 
different approaches. It’s your job to 
experiment and discover what works 
for YOU. 


This Is Aiso Why You MUST 
Take Good Care of Yourself 


Stay with me here. And forgive me 
if 1 sound preachy. But the point l'm 
making WILL help you create maxi- 
mum momentum in your copy. 


I bring it up because a healthy 
lifestyle is one of the must overlooked 
parts of being a great copywriter. This 
is something Clayton stresses to young- 
er writers (especially those he works 
with!) ... if your lifestyle is too hectic 
... If you're constantly stressed out ... 
if vou're not getting enough nutrients 
.. ifyou’re waking up with a hang over 
or exhaustion from the night before ... 
then you’re NOT being a good copy- 


writer, You're killing your energy levels 
and therefore slashing the amount of 
time, energy and enthusiasm you can 
put into the writing process. 


I won't jump into a full blown rant 
about this — there are TONS of great 
books on the subject — and you prob- 
ably already know what keeps you feel- 
ing good, healthy and energized. Just 
do it. 


Along these same lines — vou 
should also find the time of the dav 
when you have the most energy. ] per- 
sonally do best early in the morning. 
That's when I can put the most enthusi- 
asm into my writing. 


But you may be different — maybe 
you re a night owl or even a midday 
person. Whatever 1 is — you need to 
find the time that works best for you. 


Once you're clear on this — simply 
set up your lifcstyle and work schedule 
so that you're in the most energized 
and enthusiastic possible state when 
it’s time to write copy. 


You'll soon see the difference in 
your work, I guarantee it! 


MOMENTUM FACTOR #2: 
Start Off With a BANG! 


Much of the momentum you have in 
your copy comes from the very begin- 
ning. Just like how good action movies 
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begin with a crash, a shootout or a mur- 
der ~ great copy begins with a BLAST 
that immediately seizes attention and 
gets your prospects blood flowing. This 
helps set the tone and pacing of the en- 
tire promotion. 


So it goes without saying that if 
your headline, deck and lead are at an 
all flat or sluggish feeling — it’s darn 
near impossible to build speed and mo- 
mentum after that. (That is - IF you’re 
lucky enough to have your prospect still 
reading at that point!) 


So make sure that these three be- 
ginning elements (headline, deck and 
lead text) carry strong force ... that 
they resonate powerfully with emotions 
your prospect has ... that they credibly 
promise benefits that he dreams of at 
night ... that they entice him with a 
killer story or fascinating new trend ... 
and more. 


And if you really want to under- 
stand this amazing lead-off power, just 
look at the weekly tabloids! I'll give 
you an example: In spring 2006, there 
was a bunch of reporting on how De- 
nise Richards (a drop-dead gorgeous 


actress) stole the husband of her best 
friend Heather Locklear (another beau- 
tiful actress), 


All the covers featured captivating 
pictures of each woman and the word- 


ing was so emotionally charged. Here's 


the first headline I saw ... 


BETRAYED! 
How Denise stole 
her best friend Heather’s hubby 
right behind her back! 


Soon there were headlines like ... 


Denise Richards ... 
Victim or Vixen? 
*Denise’s plot to ruin 
Heather’s marriage 
*Plus — how Heather 
really FOUND OUT! 


Next itwwas ... 


Heather Locklear says ... 
NOW IT’S WAR! 
How Heather will get revenge 
by helping Charlie take back the 
kids from Denise 


One of the later ones I saw had the 
headline ... 


Denise Richards tells us ... 

MY SIDE OF THE STORY 

*How Heather betrayed HER 

*The ugly battle with Charlie 

*Lies about Heather, Richie 
and me 


This is another reason why Clayton 
is always hollering about dominant 
emotion headlines! (If necessary, re- 
view what we covered about this in 
Chapter 10.) Because when you grab 
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your prospect as strongly as these 
magazines grab their readers, they'll 
eagerly rip open the magazine and read 
it with passionate interest. Editors of 
those publications know that many 
readers will blitz through the ENTIRE 
MAGAZINE, primarily off of the buzz 
and momentum created by these emo- 
tionally irresistible cover stories that 
sucked them in. 


And that’s the same point I’m 
making here. If your body copy isn’t 
moving forcefully — if it’s easier to put 
down than it is to read — check your 
headline, deck and lead. I'd bet they’re 
the prime culprit. Thev’re not ^hook- 
ing” your prospect strongly and emo- 
tionally enough. 


Keep working on these beginning 
elements until you and others FEEL a 
tremendous driving force sucking you 
in to read them. Like you're irresist- 
ibly drawn into the body copy — you 
couldn't look away even if you wanted 
10. 


For an example of this. look at the 
classic Tim Rutz package on Figure 
15-1. Its an inner page from the fa- 
mous “Read this or Die!” promotion. 
Tim had already established powerful 


momentum with the "Read this or Die!” 


headline, and this lead (and body copy) 
sustains that same emotional impact. 


And just like with that legendary 
package. once you've successfully led 
off with a BANG and charged up your 
copy with powerful momentum, your 
job is simply to maintain it using the 
other strategies l1] discuss in this Chap- 


ter. 


MOMENTUM FACTOR #3: 
Make Sure Youre 
Going SOMEPLACE! 


You've hopefully already read 
Chapter 8 — which details how impor- 
tant it is to have a clear logical direction 
underlying your copy. 


And in our last Chapter, I showed 
you how it affects your body copy. You 
see, a BIG part of creating maximum 
momentum is about getting crystal clear 
on your sales reasoning before writing. 
That way, your copy takes the prospect 
from point "A"... escorts him to point 
“B”... progresses on to point "C"... 
and so on. until you've reached the 
point where saying “Yes” to your offer 
makes perfect sense. It's a slam dunk, 
no-brainer! 


Think of a movie. In great movies 
each new scene is somehow connected 
to the previous one. There’s a reason 
for this, film makers know how chal- 
lenging it is to hold anyone’s attention 
for 2 hours — it’s a remarkable feat in 
this high-speed world. They know that 


540 www.makepeaceroralpackage,.com 


11 More Ways to Write Copy With Massive Momentum 


Most of your friends or patients are doomed to die 
of some disease or disorder that has already been 
defeated in a medical laboratory somewhere around 
the world, 

In the most unsung victory of the modern era, for- 
eign doctors and researchers have stopped or reversed 
virtually every fatal condition that has ever struck fear 
in your heart. 

If you read widely, you know ahout a few of these 
breakthroughs. Here is the rest of the story, a story 
chat will banish illness from your life and change your 
entire furure. 


The Way to Dusty Deat 
Is Paved V VV Ath lg 


norance 


CONQUERED DISEASE 
CAUSE OF IGNORANCE.” 


"HE WHO DIES OF A 
DIES A MARTYR TO THE 


By Dr. David G. Williams, Editor, Alternatives 
The +) medical cause of death today is 
not a germ or virus, but ignorance. And 
I k I can solve thar problem f for you 
er rapidly—starting right here. 
early every killer disease and chronic 
illness of the last century has been ana- 
lyzed and stopped by an elite research 
team somewhere in this wide world. You 
just haven't been told about their solu- 
dons yet. 
:t me be blum: Comer, 1 
stroke, and the other major killers now fall 
in the category of * ar dummies.” 
e TB, cholera, and the plague, they 
ill deadly, bur only & for those who 


ares 
haven't heard about 


nforunately, that likely includes 
99% of your family and fiends, for in 
medicine... 

Good Kews Trave 
cr, blessed ether, was discovered by 
alerius Cordus in the 16th century. But 
2s. no one paid attention. 

For the next ihree cenmuries, men 
screamed or writhed in agony as sur- 
ons and dentists cat, yanked, sawed, 
d slashed through flesh and bone and 
nerves, Many terrified souls simply chose 
jer than face surgery. 


ally, in 1846, ether caught on, 
thanks to WAlliam Morton, a publicity- 
minded dentist fom Boston. May he 
find a special niche in Heaven. 

New ideas Not Wanted 
Sadly, the ether story 3s the norm. 
Doctors have usually ignored or sup- 

pressed the truly great discoveries—for 
about 50 years, on average. 

7 They ostrecized William Harvey for 
saying that blood circulates. 

They ridiculed Louis Pasteur for 
announcing that germs cause disease. 
‘They ran Ignaz Semmelweis out of 

g surgeons 10 wash their 
hands before operating. 

And in our day, they hooted ev masse 
ai rwo-time Nobel prizewinner Linus 
Pauling for showing that vitamin C 
helps with colds. 

Even in this cra of 2,000 medical web 
sites, i takes up to 50 years to get a 
major discovery accepted by the medieal 
establishment. For lesser discoveries, 3 to 
5 years is nzintmal. 

Tn contrast, you can now get breaking 
news from me in as little as rhree weeks. 
My newsletter, Alternatives, is the prc- 
muer source of major announcements in 
the health field, and its library of other 


THE WAY TO DUSTY DEATH 


1-800-843-8516 
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if viewers have to figure out what's go- 
ing on in a new scene — even just once 
~ they'll quickly become frustrated and 


disinterested. 


It’s the same in copywriting. Throw- 
ing alot of random sales points into 
your copy — points that aren't connected 
to an air-tight chain of logic and central 
theme, cause your prospect to wonder 
where the hell you're going. Just a few 
mistakes like that is enough to lose his 
interest, just like a few random scenes 
in a movie will cause people to walk 
out. 


But this doesn't mean you have to 
be boring or predictable. You just want 
each sentence, section, benefit, and 


sidebar somehow connected to the one 
before. And EVERYTHING connected 
10 the big idea, theme and argument. 
This way, by the time he reaches the 
close ... he will see. feel and under- 
stand exactly how everything fits 
together. The whole process will make 
sense in his mind, making it MUCH 
easier for him to feel sensible about act- 
ing on your offer. 


This process also helps a LOT in 
terms of momentum because it ensures 
that you make each new point once, and 
then move on. You see, if vou FAIL to 
do this ... if your prospect ever feels 
like you're going back over stuff you 
already covered ... any sense of mo- 


mentum vou've established is instantly 


destroyed. 


Just look at the example on Figure 
15-2. It's from a financial mailing writ- 
ten by Clayton and it illustrates this 
principle beautifully. You can see how 
each subhead is related to the previous 
one — and to the overall theme. The 
“Higher Interest Rates” subhead ... 
leads to a “Sneak Preview of the Stock 
Market Pain” ... which then leads to the 
explanation of why “Safe Money Re- 
port Is An Island of Sanity.” Everything 
is tightly focused and very, VERY hard 
10 question. 


Just like this example — if the dif- 
ferent parts of your copy are tightly 
connected — vour prospect wil] have 
no breathing room to get distracted or 
start to question what you're saying, or 
exactly where you're going. 


Plus, you'll also give your prospect 
the feeling he's inevitably being led 
somewhere GREAT — a place where his 
life will be richer, healthier, happy and 
more! You create an eager feeling of 
excitement and anticipation. 


MOMENTUM FACTOR #4: 
Use LOTS of Colloquial Words 
and Phrases! 


We touched upon this briefly in our last 
Chapter, but it’s worth further discussion. 


342 wwwmakepeacerotalpackage.com 


Y When morgage rates start going 
up — and millions of people with 
adjustable rate mortgages suddenly 
realize ihcy bought more house than 
they can afford ... 

When the cost of corporate loans 
rise nd cash-strapped companies are 
left twisting in the wind .. 


Y When rising interest racs on 
credit cards causes 
sumers (o slop spending money ... 


millions of con- 


¥ When the high cost of Binancing 
forees GM, Ford, Chrysler and hun- 
dreds of other companies fo end thc 
4ero-porcent financing deals that have 
kept their sides going for the past 24 
months ... 


No douht about 11 — higher interest 
rales now would be like giving poison 
10 a dying patient. The economy would 
collapse like a housc of curds. 


Higher Interest Rates 
Will Kill — Absolutely 
SLAUGHTER - The Already 
Faitering U.S. Economy 
And The Stock Market! 


The U.S. economy is clearly an life 
suppor, AN 
will pull the plug. 


increase in interest rates 


FIRST, loan demand will crater and 
most consumer und business borrowing 
will come to a sereeebing halt 


SECOND, economic growth will 
grind io a standstill. Most of what's left 
of corporate earnings will vanish and an 
epidemic of bankruptcies will sweep: 
across the land Jrom coast 10 coast. 


THIRD. the stock market will liler- 
ally self-destruct. And if vou own stocks 
or equity funds when this happens. 
your I he skinned alive. Again, 
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*Our contrarian investments have soared 
up to 30796 during this bear market in stocks 
- enough to QUADRUPLE YOUR MONEY. 


“Now, we're planning to do even better 
in 2004 and {| want you to join us 
in the windfall!” 


The real wagedy is that millions of 
savers and investors still trust the politi- 
cians and bureuucrats in Washington, 
They believe everything Washingion 
tells them about tbe deficit and econo- 
my And thal blind faith is going to leave 
them broken, bleeding and destitute. 


That's why it's absolutely essential 
thal you get lhe whole story — in your 
FREE copy of Rake In Profits Of Up 
To 307% in the Great Investor SWIN- 
DLE of 2004! 


The Stock Market Pain 
You've Suffered Over The 
Past Three Years Is Only A 
Sneak Preview Of The 
Troubles To Come! 
Don't he fooled by false rullies! The 
disturbing new developments I've told 
you ahom in this repon simply can't 
help hut drive the Dow, the S&P 500 
and the Nasdag down another 30% 
40% ... 50% or even more. 


TE you're still holding your stocks and 
equity funds when the bottom falls om. 


you : 10 get clohhered — 


T know that’s a bitter pill to swallow. 
After all. vou already suw the AVER- 
AGE S&P 500 stock drop 9.3% in 2000 
.. plummet 10.5% in 2001 ... and 
crash 23.8% in 2002, Plus, you've seen 
the average Nasdaq stock plunge 787 
from peak ro bottom? 


But this time. the stakes are much 
higher: not only are your stocky in 
greater danger than they've ever heen. 
but more importantly ... 


The federal ounting scandals Tve 
described in this report also pose an 
enormous danger to your paycheck ... 
your honds and other income invest- 


ments... Your retirement ... yonr hone 
... your kids’ education ... your quality 


Cas TOLL FREE 1-800-236-0407 fer more information 
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of life ... und possibly even to your 
financial independence. 


Safe Money Report 
Is An Island Of Sanity 
In An Insane Market 
You've searched high and iow for a 
way to have your cake and eat it, 100: To 
grow your wealth with safety. 


And all along. the answer wus right 


under your nose in alerts like this one 


that Fve been sending you. 


What I'm offering you now is an 
island of sanity in an insane market: 


A wealth of tools thal will guard 
your money ike a junkyard watehdog 


.. PLUS a bumper crop of great 
investments that are ALREADY spin- 
ning off profits of up to 307% — even 
us stocks were falling. 

For starters, T want to send you four 


"mg tools 
shi in gold. 


money-making. mam 
that arc truly worth their wei 


| personally designed each one of 
these iools to help you keep your money 
safely growing even as other investors 
gel the shins ripped off their hacks. 


And they won't cost you a dime. AIT 
four of them are yours FREE when you 
accept a risk-free vial membership in nis 
5AFE MONEY INVESTOR SERVICE. 


My SAFE MONEY INVESTOR 
SERVICE is nothing like any advisory 
you've ever seen before. 1t was rated the 
NUMBER ONE service in America. 
with the BEST TRACK RECORD of 
the 160 services monitored by Mark 
Hulbert of Hilbert Financial Digest 
and CBS Marker Watch for the 12-monrh 
period 10 March 2003. 


Why? Simple! My SAFE MONEY 
INVESTOR SERVICE gives you noi 
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You see, while just about everybody 
who gets into copywriting has heard 
this, not one in ten has actively prac- 
ticed this skill. Nobody seems to grasp 
the power of using TONS of colloquial 
words and phrases in their copy. They 
don’t realize that great writers — “A- 
list” writers like Clayton and so many 
others — use these types of phrases like 
crazy in their copy! 


Here's an example. ] once scanned a 
winning financial package and I noticed 
that in just a single sidebar, the writer 
used the following expressions ... the 
straw that breaks the camels back ... 
hammer bank profits to a pulp ... bring 
Wall Street to its knees ... tear apart 
the fabric of the economy ... coming 
unglued ... bleeding so much red ink ... 
are in the red ... it’s hogwash ... and 
more! 


Words and phrases like these in- 
Crease momentum in several ways. 
First, they say more - often MUCH 
more — in far fewer words. Your pros- 
pect reads them and instantly gets a 
more complete picture of what you're 
talking about. 


Second, they often have a very 
strong emotional and visceral impact. 
Think about the difference between 
saying, “These events will cause Wall 
Sweet to suffer and become very weak" 


and saying, “These events will bring 


Wall Street to its knees." The second = 
sentence is WAY stronger. So when 

used in the right places, these types of 

phrases jolt your prospect into higher 

states of attention. He becomes more 

interested and more focused on every- 

thing you say. 


Third. because we all use lots of 
expressions like these in day-to-day 
speech. they make your copy feel far 
more conversational and lively. In your 
prospect’s eyes, your copy no longer 
reads like a boring academic treatise, 
itraces along like a fun conversation 
about his favorite subject ... HIM! 


Just look at Figure 15-3. If you 
scan through the text, you'll see TONS 
of these expressions that add power and 
momentum to the copy. In this case, 
they dramatically enhance the emo- 


tional impact of the fear-driven mes- 
sage. But one thing's for certain, they'll 
WORK like gangbusters for any type 
package you ever write. 


So how can you get the most from 
this secret? Again, go through The $7 
Way to Electrify Your Ads Premium that 
came with this course. It's loaded with 
colloquial expressions that were taken 
directly from the pages of winning pro- 
motions ... 


.. And then, most importantly, 


practice using them! Remember in hi gh 
school, when teachers told you that to 
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anies to make the vaccine. 


that make the vaccines, but 
not the U.S. The cost is very high to 


not bad enough, these vaccines are a dead virus, and ver 
recent years -- the vaccine used has not even been the 
ctually coming around! The government even admitte 


Imagine never getting sick again 


So what should you do to make your body flu-proot? It 
you think. 


We age and get sick in direct proportion of how “acid” our bodies are. The 
good news is th anc aci d n dy can be reversed. One of the easiest and more 
affordable ways inking water. That's right -- it can help bring 
your acid/alkaline Baie to +7.4, the ideal balance for good health. 


In addition, I’m excited about a new natural vitamin that supports and 
stimulates your immune system and in particular, keeps your upper respiratory 
tract healthy. (I'11 tell you more abour it in the Free Report below.} 


By taking simple steps like these, you're building your natural defense 
and strengthening your immune system. It's the internal environment of our 


bodies chat counts, Have a super strong immune system, and you'll be 
virtually flu proof! 


Find out how to supercharge your immme system and make your 
body cold- and flu-proof in another Special Report: Never Get 


Sick Again. In it, you'll discover... 


B Uhe real cause of most flu and infection. Easy to reverse. 
BiNarure's 


e's miracle oil that’s loaded with vitamin A for anti- 
infection and vitamin D for liquid sunshine. 
@ The that’s lacking in most people who always 


Are your levels low? 


Bi The drug-free way to make your body cold- and flu-proof. 
Costs you nothing! 


Han amazing nasal wash that helps wipe out sickness and 
infection by waging war on nasal-borne bacteria, 


Hand much, much more. 
Zven better, you can get the full story on all of these key stories with. 


A Special Collection of Free Special Reports 
the Fat Cats don't want you to read 


Because the information this special letter is so vital to your health 
and wealth, I've written and updated a series of special reports on the 
topics I've just covered. 


I'd love to send these special reports to you, Free, simply for trying out & 


no-risk subscription to The Bob Livingston Letter. 


These special reports, each a $19.95 value, could save your life or that of 
loved one and protect and grow your nest eggs so you can live worry-free. 


(Over, please...) 
15 
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really "own" a new word — vou need to use 
itin at least three original sentences of your 
own? Why not give that same method a try 
here? Take each phrase and create a sen- 
tence that you'd potentially use in à promo- 
üon ... and then do that at least three times 
for each phrase you want to master. 


I guarantee that if you go through this 
process, using these figures of speech will 
become a cakewalk ... and more impor- 
tantly, your copy will be supercharged with 
life and momentum! 


MOMENTUM FACTOR #5: 
Mix Up the TEMPO! 


Common wisdom about writing scintil- 
lating body copy says the following four 
things: 


l. You should have lots of short, snappy 


sentences mixed into paragraphs ... 


2. You should have some one-sentence 
paragraphs ... 
3. No paragraph should ever be too long ... 


4. And that you should have a subhead 
every 5-10 paragraphs MAX ... 


These are all good guidelines. And writ- 
ers like Clayton generally recommend and 
practice them all. Short, snappy sentences 
definitely help lift the speed of the copy. 
Those little babies are quick and easy to 
get through, creating the feeling of a faster 
tempo. 


And one-sentence-paragraphs are both 
inviting to the eye and high-impact. Done 
in the right places, they add more potency 
to whatever point you're making. This can't 
help but increase the momentum of your 
copy. 

On the other hand, having long para- 
graphs will often slow down your copy and 
intimidate your prospect. He'll feel like 
the copy's getting more and more difficult. 
his brain will slow down and his mind will 
begin to wander. Definitely NOT what you 


want! 


Strong subheads help create a little 
mini-blast every few minutes that can often 
jolt your prospect into greater attention, 
excitement and pacing. Or they can bring 
a scanner's eyes down into the text. Treat 
them like mini-headlines. 


This leads me to a deeper insight about 
tempo ... 


Great Copy is like BRAINS Smashing 
Against the Window! 


Now, did THAT get your attention? Is 
your blood moving any faster? I use this 


example because in a famous speech to 
Rodale's staff; Gene Schwartz once talked 
about the powerful tempo that all great 
copy has. He was comparing it to movies 
- movies like Lethal Weapon that literally 
have an explosion ... a shooting ... win- 
dows crashing ... brains splattering across 
the window ... EVERY 3-4 minutes! 


ed 
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His point? Movies like that are eas- 
ily able to hold your complete unwaver- 


ing attention for hours at a rime. 


According to Gene, THAT'S what 
great copy is like. And THAT'S the 
kind of tempo you're looking for. 


So don't think of vour subheads 
as merely subheads, think of them as 
explosions. These are not mere words, 
these are BRAINS smashing against the 


window! 


This doesn’t mean that you have 10 
end every sentence with an exclamation 
point. trying to yell your prospect into 
submission. That’s the mistake novice 
writers often make. It has the opposite 
effect, making their copy excruciating 
to read. 


What you really want — and what 
the true masters do — is to strategically 
mix in high-tempo, visceral, attention- 
grabbing statements at exactly the right 
time. Statements that keep the prospect 
AWAKE, eager to continue and psycho- 
logically engrossed in the copy. 


It’s something that’s hard to teach. 
and in talking to Clayton about this — I 
realized that he knows it mostly by “gut 
feeling.” He's learned how to get into 
his “sweet spot” where visceral writ- 
ing flows, uninhibited. Consequently, 
he may go through a few sentences or 
short paragraphs that are a bit more 


logical and explanatory and all of sud- 
den intuitively sense that it’s time for 
something stronger and more explosive. 
That's when he'll often mix in an explo- 
sive subhead or one-sentence paragraph 
to really jolt the prospect into a deeper 
level of attention and increased momen- 


tum. 


Here's an example from one of his 
financial promotions: 


ok eb 


“Tf history teaches us 
anything, it’s that investing in 
weak companies — firms with 
high debt, low or no earnings, 
excessive valuations and other 
fundamental weaknesses — it's 
a fool's game: A game investors 


rarely win. 


Do stock brokers know this? 
Of course they do! And yet 
many are still awarding “BUY” 
ratings to companies they know 
stink to the high heavens, Why? 
Because it makes their wallets 
fat — by helping them secure lu- 
crative investment banking busi- 
ness from those companies. 


I beg you: DO NOT BE SE- 
DUCED!” 


ek ACK 


SS ANE snnm 
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As you can see in the line that 1 
bolded, it has a distinct increase in 
tempo and force. It acts like a mini-ex- 
plosion in the prospect's mind. 


You'll need to do this periodically 
in an unpredictable way — to keep his 
attention at the highest level. To learn 
it. 1 recommend that you keep reading 
examples of great copy and write the 


letters out longhand whenever you can. 
This will literally “implant” the tempo 
patterns of great writers directly into 
your subconscious, Over time — with 
the more copy you read and write 

— you'll get an instinctive sense for this 
process. 


But BEWARE: This is a very 
delicate balance. Just like in the mov- 
ies, you can't have ALL high-tempo. 
explosions and shootings. The audience 
wouldn't last 30 minutes. much less 2 
hours. Instead, sprinkle in these little 
bursts very strategically, keeping your 
prospect on the edge of his seat ... but 


never pushing him over. 


MOMENTUM FACTOR #6: 
Create Bunches of BULLETS! 


Bullets and fascinations are fantas- 
tic momentum builders because they're 
so easy to read. And so packed with 
exciting benefits and intrigue! 


Our next chapter — focused on Bul- 


lets and Fascinations — is loaded with 
tips and tricks, plus 21 proven formulas 
Irom the pages of hundreds of winning 
control letters. 


But for now, you need to know that 
carefully inserting sections of bullets 
into your copy will make the reading 
time seem faster. And you'll be able to 
pack more benefits, curiosity and power 
into that space than you would in the 


running text. 


I’m also of the opinion that you 
shouldn't make your bullet sections too 
long without some sort of subhead or 
running text. Pages and pages of pure 
bullets will sometimes work, but often 
it becomes too predictable to your pros- 
pect. He'll start skimming. And that’s 
even if the bullets are really good! If 
any are mediocre or bad ... he’s almost 
certain to jump forward and even might 


put the copy down. 


That's why you'll notice in the leg- 
endary, bullet-heavy promotions used 
by Boardroom, Rodale and others ... 
the bullets are often grouped together 
according to theme and then preceded/ 
followed with some running text and 
subheads. 


For example, Figure 15-4 is from 
a Boardroom promotion. Notice how 
the bullets are broken up in a way that 
makes it easier on your eyes. And how 
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: Fay Wari to Tell if You. 


even realize it! To firid out if you have this: 
roblem, do the following: Lick the inside. 
Of your Wrist, wait 4 seconds, then smell: 


Note: If bad breath doesn't | go away with brushing and flossing, 


you m y have’ gum “disease or “digestive probleins: For complere 
details on how to ‘treat these problems, see your FREE copy of Healing” 
Secréts Doctors Don’t Tell You. To" ge your copy, retürn the card 


benes pages l4 and. 155 


i for a staggering 140,000 deaths 
| per year! 


To avoid errors on your pre- 


scriptions, bring a pen and paper 


to the doctors office and ask your 
doctor to spell out the name of 


| the medication. Write it down, 
; along with the correct dosage and 


; schedule. Then, when you pick | 


up your prescription, compare 


| the label with your note. 


To further minimize the 
chance of errors, have the pre- 


_ scription filled between noon and 
| 3pm. Thats the slowest time of 
| day, when pharmacist mistakes 


| 
F 
I 
{ 
i 
| 
i 
i 
i 
i 
| 
H 
| 
l 
i 
| 
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> Ff you think 
your sunscreen 


| that while most 
| sunscreen do protect you from 


are least likely. 


Is Your Sunscreen 
Blocking Only Half 
the Radiation? 


is protecting 
you from skin can- 
cer, think again! 


Research shows 


short-wave ultraviolet radiation, 


| they do absolutely NOTHING to | 


protect you from dangerous long- 
wave radiation! 


So how ran you tell if your | 
| brand provides the necessary pro- 


tection? Simply look on the label 


to make sure it contains the one 
ingredient that’s been proven to 


block long-wave UV rays. You'll | 


find out about this ingredient, 
and the brands that contain it, in 
your free Special Report. 

You'll also find out about: 

E What hospitals don't 
want you to know. Shocking 
facts about tainted equipment, staff 


curs, doctor misconduct and more. | 


Heres how to protect yourself. 

E Expensive vitamins that 
pass through your body unab- 
sorbed! To find out if your 
brand is bad, just look for this on 
the label. 


B The popular exercise 


|! that can make you impotent! 


i Millions of men do this, without 
| even knowing about the risks, 


How to avoid unneces- 
sary surgery. Besides getting a 
second opinion, here are the 3 
most important things to do. 

Bi Get your HMO to cover 
alternative treatments. Secret 
tevealed by HMO insider. 


Bl Glucosamine is perfectly 


safe, right? Not if you have this | 


common condition. When taking 


it can be hazardous to your health. | 


El How to avoid long waits | 


in the hospital emergency 
room. Magic words that get you 


tt Bottom Line/HEALTH 
keeps us all informed and 
able to ask intelligent 
questions of our doctors. ' 
One of our employees read — i 
about a new drug for 
asthma and asked her 
doctor about it — he | 
couldn't believe she knew 
about it, as he had just 
heard of it.” i 
Kay Milroy i 
San Diego, CA | 


ECI have been a health care i 
provider for moré than 40 | 
years. Reading Boom Line/ — | 
HEALTH regularly makes | 
me better able to answer 
my patients’ questions." i 
Dr. William J. Wise | 

i 

] 


Dallas, TX 


* On May 18, my blood 
pressure measured 180/108. 
Shocking to me, since in 
January it was only 138/84. 

The very next day 
Bottom Line/HEALTH arrived 
with the article on 
‘Syndrome X. One sentence | 
popped out at me: Many 
pore with Syndrome X also 

have high blood pressure’ 

I stopped eating all sweets 
immediately OnJune6,my — | 
blood pressure measured 
137/83. That drop occurred 
in only 19 days! 

lintend to subscribe to 
Bottom Line/HEALTH for the 
rest of my life. I's a 
lifesaver.” 

Else G. Miller 
Wilmington: DE 


| 


Aat 


To receive your 3 FREE issues and 3 Special Reports retum the order card between pages 14 and 15. 
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compelling. running text is added in to 
heighten their impact. 


That makes things less predictable, 
more visually appealing and KEEPS 
your prospect reading. 


MOMENTUM FACTOR #7: 
Keen Using the Bucket Brigade! 


As you discovered in our last chap- 
ter, this is where you frequently and 
continuously use connective words to 
begin paragraphs. Words like "ard ... 
so... plus ... in addition ... not only ... 
because ... but ... once ... there s more 
... again ... that s why ... that’s noi ail 


..." the list goes on. 


These "bucket brigade" words are 
incredibly powerful because they keep 
your paragraphs flowing together tight- 
ly and continuously. They make your 
copy feel relentless. 


Another wonderful thing about 
them is that they also give your pros- 
pect the impression that each new point 
or sentence is a logical extension of 
the previous one. So he's less likely to 
doubt or question new ideas or claims 


you present, a key factor in keeping the 
tempo up. Creating doubt or disbelief 
is like slamming on the brakes in your 
prospect's mind — it's hard to get your 
momentum back after that! 


Again, this is something you can 


practice intentionally and then master 
instinctively over time. You don't want 
to begin every single sentence with 
"and" ... that would be ridiculous. But 
at the right places throughout the copy. 
it works like a charm. 


Just look closely at the health pack- 
age on Figure 18-5. In the running text, 
you'll see the careful use of these words 
to make the paragraphs more con- 
nected. Notice how the text moves very 
quickly and how each new paragraph 
is immediately linked to the one before 
it. There's absolutely no slowing down 
in this section — something especially 
crucial in the opening page. 


There's a fairly popular idea 
— taught by many copywriting gurus 
— that great copy is like a “greased” 
slide or chute. Your goal is to keep the 
slide (the copy) as lubricated as pos- 
sible — with absolutely NO stopping 
points — so you increase the odds your 
prospect will slide down to the very 
end. It’s a fact that if he reads all the 
way through. the chances of him buying 


are many times higher. 


Aud that's the whole point. These 
connective, "bucket brigade? words cre- 
ate this effect. They keep your prospect 
moving. never letting up ... all the way 
until he's at the close and prepared to 
whip out his wallet. Make them your 


p 
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` IN THIS SPECIAL ANNUAL AWARDS ISSUE: 


Alternative doctors dare not publish their 
shocking new findings about how to... 


@ Knock out killer flu in B hours with a secret antidote developed for the military. 
€ Erase arthritis pain in 2 days with enormous relief in 15 minutes 


page 10 
page 5 


€ Destroy "end stage" cancers with a substance that even healed Chernobyl victims....page 6 
@ End hypertension for keeps with the clinically proven "tuna pill" 

6 Revive damaged lungs with DNA drops that boost breathing capacity 9096................... page 11 
@ Beat any prostate problem, benign or malignant, with the incredible "perfect cure"... page 16 


€ Boost hone density 27% by taking a lor less calcium... 


€ Reverse diabetic damage with this rare new vitamin discovery... 


But you’re holding the lifesaving proof they can’t print! 


Dear Friend of Alternative 
Medicine: 


ust recently, three lifesaving 
natural medicines were banned 
by the FDA... 


And the brilliant scientists who 
make them were financially ruined. 
WHY? 

Did any of these natural sub- 
stances have eny unsafe side- 
effects? NO. 

So why did authorities snatch 
them away from patients whose 
lives depended on then? 


Because the medicines 
worked too well...and the 
makers printed the truth! 


Think the First Amendment 
protects free speech? Not if vou 
make alternative medicines! 

The message is clear—il vour 
naiural cure works, vou'd better not 
say what it does. 

These bans have sent a chill 
throughout the alternative health 
community. Even doctors we great- 
Ww admire are self-censoring their 


own publications, for fear their clin- 
ies and dispensaries may be shut 
down... 

But they can't silence 

all 90,000 of us! 

We're Health Sciences Institute 
(HS!)-—alternative medicines first 
and foremost global information 
network. We're 90,000 enlightened 
doctors, researchers and health-con- 
scious people like vou, and... 

Because we don'! make 
or sell any medicines, 

VESTED INTERESTS 

CAN’T SHUT US UP 

This also means we're impartial 
and trusted throughout the natural 
healing communit 


So today’s most gifted researchers 
are constantly telling za w hat they 
can tell yori. 

WANT PROOF? Just keep tum- 
ing the pages of this special awards 
issue. You're going to see what's real- 
ng. that could heal 


ly new and exc 
vour loved ones’ worst health ni 
mares right now. In nearly all cases... 


The Greatest New Medicines of Our Time 
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You haven't seen these 
award-winning, lifesaving 
“underground cures” 
mentioned anywhere else... 


But vou vill see them hailed 
years from now, as other publica- 
tions gradually pick up on them. 
(See pages 7 and 8 for examples of 
how this has already happened.) 


Normally, these “forbidden” 
breakibroughs are seen by HSI 
Members only—in our privately cir- 
culated Members Alerts and daily e- 
mail updates. 


But because you're such a 
strong supporicr of alternative med- 
icine, we've granted you a tempo- 
rary Guest Membership. So that 
you and vour loved ones can start 
sharing in these miracles aghi now. 


Please use this privilege immedi- 
ately, The threat to free speech and 
innovation in natural healing is at 
our doorsteps now, You are holding 
the answer, Just page through the 


life-giving tal aboot the new... 


E Silkworm secret that strips away 
artery plaque, confirmed bx 


P 
a 
= 


The Ultimate Desktop Copy Coach 


best friend and see what a difference it 
makes! 


MOMENTUM FACTOR #8: 
Write and Edit in LAYERS! 


This practice is so liberating. 


First of all, most great writers crank 
out their first draft free flowing and 
FAST. They don’t make the mistake 
of trying to write and edit at the same 
time. This is a trap — it's like pushing on 
the gas pedal and the brake at the same 
time. And it's perhaps the single biggest 
cause of writer's block. 


Just get clear on your outline or 
logical points and then let the writing 


flow urcensored. 


Then when it's time to edit - many 
writers find it helpful to edit in layers. 
Meaning this: you first edit just for 


content and clarity. Fix the parts that 
don't make sense. Add or cut parts that 
should or shouldn't be there. Reorder 
sentences that don't fit or flow together. 
This first layer is all about having the 
right content and good clarity. 


The second and third layers of edit- 
ing are where you add more speed and 
liveliness to the writing. You do this 
by substituting weak verbs for stronger 
ones. By making sentences tighter and 
more powerfully phrased. This will 


make each sentence quicker, easier to 


read and more impactful. 


You can also break up any para- 
graphs that are too long, reword your 
subheads to make them more explosive 
— whatever it takes to make the copy 
come ALIVE. 


And it's here again that you really 
want to make sure vou're in an ener- 
getic state — try to sit up straight, focus 
hard and really FEEL how quickly the 
copy is moving. Put some intensity into 
your body, mind and let it gush out onto 
the page. Look for anything in the copy 
that doesn't match the level of intensity 
you're looking for and either fix it... or 
REMOVE it. 


MOMENTUM FACTOR #9: 
Give Your Copy 
an Emotional MAKEOVER! 


This one is HUGE. And it’s the per- 
fect place to use the Emotional Trigger 
Words book you got FREE along with 
this course. 


Once you've nailed down the 
dominant resident emotions you'll be 
stimulating in your piece. you can look 
through the sections that list the trig- 
ger words of those emotions. If you’re 
targeting fear. betraval and anger - you 
can look those emotions up and see 
which words fit best. Look for places 


pi 
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where you can strategically add/substi- 
tute them throughout your copy. 


In fact. while editing you'll come 
across lots of words that feel flat and 
lifeless — yet you really don't know 
the right substitute. A thesaurus can 
sometimes help. but those words aren't 
always optimum for hard-hitting sales 
copy. 

However, when you KNOW your 
copy should carry a certain emotional 
feel. you’ll quickly spot powerful sub- 
stitutes in the section for that specific 
emotion ... right inside the Emorional 
Trigger Words book! 

For example. you'll find yourself 
changing words like: "False ... to... 
Deadly. disgraceful lie" or “Hurt ... to 
... Slaughier” or "More energy ... to ... 
electrified” and so on. Now imagine if 
your entire promotion were laced with 
these visceral, emotional words! How 
much more thrilling and fast-paced 
would your copy be? 


Know this: The amount of emotion 
your copy carries — and therefore the 
liveliness and feeling of momentum it 
has — depends heavily on your emotion- 
al word choices, This book makes ita 
total cakewalk — be sure to check it out. 


But unti] that point, ] recommend 
taking your copy and putting it next 
to a world-class control with the same 


emotional feel you're looking for. For 
example, if you're writing a “conspira- 
cy-twpe" package ... you'll usually be 
using words that trigger emotions like 
anger. betrayal, greed, revenge ... so 
vou want to scan tbe control you've got 
and look for words and phrases you can 
steal and put into your copy. 


Your goal is to replace the weaker. 
flatier words in your copy with the stron- 
ger ones you see in the winning package. 


If this was my task. I'd take a letter 
like you see on Figure 15-6 and look 
for better ways of getting the emotional 
impact. Notice the phrases like ... “not for 
public release” ... "vested interests” ... 
"billion dollar drug gianis™ ... “they can't 
silence” — each drives home the feeling of 
conspiracy. And this is only the first page! 
Going through an entire package like this 
will give you scores of words and sen- 


tences to use in your own copy. 


This technique is ethical. simple and 
effective — nearly all great copywriters 
have used it to create huge breakthroughs. 


MOMENTUM FAGTOR #10: 
Read it OUT LOUD! 


Another really powerful tool is to 
check the momentum of each draft by 
reading it aloud. Mark the places where 
you — as a reader - begin to become 
distracted or bored. 


rec SSCS 
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Report fre 


Health Sciences Institute s Spring 2006 


The Greatest New 


Medicines of Our Time 


Dear Friend of Natural Healing: 


Freedom of speech is theoretically protected 
under the U.S. Constitution. 

But even some of today’s most courageous 
alternative doctors dare not speak publicly about 
the lifesaving new medicines they've discovered. 
These are not the familiar "natural remedies” you 
read about elsewhere and... 


Vested interests 
will do ANYTHING to prevent 
them from reaching YOU 
FACT: The FDA has lately been threatening 
and ruining producers of cutting-edge natural 
medicines simply for printing the truth about 
what they actually do. That's exactly what 


un 
in 
ES 


billion-dollar drug giants want... 


But they can't silence all 90,000 of us! 


We're Health Sciences Institute (HSI)—an 
international network of over 90,000 doctors, 
researchers and health-conscious consumers 
like you who support alternative medicine. In 
this privately circulated report, we're breaking 
the silence about the greatest new medicines of 
our time... 


And we've just granted you 
a Guest Membership.. 
So that you and your loved ones can freely 
share in these miracles right now... 


(Continued on page 2 inside...) 
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Then read vour ad again — this 
time, imagining that you are in a busy. 
noisy kitchen and dinner needs to be 
ready in the 30 minutes. Kids are yell- 
ing. the phone's ringing, the TV's on. 


Once again. mark any sections that 


begin to lose you. 


Each of these sections will kill read- 
ership and response if they re still there 
in the final draft. Edit them or cut them 
out. 


It's even more effective if you have 
somebody listen to you as you're doing 
it. They'll notice things you can't see 
and can offer valuable feedback. 


Then just make the necessary 
changes — often by using the other 
techniques I've outlined in this chapter 
— until you can read it out loud, and it 
all flows quickly and smoothly. 1 assure 
you, do this enough and your copy will 
begin to sing. 


MOMENTUM FACTOR #11: 
Make Each Section 
Progressively SHORTER! 


Making each section of copy shorter 
than the one before is a little known 
way to create momentum. 


For example — let’s say you have to 
make ten key points in order to com- 
plete the sale. You could spend 1 1/2 
pages making your first point ... 1 page 


making your second ... 3/4 of a page 
making your third ... 1/2 page making 
your fourth ... and then wrap up ihe 
final six points in a series of bullets 


covering a single page. 


Clayton does this all the time in his 
promotions for the financial market. 
The editor may have 7 blockbuster 
stocks, guaranteed to produce windfalls 
over the next 12 months. When he's 
romancing them, he'll spend the most 
amount of time on the first one — really 
selling the hell out of ít. Then a little 
less on the second one. And so on. 


Why do this? Your prospect feels 
like he's moving through each section 
faster and faster, that each point is get- 
ting easier to read and understand ... he 
feels like he's quickly accomplishing 


something! 


As a writer, you must be sensitive to 
the amount of time it takes to read long 
copy. A 24-page magalog will typically 
take 45-60 minutes to read all the way 
through! A copy-dense 16-page letter or 
website may take 30-40 minutes. Either 
way, our prospect's attention span will 
be tried and will get shorter with each 
turning page. Fatigue will almost cer- 
tainly set in. 

But making each section shorter 
helps counter this tendency and increas- 
es the odds that he'll stick with you all 
the way to the order page. 
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How the Masters Combine 
Ail These Secrets 


Gene Schwartz is one of the all-time 
masters of writing with momentum. 
Here's a sample from one of his block- 
buster space ads with the headline, "The 
British Miracle That Creates Super 
Plants." It’s a perfect example of using 
connective words to tie paragraphs to- 
gether and then lead np to an explosion! 


Here's the first paragraph: 


OB RAK k 


"And then — the most re- 
markable part of all! When these 
fantastically beautiful plants 
have reached their full glorious 
height and strength, simply drop 
another Magic Pellet next to 
them! These tmy English pel- 
lets automatically liberate still 
more wonder-working ingredi- 
ents! These final concentrated 
stimulants pour into your roots 
— carried up through the stems 
and trunks and branches of your 
plants — are finally delivered to 
the great giant flower buds at the 


top of those plants.” 


gud 


The above paragraph is especiaily 
revealing because it begins by bla- 


tantly breaking a rule of grammar. It's 


à sentence fragment ~ beginning with 

a bucket brigade word (And) — plus 

it doesn't even have a verb! But notice 
how it stil] powerfully holds your inter- 
est and excitement as he moves to the 


next point. 


The next paragraph increases the 
tempo further: 


ae 


“And when those precious in- 
gredients reach those ripe buds — 
THEN YOU WILL BE BLIND- 
ED BY THE EXPLOSION OF 
COLOR THAT GREETS YOU 
IN YOUR GARDEN! 


see fe kok 


The tempo is building here. Which 
sets up a very powerful subhead that really 
snaps the reader into complete attention: 


FLOWERS SO BEAUTIFUL 
YOU CAN HARDLY 
BELIEVE YOUR EYES!” 


This is fantastic writing! Just like 
in a great action movie, it builds and 
builds up to an exciting, explosive burst 
of energy that increases and sustains the 


momentum of the copy. 


In another ad, Gene began each suc- 
cessive new sentence or paragraph with 
the following lines: 


“But this is only the beginning!” 
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“And then ask him - wishout his 
ever hearing them before, and 


without going to the dictionary 


"And now turn fo page 166 
— and break mathemaiics wide 
open for him!" 


*Yes! Teach him this one five- 


minute secret!” 


"Now Watch Him Shine In 
Math, English, Science!” 


“Think of it! From this moment 
on, in only five short minutes a 
day.” 


Are you starting to see the power 
of this process? How he uses the con- 
nective words — the bucket brigade — to 
tightly connect each paragraph and 
progressively build momentum. And 
then peaks this process with an explo- 
sive subhead that jolts the prospect's 
attention to yet a higher level. Then it 
subsides a little. only to return to the 
building process again. 


This is a very high level of copy- 
writing. but worth every minute spent 
mastering it. This is also probably why 
Gene could only write for 33 minutes 
at a time without taking a break, Writ- 
ing with this much intensity is HARD 
work. Tt takes a lot out of you and is 
much easier to sustain in short bursts, 


Starting Of with an 
Emotional Wallon 


On Figure 15-7, you'll see Clay- 
ton’s “7 Horses of the Coming Stock 
Market Apocalypse” promotion for 
Weiss Research. It does a fabulous job 
of illustrating several of the principles 
we've mentioned here. 


First off, it really starts off with a 
BANG! This headline allowed Weiss 
to mail in the millions because of how 
it viscerally connected with the fears 
investors were experiencing at the time 
of mailing. 


The deck copy tells the reader 
that it’s inevitable — the most painful 
crash of his lifetime is STILL AHEAD 
— explaining that there are 7 reasons 
why the Dow is about to be chopped in 
HALF. 


Then the lead paragraph makes a 
shocking claim ~ that the “ghosts of all 


the financial crises of the past 30 years 
are returning to shock Wal! Street once 
again!" Just notice the powerful emo- 
tional words he uses on the very first 
page. Words like ... ghosis ... shock ... 
wreck ... disaster ... slammed ... debacle 
-~ Collapse ... bust ... crises ... gutted ... 
vaporized ... rearing their ugly heads ... 
painful ... and more! 


The combination of the dominant 
emotion headline, solid deck copy and 


SSS M 
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An eye-opening warning From Martin D. . Weiss, Pn. 


— who helped his. 


2 clients to profits of up to 929% during the recent tech wreck: ‘Beware of the E 


7 HORSEMEN 


OF THE COMING 


STOCK MARKET 
APOCALYPSE 


These 7 emerging crises have now GUARANTEED 
that the most painful stock crash of your lifetime is STILL AHEAD! 


In this report: 


E 7 Reasons why the S&P 500 and the Dow will be chopped in HALF and the Nasdaq 
will be crushed to below 800 in the most painful stock crash since 1929 ... 


Æ What you must do immediately BEFORE November 15, 2001 to preserve your 


wealth and .. 


Bi How you can is up profits of 211%... 
INEVITABLY soar at times like these! 


By Marun D. Weiss, Ph.D. 
Founder & President, Weiss Research 


into stocks — the ghosts of all the financial 
crises of the past 30 years are returning to 
| shock Wall Street once again! 


J ust when you thought it was safe to get back 


| As investors, you and I have been through a Jot 
in recent years: We've witnessed the Tech Wreck of 
2000 ... the Debt Disaster of 1998 ... and the Asian 
Crisis of 1997. 


And don't forget how stocks got slammed 
by the Energy Crisis of the 1970s .., the Real Estate 
Bust of 1974 ... the Bond Market Collapse of 1979- 
80 ... the banking/S&L debacle of the 1980s ... and 


500%... 


with investments that 


up to 929% 


when the Gulf War of 1991 drove oil prices through 
the roof. 

Each one of these crises gutted investment values 
— and each one vaporized the prosperity, the finan- 
cial security, and the retirement dreams of millions. 

Now, these economic nightmares are once again 
rearing their ugly heads. Even worse; All 7 are 
rapidly converging upon the US economy — and in 
the next few months, they will simultancously slam 
into Wall Street, triggering the most painful economic 
collapse since 1929. 


Please turn... 


n 
p] 
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onslaught of visceral fear words help 
this promotion start off very quickly. 
From that point on it’s an easy job to 
maintain it! 


How to Build Tempo with 
Each Successive Line 


Here's one from Clayton's "Dump 
These 25 Lousy Stocks NOW!” control. 
I's featured on Figure 15-8. The theme 
is very advertorial in nature. promising 
to reveal and explain the flaws in the 25 
most dangerous stocks available right 
now. 


The first thing 1 want you to notice 
is where he ups the tempo with a more 
energized subhead: 


So some nights you toss and turn. 
Other nights, you can’t sleep at all. 


In times like these, it pays to 
own ONLY the strongest, saf- 
est rated stocks available! 


Do you see how, in the larger para- 
graph preceding the bolded statement, 
the tempo and tone was medium-paced. 
Then there’s a quicker. two-sentence 
paragraph. And then finally how the 
very strong, explosive subhead (in bold) 
stands out and ups the tempo. 


Also notice how, a few paragraphs 
down, Clayton jumps into two different 
bullet points. Each bullet emphasizes 
the difference between weak stocks and 


strong stocks in the market right now. 
And each bullet makes the text more 


readable and quick to get through. 


One of the Best Examples 
from the Web 


Here's a really killer piece of copy 
from the web and it’s a fantastic exam- 
ple of many of the points I’m making in 
this chapter. I’ve selected it to show vou 
that these principles apply and work 
like gangbusters online as well. 


Just look at the headline: 


sR 


Notorious “Death-Metal” 
Bodyguard Reveals 
The Simple Secrets Defeating 
Huge... Pumped-Up... “In- 
sane” Attackers — 
Even MULTIPLE Opponents 
— No Matter What Your Size 
or Strength! 


Best Part... It’s all RISK 
FREE To You ... Plus You'll 
Get That Incredible $49 “Get- 
tin’ Ripped” Video FREE: 


oko AGH 


First. notice the powerful “hook” 
that draws you in (Notorious “Death- 
Metal” Bodyguard) and then amplifies 
its visceral power by promising to help 
the prospect defeat “Huge... Pumped- 
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The #1 Secret Of “WIN-WIN” Investing: 


Dump These 25 Lousy 
Stocks NOW! 


Martin D. Weiss, Ph.D. 


whose independent, conflict-of-interest-free 


stock ratings are now offered by Wall Street’s biggest brokers — 
names 25 “household name” stocks you MUST sell NOW! 


PLUS: GROW STEADILY RICHER 
by investing confidently in STRONG 
stocks that could hand you gains of 


215.2% ... 301.2% ... 408.4% ... 


up to 496.2%. 


By Martin D. Weiss, Ph.D. 


ee if this sounds 
familiar to you ... 


You long to become financially 
independent. But you're not there yet, 
and that means you have no choice but 
to Keep your wealth invested. So. like 
nearly 100 million other Americans, you 
have money in the stock market. 


You're cautiously optimistic. 
Nevertheless. you hope that your stocks 
won't be among those that will be harn- 
mered as the Fed continues jacking up 
interest rates or as the economic recov- 
ery falters. You pray that your stocks 
won't be vulnerable to awakening infla- 
tion, rising energy costs, or God forbid, 
the widely-anticipated al Qaeda strike 
before the inauguration in January. 


At the same time, you're painfully 
aware of the well-hidden land mines that 
may lay in wait for you along the road 
ahead. You want to trust the big Wall 
Street brokers who gave your stocks 
their “buy” ratings. You hope you can 
trust the CEOs who oversee your stocks’ 
earnings reports. 


360 


But still, you have serious lingering 
doubts. After al: They lied to you before, 
and it cost you. And you know by painful 
experience that — if they're lying again — 
all it would take is just one more earnings 
scandal... or one more brokerage scandal 
... to wipe away all your recent gains. 


So, sorne nights, you toss and turn. 
Other nights, you can't sleep at all. 


in times like these, it pays to own ONLY 
the strongest, safest-rated stocks available! 


The fact is, if you're not worried about. 
tbe safety of your investments now. you 
haven't been paying attention. 


Day by day, the stock market is 
growing increasingly schizophrenic — 
with poor companies getting poorer and 
rich companies getting richer. 


E Most WEAK stocks — companies 
with high debt, low or no earnings, 
unreasonably high valuations and other 
major risk factors — are cratering. 


Examples: In the past year alone. 
companies like Nexell Therapeutics, 


Please Turis 
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Up ... "Insane" Attackers - Even MUL- 


graph strongly connects to the previous 
[IPLE Opponents” ... no matter what one with the phrase, “But his size and 
your size or strength! That's Speed 

Factor £2. starting off with a BANG. 


This headline creates strong driving 


strength doesn't matter one bit." Then 
it quickly builds on Parra's ability (with 
the implied promise of transferring 
them to the prospect) moving inevitably 
lo a powerful subhead that bumps up 
the tempo and interest. 


momentum leading into the running text 
of the copy. 


And below it continues to describe 


the secrets you'll find in the program: 


TR Ok ok a 


The expert who will teach you 
these astonishing secrets is 
Mark Parra, At 44-years-old, 
he's just 5°8”, and maybe 150- 
pounds soaking wet. Not a big 
strong young man by any 
means. 


But his size and strength doesn't 
matter one bit. He's known by 
“insiders” around the world 

for his astonishing abilities to 
take down violent opponents 
TWICE his size — even if they re 
numbed-out on drugs and attack 
in groups. His skills are nothing 
less than astonishing and it's 
why he was ... 


Hand-Picked To Protect 
“Death-Metal” Band Members 
From Crazed Fans! 


spoke 


Now notice how the second para- 


The ad picks up: 


ok 


He did this during the now 
infamous *Megadeth/Pantera^ 
World Tour. If you've never 
heard of these musical groups 


don't worry — let me clue you in. 


These groups are two of the 
most insanely popular "death- 
metal” bands in the world. And 
to make matters worse — they 
toured fogether. You can imag- 
ine the kind of security night- 
mare that created. 


These “metalcore” concerts 
were literally packed with 
angry young “mosh-pit mon- 
keys" ... violent pasty-faced 
meth-heads ... and out-of- 
control headbangers whose vi- 
cious flailing and s/am-dancing 


are intended to ... 


Make Sure Everyone Is Left 
Battered ... Bleeding ... Or 
Worse! 
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ede 


WOW, This is momentum at its best, 
the words just race through your mind. The 
pace is accelerated with the very lively de- 
scriptions of these violent groups — a great 
example of using slang, jargon and emo- 
tional trigger words ALL AT ONCE. with 
powerful effect. Then, as we continue to 
see — the subhead is stronger, louder. shock- 
ing and momentum building. 


Just one last section of the ad before we 
finish this example: 


EREET] 


And a LOT more. Simple tips 

to developing your OWN “check 
list? to preemptive strikes ... the 
true art of using distance zones 

... knowing EXACTLY which at- 
tacker to deal with first ... secrets 
to re-directing force ... and more. 


There’s also a very cool section 

on “Improvised Weapons”. This is 
NOT your typical “grab a nearby 
stick” lesson. It’s absolutely unique. 


You'll discover: 


» Simple techniques to using a tacti- 
cal knife without permanent in- 
jury or death. Stun the hell out of 
him ~ then finish him, or just walk 
away. The choice is yours. 


» Howto use a common water bot- 
tle as an extremely effective blunt 


trauma weapon. Sound bizarre 

— but Parra shows you exactly how 
this everyday item can suddenly 
take down anyone — of any size. 


» Numerous “wedge” objects that 
can turn your attacker's fingers into 
string cheese. Just a slight squeeze 
and they'll obey your every com- 


mand. 


» How to turn-on continual pain 
like flipping a switch. Use simple 
objects that “dig” into joints or 
muscles for painful submission 
moves that'll instantly have YOU 


dominating the situation. 


» Pocket objects that can be used as 
“looseners” to release any lock or 
hold your opponent can throw at 
you. He'll NEVER be able to hang 
onto you. 


And a LOT more. Plus tons of 
tricks designed to reduce legal has- 
sles, blood exposure as well as for- 
midable blunt-trauma tips to make 
sure YOU'RE the one who waiks 
away — (although he may have to go 
to the hospital). 


dope 


Notice how vivid, specific and tightly 
writen these bullets are. Each one is so easy 
to read, the time passes in the blink of an 
eye! And observe how colloquial the lan- 


guage is. It continues: 
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sak 


This “Brutal Headbustin’ Se- 
crets” is mega-powerful info. 
Like I said, it’s the SAME 
system that Parra used on tour 
every single night — along with 
a lot more other “dirty tricks” to 
help you fight and WIN against 


anyone ... anytime. 


Look ... if this “fool proof” 
system worked for Parra — day- 
in and day-out — to protect his 
clients from crazed *mosh-pit* 
rowdies and cranked-up violent 
fans then ... 


Tt Will Certainly Work 
To Protect Your Family. 


ook ok ok 


The last two sections are literally 
bursting with the secrets we’re discuss- 
ing in this chapter! They begin the 
first paragraph with the bucket brigade 
phrase, “And a LOT more.” It makes 
full use of the powerful, hard-hitting 
bullets by grouping them according to 
specific theme (improvised weapons). 
This makes them more coherent and 
meaningful. And of course, the bullets 
are absolutely killer - LOADED with 
power verbs, emotional trigger words, 
benefits and intrigue — they’ ve really 
got it all. 


Then in the very last two lines I’ve 


posted, it essentially says. "Look. if the 
secrets work for this small, older guy 
defending against a vicious, angry mob 
... they're sure to work for vou." And 
that's the logical foundation of the argu- 
ment he's making. It’s the whole reason 
the writer spent all of the time building 
up Parra's meager physical frame, the 
danger of the vicious mob and the self- 
defense secrets it took to defeat them. 


Because once the prospect could 
agree with all of this, he'd almost be 
FORCED to agree that he could use 
these same secrets to protect himself 
and his family from just about anyone. 
So this airtight argument helped to 
rapidly advance the copy's progression. 
It also gave the prospect little room to 
doubt the benefits — as the writer was 
quickly building to the conclusion. 


The more you see how these mo- 
mentum factors work together, the 
easier it becomes to supercharge vour 
copy each time you pick up your pen. 
Thcy literally feed off each other and 
whenever you look closely at great 
copy ~ copy that MOVES — you'll un- 
doubtedly see them! 


Another Killer Example 
from the Web 


Here's the last one we're going to 
cover. It’s another great piece of web 
copy with the headline: 
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Canadian Sports Doctor Notice just about every element 
Reveals Amazing Diet Secret we’ ve described here: 
That Replaces SteroidsAnd 1. The strong. visceral headline tied 


Forces Your Body To Melt Fat 
Like Butter In A Microwave! 


directly into the core desires of the 
prospect (build muscle, burn fat) ... 


Does on finally ready TO mrii 2, The hard-hitting deck copy (right 


below the headline) has emotional 
words like frighteningly and envy 


your body into a tight, lean and 
almost frighteningly-powerful 
muscle-stoking machine that 
makes “juice-heads” faint with 


... Slang like “juice heads” ... plus 


introduces killer benefits ... 
envy ... plus have an endless 
The very early subhead (^You're 


ive) 


surge of natural energy 3 times 


the level you have now? This Going To Think I'm Completely 


: g am ; 
important message will change Crazy!) that helps increase the 


your life forever! opening tempo ... 


A year from today, every athlete 4. The well-written running text with 


and bodybuilder with any brains 
will see the truth of what I’m 
about to tell you. Right now, 
though... 


great sentence variety, benefits, 
intrigue and more ... 


Now It's Time to Put 
These Secrets inte Practice! 


You’re Going To Think Pm 
Completely Crazy! Now that you've got the secrets for 


" ; creating momentum — USE them! 
I don't care. I know what l ye 


got here. and it’s just too mered- Apply these secrets to make read- 
ible to keep a secret any longer. ing your copy feel swift and effortless 
And if you'll give me just 5 — whether you're writing a fear-driven 
short minutes to tell vou what investment piece, a sensitive fundrais- 
the “insiders” in bodybuilding ing letter or greed-based business op- 
already know... well, my friend. portunity package. 

I believe you'll be happy to You know the feeling — when you 
have people call you “crazy” get so totally engrossed in something 
too! and time seems to pass quickly without 
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noticing it at all. One hour seems like 
ten minutes! 


THAT'S the feeling you're looking 
for. And it’s exactly what these tech- 
niques will bring to your copy as you 


begin to master them. 


I suggest you begin practicing each 
of these things immediately — they're 
all proven to work and can’t help but 
increase the momentum and impact of 


your copy. 


Over time, they'll start becoming 
second nature and you'll hardly think 
about them all. 
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Chapter 15 Action Steps 


Momentum 


From the moment a prospects eyes first 


fall upon your promotion, a timer starts ticking 
in his head. If your copy lacks momentum ... 
if it ever fails to move quickly enough ... it’s 
literally like a bomb goes off that destroys all 
the great work you've done. Your chances of 
making the sale are blown to smithereens! 


That's why you must always do your best to 
apply these Momentum Factors to your Body 
Copy: P | 


1. Putyour back into it ... and "bring it^ 
every time you sit down to write. 


tO 


Start off with a bang. 
3. Make sure you're going someplace. 


4. Use lots of colloquial words and phrases. 


Un 


Mix up the fempo. 


a. Havelots of short, snappy sentences 


mixed into paragraphs. 
b. Have some one-sentence paragraphs. 
c. No paragraph should ever be too long. 


d. Havea subhead every 5-10 paragraphs 


max. 


6. Create bunches of bullets. 


p 
m 
RO 
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7. Use the bucket brigade like: 


a. “and... so... plus... in addition ... 
not only ... because ... but ... once ... 
there's more ... again... that’s why ... 


that’s not all ...* 
8. Write and edit in /ayers. 


a. Youhave your outline or logical 
points. so just write the first draft ... 


uncensored. 
b. Then edit for: 
» Content and clarity. 
» Then for speed and liveliness. 
9. Give your copy an emotional makeover. 
10. Read it out loud! 
11. Make each section progressively shorter. 


Now I understand there was some repetition 
is this chapter, but let me remind you of its pur- 
pose. The steps given enable to you go through 
the body copy that you just wrote in the last 
chapter ... touch it up or enhance it wherever 
possible ... and make sure that it has the great- 
est degree of speed and impact possible. 


So your task is to re-read your body copy at 
least 1-2 times with these principles and action 
steps in mind, making changes as you see fit. 
When you're confident the copy reads with the 
highest possible level of momentum. you're 
ready to start thinking about your bullets. 
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How to Write irresistible 
Bullets and Fascinations 


In this Chapter... 


m How several of the world's highest-paid copy- 
writers begin their promotions (this is so easy 
to do, and gives you TONS of great content to 
work with as you write your copy) ... 


m The21 most effective bullet formulas yet 
discovered — just simply substitute your own 
product or service into these formulas and 
you'll have world-class bullets in no time! 


m The powerful “Makepeace Makeover” process 
that transforms weak bullets into strong ones, 
in a matter of minutes ... 


a And much, much more! 
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hy should you read 

~ and HEED - the se- 
crets [ reveal through- 
out this Chapter? 


Simple: Because the ability to write 
great bullets and fascinations is one of 
the most powerful skills you'll EVER 
acquire as a copywriter. And the ability 


10 recognize both good and bad ones is 
essential to being a great direct response 


entrepreneur or marketing director. 


Don't believe me? Just scan through 
a stack of controls. You'll find TONS of 
sales letters and even larger promotions 


based almost entirely on great bullets 
and fascinations. This is especially true 
when selling books - like Boardroom 
and Rodale do through the mail, and 


like many Internet marketers do online. 


Just about every great A-list 
writer has developed the ability to write 
world-class bullets and it’s rare to see 
a big package without at least 10-20, if 
not many more. 


Why is this so? Because bullets and 
fascinations are often the very strongest 
way to convey your benefits. A well 
written series of bullets can often ac- 
complish what pages of benefit copy 
cannot, 


Even though bullets and fascina- 
tions nearly always offer benefits ... 
GREAT ones do much more than that. 


The best bullets and fascinations 


typically do the following: 


» 


» 


» 


» 


» 


» 


» 


» 


Powerfully stimulate curiosity and 


intrigue ... 


Seduce your prospect to read, read, 
READ! 


Build desire — little by little - by 
creating the urge to “know” the 
secret your bullet promises to 
reveal ... 

Seize your prospect's attention 
and keep him zooming through the 
copy ... 


Make your sales message more 
readable (which ahvays boosts re- 
sponse!) ... 


Pump up your promotions with 
more variety and prevent the disas- 
trous “flat” benefit syndrome ... 


Crush "headline block." instantlv 
delivering a wealth of fantastic 
headline possibilities ... 


And much, much more! 


How to Write Bullets that 
Make it IMPOSSIBLE for 


Your Package to Be Put Down 


Writing great bullets and fascina- 


tions is truly a science. It’s about taking 


all the right tools and then assembling a 


little powerhouse of desire. 


On 
ES] 
e 
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If you're writing them for a book 
or a premium booklet. vou'll typically 
begin by researching the daylights out 
of your subject. 


Legends like Gene Schwartz would 
begin reading a book multiple times. 
highlighting key points and tidbits with 
each read. Then he'd have his secretary 
or a typist type up all of his notes (which 
would often add up to a 60-70 page 
document!) Finally, he'd organize the 
research information and begin filling 
in the running text, creating the fascina- 
Lions as they came to him. 


Others have a slightly different ap- 
proach. Clayton's good friend and seven- 
figure writer Parris Lampropoulos begins 
by going through his research and writing 
as many as 700 fascinations. Talk about 
discipline! He'll probably only keep about 
100 of them, but Parris likes to have about 


seven times more than he could ever use. 


This is an elite strategy because it 
guarantees that every bullet or fascina- 
ion that makes it into the final draft is 
exceptional. He gets to select strictly 
rom the “cream of the crop” rather than 
some good ones and a bunch of me- 
diocre ones, (I’m sure you've seen this 
problem - especiallv online — where 
you're reading a long string of bullets 
and 3 out of every 4 are mediocre, at 
best. You can bet the writer didn't write 


seven times what he needed and then 
select his very best!) 


In looking at Parris's packages, 1 see 
how this also gives him so much variety 
in his bullet sections, making them more 
intriguing and enjoyable to read. This is 
crucial — especially in promotions that in- 
volve lots of fascinations — because even 
just one or two bad ones can cause your 
prospect to start “skimming.” In some 
cases, a few bad bullets alone can get 
your promotion tossed! 


Remember - 
Your #1 Joh is te 
Keep Your Prospect READING! 


As you know, the fundamental goal 
in copy is to MAKE THE SALE: and. 
without a doubt, the BEST way to do 
that is to keep vour prospect reading. 


Have you ever noticed when you're 
reading sales letters ... if you read or 
study a good one from cover to cover 
... You start feeling like you WANT the 
product? That's the magic of long copy! 
But it ONLY works if you KEEP your 


prospect reading all the way to the end. 


That's why Clayton constantly talks 
about systematically weeding out “weak 
links” in your copy — because weak links 
cause you to lose readership, And ulti- 
mately cause you to lose sales. Because 


www.rmakepeacetoraipackage.coim 571 


The Ultimate Desktop Copy Coach 


they're so easy to read. bullets can be the 
deadliest of weak links. 


This is also why, if you bore your 
prospect with dull or repetitive bullets, 
the best case scenario is that he starts 
skimming and scanning (the opposite of 
what you want). This is one step from 
putting the letter down or throwing it in 
the trash. 


So you want to make sure you 

vary your bullets in such a way that 
your copy has a natural flow and that it 
doesn’t feel artificial. Which means you 
want some bullets long, others short, 
some bullets blind and others where 
you reveal the full secret your prospect 
can use immediately. 


Reading through the bullets should 
give your prospect an exciting feeling. 
Almost like he’s on a roller coaster 


ride and doesn't know which way he's 
gonna be turned next. 


If you can get your prospect through 
along series of quality bullets/fascina- 
lions. your chances of making the sale 
shoot up exponentially! 


How to CRUSH 
“Headline Block" for Good 


Here's another really powerful ad- 
vantage you'll have when you become 
a great bullet/fascination writer. Having 
an army of killer builets/fascination at 


your disposal gives you a whole slew of 
fantastic headline ideas and possibili- 


ties. 


You see, when promoting an infor- 
mation product, some of the very best 
writers in the business will often begin 
their writing process with bullets and 
fascinations. They'll go through their 
research and benefits, then write bul- 
let after bullet that teases the prospect 
about what he'll discover inside the 
program. 


Doing this not only gives you tons 
of great bullets to use in your body 
copy, it does something else: When 
it’s time to write your headline, you've 
literally got dozens ... if not HUN- 
DREDS of wonderful possibilities! 


One of the best recent examples of 
a winning headline that began as a bul- 


let is from the control for Bortom Line 


Personal: 


» How Doctors Stay Well While 
Treating Sick People Al! Day 


This was simply the most intrigu- 
ing, benefit-based bullet out of many 
hundreds written by Parris. If you no- 
tice, it also hints of “proof” because it 
references doctors, (We'll discuss the 


need for proof/credibility in your bullets 
more in just a second.) 


To work the same magic in your 
own writing, just write TONS of bullets 
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covering every shocking. fascinating and 
emotionally stirring piece of informa- 
tion you have, When you're done, vou Il 
almost certainly have at least a few very 
good headlines in there — and probably at 
least 1-2 GREAT ones! 


21 Proven Bullet Formulas 
Revealed by the Best Writers 
Inthe Business 


After scouring hundreds of controls 
looking just for bullets, here re the main 
types I’ve discovered: 


Bullet Formula #1: 
The "how to" hullet 


This is probably ihe single mos: 
popular type of bullet/fascination and 
you see loads of it, both online and off. 
lt works because we seem to have a 
natura] affinity and curiosity for “how 
to” information. That’s especially true if 
the “how to” information is tied into our 
deepest feelings and desires, That’s the 
key 10 making it work. 


» How to use the secrets of 
"loading" your body for 
maximum power! (Traditional 
swings rob you of this potential 
power — while the Triple Coil 
Swing actually increases it 
two-fold!) 


» How to make yourself safer 


than 89% of other car passen- 
gers — page 389. 


» Howto rub your stomach away. 
The simplest and most natural 
way to lose weight is by this 
effortless two-minute exercise. 


Bullet Forula #2: 
The “secret to" bullet 


This formula is perfeet when you 
have a piece of information not com- 
monly known — something that can be 
legitimately called a “secret”. Typically 


the “secret” is centered on “how” your 
prospect will get the benefit. Be careful 
not to overuse this idea, however, or 
your prospect will become excessively 
skeptical. After all. if everything is à 
secret then each one becomes a little 
less unique and enticing. These bullets 
MUST be based on information not 
commonly known and varied for maxi- 


mum impact. 


» The secrets of “Single Finger” 
takedowns ... using moves 
that are indefensible even by 
a larger and more experienced 
opponent! 


» Little known secrets that can 
Sieer you to tremendous profits 
in gold ... even if bullion drops 
to $250 an ounce! 


al 
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» The secret of “that schoolgirl 
complexion” revealed! This is 
the natural compound you must 
have for health, beauty and long 
life. Develops that youthful 
beauty from within. 


Bullet Formula #3: 
The "Why" bullet 


This bullet is idea] for building 
intrigue. Essentially, you're promising 
to reveal why something is a certain 
way — with the implication that know- 
ing why will make a difference in your 
prospect's life. So make extra sure the 
info your promise presents is ... 

(a) something your prospect is instantly 
curious to know more about and 
(b) directly beneficial in his life. 


» — Why — if this disaster strikes 
the US - you'll pay up to 16 
times more money for cheap 
imitations of your favorite 
supplements — and why that's 
the good news! 


» — Why up to 70 percent of all 
poisonings happen to children 
under five. And the best pre- 
vention of them all. Page 34. 


» — Why you can't trust your pen- 
sion fund: Dirty tricks they 
play with your money — and 
how to stop then COLD ... 


Bullet Forumia #4 
The “What” bullet 


"What" bullets work well in two 
ways. First, they can give your prospect 
very specific instructions for action 
(“What you MUST do now to avoid ..."). 
Second, they often offer him elusive, 


valuable information (* What doctors 
don’t tell you about ...”). Both do a won- 
derful job of bumping up the perceived 
value of the information, while at the 
same time hiding it for added curiosity! 


» What you must do immediately 
before November 15", 2001 to 
preserve your wealth and ... 


» What vou must do at once if you 
receive a mild shock when you 
touch an electric appliance — page 
26. 


» What the Corporate Fat Cats 
don’t tell you about their 
CoQ10 supplements ... 


» What to watch when you're 
eight feet apart (it’s NOT his 
eyes —a terrible mistake most 
fighters make that gets them 
hurt) ... and what to watch 
inside the two feet “crunch 
time zone" ... to keep youa 
precious step ahead of even 
superbly-trained fighters! 


n 
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You can see more great examples of 
the “How to" ... “What” ... and “Why” 
bullets on Figure 16-1 (The Safe 
Money Investor Service) in the FREE 
GIFT #1 sidebar. As you'll soon see, 
sidebars can showcase your best bullets 
with tremendous impact. 


Bullet Formula #5: 
The “What NEVER" bullet 


If you’ ve ever read a Boardroom 
promotion, Fd bet big money you’ve 
seen this type of bullet. They popular- 
ized it with the following bullet that 
became a blockbuster headline: 


» — What never to eat on an air- 
plane. The dirtiest, deadliest 
airplane in the whole wide 
world. 


Here's another example: 


» What never to keep in your 
deposit box. Never. And how to 
stop the state from stealing it. 


This kind of bullet/fascination can 
be applied to many, many pieces of in- 
formation. It’s powerful because it alerts 
him of a possible mistake (tapping into 
the fear emotion). promises informa- 
tion that will protect your prospect from 
the mistake (benefit), and also builds 
curiosity and intrigue because he doesn't 
yet know the answer. If you're selling 
supplements, you could say, “What 


NEVER to take along with Vitamin C 
...” If you're in the investment market. 
vou could say, “What NEVER to invest 
in as inflation rises ..." The list could 


go on for miles. 


Along the same lines, you can present 
any other type of “What NEVER" infor- 
mation with leads like *Why you should 
not...” or "The absolute worst ..." or 
“What to avoid ..." — because the premise 
is exactly the same. Just play around with 
the different versions and see which works 
best for your information. Here are a few 
more examples: 


» Why you should not use soap 
any where but under the arms 
and on the genitals. Page 37. 


» The absolute worst time for 
your body to do paperwork or 
read. Page 26. 


» The One Place NEVER to 
Store Your Gold: It’s practi- 
cally an engraved invitation to 
thieves. Where to store your 
gold for maximum safety and 


convenience. 


Formula Bullet #6: 
The "PLUS" Bullet 


The "PLUS" bullet is a greed bullet 
— it gets your prospect into the mindset 
of more, more, MORE! Its structure 
isn’t terribly unique — essentially it’s 


ET 
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inlérmation. cail Toll-Free 1-800-236-0407 | 


my only loyalty is to YOU — NOT to 
greedy corporations. 


But as a new member of my SAFE 
MONEY INVESTOR SERVICE, 
you don’t have to pay $15 for each 
rating. You get the latest, most up-to- 
date edition FREE — in your compli- 
mentary copy of THE WEISS RISK 
RATINGS FOR 6,800 STOCKS 
AND 6,400 MUTUAL FUNDS! 


Gift #3 — a $79 value, FREE: 
Bis us profis et up to 1.000% 
— prca ln s DEBE market 
Once the lion's share of your 
money is safe — and safely growing 
— you're in a position to tum a little 
molehill of cash into a mountain of 
money with THE WEISS WIND- 
FALL STRATEGY! 
Fact is, THE WEISS WIND- 
FALL STRATEGY has been making 
my clients richer for years! 


It all started on Thursday, October 
15, 1987 — when 1 toid my subscrib- 
ers to go short the stock market. The 
very next day, the Dow fell 4.6%. 
And on the following Monday, the 
Dow crashed 22.6%, the greatest one- 
day stock market collapse of all time. 

Then, Tuesday moming, at the 
very bottom of the crash, ] told my 
subscribers to close out their short 
positions. 

When the dust settled, CTCR — 
an independent anatyst-rating service 
— said that investors following my 
advice would have made more money 
during the crash of 1987 than those 
following any other advisor they 
wacked. 

Little wonder: Based on our timely 
advice, $9,000 invested in put options 
to sell IBM shares could have raked in 
a 544% profil in the crash ... 

And anyone who had bought put 
options on a stock index would have 
piled up profits of up to 4,592% — 
enough to tum a $25,000 grubstake 
into a whopping $1.17 MILLION! 

WOW! I was so impressed with 
the profits this strategy offered at 
major market turning points, I gave it 


. “Wow Saved My -: 
Financial BUT TP: 


“Based on your 
recommendations, 

my portfolios are finally 
going substantially up 
instead of down. 

“You saved my financial 
butt, and the financial 
Jegacy I hope to leave to 
my children someday." 
— M. Obert, San Luis Obispo, CA 


$ 


B Why Today’s Fledgling Bank- 
ing Crisis Was Inevitable All Along 
and Why It Has BARELY BEGUN: 
| PLUS what you MUST do NOW to 
insulate your rnoney ... 


| What's Really Ahead For 
U.S. Stocks In 2003: 6 MORE cri- 
ses now threatening U.S. stocks — 
the truth that Wall Street establish- 
ment doesn't want you 1o see. 


E WhatYou Should Continue to 
Hold — and When to Take Your 
Losses and Move On: The quickest, 
easiest way to clear out the dead 
wood in your portfolio and det your 
money GROWING again. 


B The 100 Weakest Stocks in 
America: If you own anything on this 
fist of losers for 2003-2004, dump it 
NOW! 


B How to Survive — and Even 
Profit From The Coming Bank- 
ruptcy Avalanche: The "surprise" 
bankrupicies at Enron, Global Cross- 
ing, Kmart and other giant firms 
didn't surprise us one bit. In fact, 
they're just the first of an epidemic of 
corporate failures ahead! 


E How to Pile up a Fortune in 
the Next 24 Months with Strictly 
Limited Risk: How you can use 
Stock market crashes — and sur- 
prise rallies — to rake in profits of 
up to 307%, 


fl And MUCH more! 


a name; "THE WEISS WINDF: 
STRATEGY.” And I even founded a 
premium advisory service to help 
investors take full advantage of it. 


Today, thousands of investors pay 
$5,000 per year for that service. 


But you don’t have to cough up 
$5,000 to see how it's done. I'm going 
to give you our complete suategy 
FREE — in your FREE copy of THE 
WEISS WINDFALL STRATEGY. 


And with all the problems now 
lining up to bauer U. S. stocks, I 
expect THE WEISS WINDFALL 
STRATEGY wil] make my clients — 
including YOU — richer than ever in 
2003-2004! 


Gift #4 — a $79 value, FREE: 
Spot the next sector te eragb  . . 
and even pici te botiem 
wien It realy comes? 
Every time stocks show the tiniest 
sign of life, Wall Street gets giddy. 
Hordes of Wal] Street's most 
notorious stockpushers line up to 
declare that “we've seen the bottom.” 
And they swear on a stack of Bibles 
that it’s time to buy stocks again. 
You've seen it over and over again 
— when bursts of optimism drove the 
Dow into a rally: Trusting souls dug 
deep into their bank accounts to throw 
good money after bad, spending what 
little they had left on stocks. 


Please turn ... 
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just one of the other formulas with a 
PLUS at the beginning. PLUS bullets 
work best at the end ofa list, helping 
finish with power and momentum. 
Here's an example from some of 
Clayton's financial self-mailers: 


» PLUS - How to turn the tables on 
them: Insulate your wealth and then 
USE their treachery to lock-in profit 
potential of up to 362%! 


» PLUS my complete list of 1.837 
companies that we suspect of fudg- 
ing their earnings — make sure your 
stocks are NOT on this list! 


Bullet Formula #7: 
The “Number” bullet 


Use this kind of bullet when you 
can group together multiple ways of 
doing something, multiple secrets or 
multiple reasons why something wil] 
happen. It’s a great way of condensing 
unique information into a value-added 
team of enticing secrets, methods or 
ways of delivering a desired benefit. 


» Four ways to stimulate the 
body to release its own natural 
painkillers. 


» The seven little-known signs of 
internal bleeding and what 10 
do about each — page 4. 


» The world’s two most power- 
ful inflation fighting strategies: 
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PLUS the stocks that can hand 
you gains of up to 562% as in- 


lation returns ... 


» 3 often overlooked investment 
vehicles that can make you up 
to 10 times richer when the 
next earnings scandal bursts 
into the headlines. 


Bullet Forumia #8: 
The "Right .. WRONG!” bullet 


There are times when vou Il be able 
to bank on your prospect having certain 
assumptions. That's where this kind oF 
bullet comes in. You suggest the assumed 
idea or belief and then you immediately 
debunk it with ... WRONG! It's great 
because everybody wants to know why 
or how they could be wrong about some- 
thing they thought they knew. Especially. 
if there's a killer benefit in knowing the 


ht answer! 


da! 


» Sneezing into a tissue prevents 
colds, right? Wrong! Page 2 


explains why. 


» The bathroom medicine 
cabinet is the best place to store 
medicine, right? Wrong! It’s the 


worst. The facts are on page 120. 


» “Unscented” products have no 
scent? Sorry. Many are masked 
with a chemical that can cause 
allergic reactions. Page 24. 
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Bullet Formula #9: 
The "WARNING" bullet 


It’s perfect for when you want to 
alert your prospect of a danger ahead. 
You'll often also see the words "cau- 
tion. alert, danger” at the beginning 
instead of warning. This is particularly 
effective when your promotion targets 
the fear emotion. Of course, this bullet 
works much better when you give proof 
that you have the solution (benefit) to 
tbe problem you're warning your pros- 
pect about. 


» WARNING - Your #1 asset is 
now in extreme danger! Why 
the equity in your family’s 
home may be vulnerable to 
an all out attack in 2004-2006 
— crucial self-defense ... 


» WARNING: Avoid These 2 
Popular Gold Investments 
Like The Plague! Ignoring this 
single warning could Jeave you 
broke and holding the bag! 


» Cell phone DANGER! Avoid 
sleep disruption from electro- 
magnetic waves ... 


» CAUTION: Washington and 
Wall Street are conspiring to 
HOODWINK YOU! They 
only want you to THINK that 
they’ve cleaned up Wall Street. 
Discover the shocking TRUTH 


that can protect you from being 
fleeced again! 


Bullet Forumia #10: 
The "Are you..." bullet 


With this bullet, you ask your 
prospect about something you strongly 
believe he’s already doing. Then you 
offer him a specific benefit, advice, or 
instructions with as much credibility 
as possible. This bullet is particularly 
strong because you get your prospect 
to say “yes” and nod his head. building 
momentum toward the sale. 


Variations on it can be “Do you ...?" 
or "Does your ...?" or “Is your ...2" — all 
work equally well! 

» Are you and your doctor mak- 
ing these common mistakes 
with your health? One of the 
County's most respected 
M.D.’s exposes the 9 deadliest 

flaws in dtsease treatment that 
could be robbing you of your 
health and hard-earned money. 


» Does your broker have a “rap 
sheet” with the SEC or NASD? 
Here’s how to find out— FAST! 


» Do you take any of these 16 


popular vitamins or supple- 
ments? If so, please read this 
M.D.’s urgent warning! 
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Builet Formula #11: 
The “Gimmick” bullet 


Here you carefully extract an idea 
from information in your research and 
pula creative "spin" on it. assigning it a 
name. For example. say you're selling a 
fitness book and you find there's a body 
fat test which requires you to pinch cer- 
tain parts of your body. You could create 
a gimmick like ... The simple *pinch 
test" that instantly tells what vour 
body fat levels are — with pinpoint, 
5% accuracy. 


This technique works effectively 
because it often combines a benefit with 
specificity, intrigue/curiosity, and deliv- 
ers a precise mechanism for achieving 
the benefit. AMAZING! It does this 
ALL in a couple of simple lines. 


»  Theamazing "Towel Hanging" 
trick that increases the strength 
of your erection ... plus your 
lovemaking stamina ... allow- 
ing you to supercharge your 
love-life in a very short time! 
(You have to experience these 
kinds of “rocket burst” orgasms 
to believe they’re possible! See 
page 139.) 

» And... the amazing “follow 
through" secret that is the foun- 
dation of making long, straight 
drives so easy you could cry 


with joy! This alone will 


change your game forever ... 


» The “optical illusion” that ab- 
solutely destroys most golfers 
... the single most damaging 
"habit" nearly all amateurs suf- 
fer that GUARANTEES they 
will never experience a consis- 
tently great game! (Once you 
know the secret, however. vou 
will OWN the course!) 


Bullet Formula #12: 
The “Sneaky” bullet 


This one is used very selectively 
by top writers — because overdoing it 
can make your copy feel contrived. Not 
everything can be “sneaky”. It typically 
applies when you have a piece of info 
that has some sort of conspiracy factor 
... or in less extreme cases: a hidden, 
guarded or overlooked element. It’s 
most often used when there's something 
a group doesn't want you to know or is 
actively hiding from you. 


» The sneaky ways professional 
fighters use the element of 
surprise to turn around danger- 
ous situations ... even when 
they're the ones who've been 
“jumped” by an assailant unex- 
pectedly! 
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» Sneaky little arthritis secrets 
that doctors never, ever tel] you 
about ... 


» Sneaky insurance tricks that 
could be costing you an arm 
and a leg. Make sure you're not 
a victim. 

For an example of this kind of bullet 


(and many others!) see Figure 16-2. 
It’s from The Bob Livingston Letter. 


Bullet Formuta #13: 
The “Statement of 
Interest + Benefit’ bullet 


This formula works best when you 
have an exciting or intriguing tidbit you 
can lead with. Then you immediately 
follow it with a strong benefit. Often 
you'll start with a fact and then use one 
of the “how to” or “why” types of bul- 
lets for the second line. 


» Drowning is the third leading 
cause of accidental death. But 
did you know it’s possible to save 
a drowning person even if you 
can't swim? Page 15. 

» You walk into an empty self- 
service elevator late at night and 
press the button. Before the door 
has a chance to close you get 
back out fast. Why? (Nine ways 
to outwit a mugger.) Page 380. 


» Platinum Prices Up 90% since 
2002 — Here's How To PROFIT: 
Why platinum prices are ex- 
pected to surge throughout 2005. 
Best coins and bars for profit- 
minded investors. 


Bullet Formula #14: 
The “Direct Benefit’ Bullet 


Here's where you simply make a 
claim (ideally a unique and powerful 
one!) in the opening line of your bullet. 
The first word is usually an action verb, 
instantly promising the benefit. Then 
the next line is spent deepening. prov- 
ing, and adding intrigue or additional 
benefits to the original claim. 


Some examples: 


» BUILD ENORMOUS 
STRENGTH AND MUSCLE 
TONE without exercise! Ten 
minute breakthrough naturally 

triples your growth hormone 

evels. Secretly being used by 
he New York Mets, Chicago 

Cubs and many Hollywood 

stars. All you do is stand. 


» BANISH MENSTRUAL 
CRAMPS FOR GOOD with a 
common vitamin! Now shown 


o wipe out over 80% of all 


cases of cramps. 
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Order your no-risk subscription to The Bob Livingston Letter 
within 10 days and you'll receive 2 additional must-read 
Special Reports: 


people who are 65 look 4 
and others who are 65 
85? The answer is, 
who remain ageless 
the secrets of exten: 
life with quality! And 
exclusive Special Repos 


reveals those secrets for 9 Value; z 
the very first time. Yours FREE 
Discover... d eam 
@ The grim reaper that 


steals age, beauty, and 
life from most people. Surprise—it's triggered by 80 
percent of the foods commonly eaten. Address this 
problem and you'll likely never ger sick and outlive 
everybody you know. 


Bi How to gain life faster than you're dying. Slows the aging 
process down to a craw! and helps you regain youthfulness the 
natural way. Amazing! 


@ The amazing anti-aging mineral. In old, sick people. levels 
of this mineral are shockingly low. But you can raise your 
levels with delicious foods, not drugs or medications! 


E The secret of “that schoolgirl complexion” revealed! This is 
1be natural compound you must have for health, beauty and 
jong life. Develops that youthful beauty from within. 


Bi It may be the greatest secret to staying young, ever. Simple 
Technique anybody can do 10 flood your heart. brain, 
circulation and more with vitality. and best yet, it’s Free! (No. 
i's not exercise.) 


@ The great enemy of youth and beauty. Common health 
problem has bad, bad aging effects on your complexion, brain, 
and health. Easy 10 cure with foods! 


Bl Adam lived 930 years without doctors and drugs. How to 
extend your life and its quality, naturally. 


E The hidden, higb risk of vaccinations, immunizations and flu 
shots at any age. How they can exhaust your immune capacity, 
alter DNA and RNA and cause chronic disease, 


El And many more anti-aging secrets you've never read 
before... all yours Free! 


How to Keep the Government’s 
Grubby Hands 
Off Your 

Money and 
Your Estate 


In this exclusive 
Special Report, yov" 
discover simple,- 
affordable ways to 
protect your lifetime of: 
wealth from the greedy + 
povernment and keep 
fall control of your 
money while you live 
and even after. 


You'll read ail about... 


Bl Probate can cost up to 20 percent of your 
estate. But it’s easy to avoid. and you don't 
need so-called professional help. 

S The wéalth preserving secret of Sam Walton. 
Anybody can usc it 10 kecp more money in your 
family and not givc it to the government. 

B The truth about a “will.” What is protects—and 
surprise. what is doesn’! protect. 

Bl How to give money to your kids or relatives, 
now... and cut your taxes to the bone. 

BA simple strategy that reduces estates taxes by 
98 percent. It's a no brainer. 

Bl Sneaky insurance tricks that could be costing you 
an am and leg. Make sure you're not a victim. 

Bi The number one way to protect assets you 
suspect the government or lawyers are trying 10 
seize. Simple yet bulletproof. 

lll How to protect your money from ex-spouses, 
nasty relatives. or anybody for that matter. 
Secrets used by the rich and famous for decades. 

@ Retirement warning: Why you may not have as 
much access to your money as you thought. 
What you can do about it now. 

Bl and much, much more, all yours Free! 


Remember, these two extra Special Reporis 
valued at $39.90 are yours Free, but only if you 


Laer cael nodu. 
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» RECOVER FROM LATE- 
STAGE CANCER, even after 
it has spread to the bones. Just 
a tiny dose of this cutting-edge 
nutrient has now been shown to 
make it happen. 


Builet Formula #15: 
The “Specific Question" billet 


This bullet hooks your prospect by 
leading with an intriguing question of 
importance. Just like many of the other 
formulas, what follows must offer the 
desired solution either within the run- 
ning text of the copy or the product 
that’s being sold. And, of course, it’s 
always good to mix in credibility, ben- 
efit, intrigue and curiosity. 


» Do you know that one-quarter 
of all household burglars gain 
entrance without breaking in? 
Here's how they do it... and 
how to get them to stop doing it 
to you. Page 157. 


» Joint bank accounts? Close 
them fast and open separate 
ones ... or you'll pay dearly. 
Page 142, 


» — What time of day are you at 
greatest risk for low blood glu- 
cose? This surprising answer 
will put you on alert. 


Bullet Formula #16: 
The “If... Then" bullet 


The “If... Then” bullet works be- 
cause it first engages your prospect by 
inviting him to meet a simple require- 
ment. It can also ask him if he’s in a 
specific “group” or if he’s experiencing 
some kind of malady or symptom. If 
you've selected the right piece of info. 
he's naturally interested in whether he 
meets the requirement or is experienc- 
ing what you describe. It quickly grabs 


his attention! 


And then he also wants to see what 
happens if he DOES meet the require- 
ment — which becomes the benefit you 
hit him with in the latter half of the 
bullet. The legendary Gary Bencivenga 
is particularly fond of using these types 


of statements as headlines and they've 
produced some very big winners for 


him. 


» Ifyou have a tension headache, 
here's why you should forget 
your sealp and concentrate on 
your toes. 


»  Ifyowve got just 20 minutes 
a month, I guarantee to work a 
financial miracle in your life. 


» f you are now a “B” or “B+” 
copywriter, by learning this one 
unusual secret, you will much 
more easily move up quickly 
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into the rarefied ranks of the 
"A? or even “A+” writers who 
command the biggest freelance 
fees and make fortunes in roy- 
alties. 


Bullet Formula #17: 
The "When" bullet 


Perfect for when you're promising a 
benefit at a very specific time. It's great 
because you're implicitly saying, “Do 
this at a certain time, and you'll geta 
guaranteed result." Your prospects will 
naturally want to know when he can 
get the benefit and how he can get it, so 
intrigue and curiosity are automatically 
built in. 


» When the IRS has to pay you 
interest! If they miss this dead- 
line by a single day, they’re 
legally obligated to do so. Page 
15. 

» — When it's safe to ignore the 
April 15" filing deadline. No 
interest. No penalties. No nasty 
visits from the Feds. Page 14. 


» When cold pizza is the perfect 
fat-loss breakfast. Page 14. 


You can see another example of this 
bullet and other great ones on Figure 
16-3. It’s from Rodale’s Powerfood 
Nutrition Plan promotion - a very bul- 
let-heavy control that features many of 


the techniques you're learning in this 
chapter! 


Bullet Formula #18: 
The “Quickest, Easiest” Bullet 


Here you offer to reveal the quickest 
or easiest or simplest way to do some- 
thing, to achieve a beneficial result. It’s 
human nature to want to get something 
easier, faster and with less effort — es- 
pecially in today’s instant gratification 
driven society! You can make this bullet 
work very simply or you can pile on ad- 
ditional possibilities (from the formulas 
above) for a wonderful one-two punch. 


» The easiest way to beat out 
even the most ferocious com- 
petition in your marketplace, 
even when their marketing is 
brilliant, their budget huge and 
their copy is so persuasive, it 
could have been written by 
Claude Hopkins himself. 


» And finally, the easiest way to 
be a master of persuasion — the 
simple, 12 word sentence that 
will make you one of the most 
persuasive people on the plan- 
et, no matter what field you're 
in. This is the “master secret” 
of knowing how to persuade 
almost anyone to do almost 
anything. 
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MISSION 


YOUNGER with the 


UTRITION PLAN 


THE TRUTH ABOUT CAFFEINE. /5 it a high-pep 


RUTH ABOU FEELING 
necessity? Or will it do your body more harm than i 
good? See the surprising HEROIN connection to caffeine i SLUGGISH? 


on page 27. 


The 14-dav FULL-POWER meal plan 

on page 379 is a 2-week "reinvention" 
plan designed to help vou completely 
reset your body's internal systems for 
improved energy and overall perform- 

| ance. “Every aspect of this plan is based 
| on nutritional research that has 

i documented increased physical and 
mental performance, health, and 
longevity" says Dr. Kleiner. 


WHEN A CANDY BAR IS GOOD FOR YOU. Discover the 
healing power of a certain ingredient in some candy— 

it contains mood-enhancing chemicals. See page 29 to 
plan for it in your menu so you can indulge without guilt! 


CONQUER DEPRESSION—WITH MEALS! 23 MOOD- 
BOOSTING foods scientificaily proven to stimulate 
positive feelings. Page 29 


FIGHT PAIN FAST! This small fruit has super anti- 
inflammatory properties that take pain away. Perfect for 
a postworkout snack! Page 239 


BOOST YOUR HEART HEALTH with these “lucky 7” 
foods that fight disease. Good fats? Bad fats? 
See page 268. 


IS ORGANIC FOOD BETTER? Before you pay higher 
prices, see page 264 ior detailed advice revealing which 
foods make a REAL difference. 


Is your workout holding you back? 
When you receive your 32-page 
FREE BOOKLET, The Anabolic 
Edge, Volume 1, turn to page 21. 
You'll find a 6-part workout 
routine that's been specifically 
chosen for its extreme "anabolic 
boost" effect. It's a plan you can 
take into any gym, and when 
combined with the Powerfood 
Nutrition Plan, will get you the 
hard, lean-muscled body you want. 


SEND THE CARD NOW 
BETWEEN PAGES 14 & 15 
FOR YOUR 2 FREE GIFTS! 


On a late night with friends, is beer 
better than wine or whiskey? 
Conventional wisdom be damned... 
the truth may surprise you! Page 190 


LET US SEND YOU 2 FREE GIFTS! NO PURCHASE NECESSARY. Sce page 14 for details. 
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» The quickest, easiest ways to 
find a broker who won't cheat 


you. 


Bullet Formula #19: 
The “Truth” bullet 


Use this one when you want to help 
your prospect put a controversial or 
debatable issue to rest. Select pieces 
of information that appear conflict- 
ing or confusing to him, Then offer 
him a clear solution in the form of the 
“Truth”, People love to read about a 
controversy or commonly held belief 
getting demystified. (You can see a 
great example of this on Figure 16-4. 
The second bullet on the page begins 
with “The real cause” — another way to 
word this same concept. The fourth bul- 
let on the page says, “The truth about 
fish oil.") 


» THE TRUTH ABOUT MUTU- 
AL FUNDS. What your broker 
doesn’t tell you could cost you 
up to 5% this year. 


> THE TRUTH ABOUT TUNA. 
Is it good for you? Or does it 
contain harmful metals that can 
ruin your immune system? See 
page 70. 

» THE TRUTH ABOUT AL- 
COHOL. Will it interfere with 
muscle growth? Will it help 


your heart and circulatory sys- 
tem? See page 274. 


Bullet Formula #20: 
The "Better" Bullet 


When there's an assumption that 
something's good but YOU have some- 
thing even better — use this bullet! It's 
a great way to sneak right under your 
prospect's BS detector and slip in your 
benefit, build curiosity and create mo- 
mentum. A possible variation on this 
same concept is to lead with the word 
"bevond." 


» BETTER THAN THE BENCH 
PRESS. For a broader, more 
muscular chest, the uncanny —. 
exercise on page 17 works 
wonders. 


» BETTER THAN SQUATS! 
Try this leg exercise on page 
29. It takes less time than 
squats and will not injure your 
back! 

» BEYOND THE BEDROOM! 
Other rooms can spice up your 
sex life. Every home contains 
sexual secrets waiting to be 
unlocked ... DAY 3 shows you 
how to make your lovemaking 
more fun! 


E—€——Ó——————— ae 
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atural health is big business— 

did you know 40 percent of 
Americans take supplements? But 
with this growth comes tons of hype. 
This Report cuts through the hype so 
vou don't get ripped off or put your 
health at risk. Discover... 

9 Why the “standard” dosage of 
melatonin could constrict your 
biood vessels—and a delicious 
shake that helps improve your 
Sleep and end late-night cravings. 

* The real cause of many cases 
of depression (hint: look in 
your medicine cabinet) —plus a 

natural supplement proven to 
Work as well as Prozac. 


spirin has been touted as a way 

to prevent everything from 
heart attacks to colon cancer, but 
you haven't been told the whole 
truth. More and more research 
suggests that aspirin can actually 
increase the risk of heart attack and 
stroke in as much as 40 percent 
of the population. What are your 
alternatives? How about... 


+ A tropical enzyme that decreases 
stickiness of your blood platelets 
and improves blood flow without 
dangerous side effects. 


A powerful fruit-based powder 
that frees up clogged arteries, 
safely and naturally. Gets to the 
root of the problem. 


Call toll-free 1-800-888-1415 todav 


Don’t Be Blinded by LASIK Hype 
(and nine other healing lies) 


® The hidden risk of DHEA. 
National Cancer Institute study 
reports women with highest 
DHEA levels were four times 
more likely to develop breast 
cancer. 

® The truth about fish oil. Why 
many people fail to get results 
with fish oil supplements—and 
the best natural way to get its 
heart-healthy benefits. 

* Don't be blinded by LASIK hype! 
Reports from Canada show up 
to 60 percent of LASIK patients 
fail sensitivity tests for night 
driving—get all the facts. 

@ And much, much more. 


Safe Alternatives to an Aspirin-a-day 


€ A simple, aspirin-free way to 
protect your heart and your eyes 
from damaging free radicals. It’s 
delicious, too. 


$ A spicy solution for preventing 
aspirin-related bleeding in the 
Stomach. A few drops will do 
the trick! 


€ Plus much, much more. 


NOV 


iu ud Ses 


$10 Savings Certificate 


Good for any future purchase of Vision Advantag 
Expires December 31, 2006 


This is a non-redeemable sample coupon. 
Reai coupon comes with your six-month order af Vision. 


Dente 
Blinded 
by i 
LASIK Hype 


ding other healing ties) 


Yours FREE, - 
a $9.95 value 


Safe. 
Alternative 


CUR. 


Aspirin a Day 


Yours FREE, 
a $9.95 value 


See 


Advantage. 
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Bullet Formula #21: 
The "Single" Bullet 


This type of bullet is best used 
when you have a piece of information 
or benefit that exceeds all others. And 
you have proof. It's effective because 
you're promising something that stands 
head and shoulders above anything 
else being offered. You're promising to 
cut directly to the most powerful and 
often exclusive possibility. Provided the 
benefit is strong and credibility is there 
— who wouldn't want that? 


» The single most important sen- 
tence you will ever read about 
how to create powerful market- 
ing. It contains just nine words, 
and they will forever change 
your approach to marketing. 


» The single most important 


nutrient you'll ever need for 
heart health. It's not expensive 
— but there are at least 7 differ- 
ent forms of it and only ONE 
works. To find out which one, 
see page 23. 


» The single most explosive in- 
vestment in this coming crash. 
It takes advantage of my three 
proven growth factors and is 
still available dirt-cheap. But it 
won't stay that way for long! 


Now that you have this army of hot 
new formulas ... USE THEM. When- 
ever you're creating bullets/fascinations 
for vour promotions, attack each piece 
of information from at least 2-3 differ- 
ent angles using the formulas that fit 
best. You'll be shocked at how much 
better they come out and how much 
more variety you have in your final 


draft! 


The 3-Sten 
“Makeneace Makeover" 
that Supereharges ANY Bullet 
in a Matter of Minutes 


There's really no excuse for writing 
poor bullets. You just need to get clear 
on the critical elements that make a 
good one, and then be sure you include 
each element into your writing. 


This is a process I learned person- 
ally from Clayton. Let's try it — taking 
a weak bullet and give it a quick Make- 
peace-Makeover! 

Often, especially in “institutional” 
advertising. you'll see dreadfully flat 
bullet/fascinations like: 


» Howto profit from stocks in 
2006 ... 


This bullet obviously sucks. It's flat 
... it builds no intrigue or curiosity ... it 
lacks specificity — really the only posi- 
tive is that it offers a benefit: profit. 
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But even then, the lack of specific- 
ity makes the benefit appear common 
and less believable. After all. you've 
probably been exposed to hundreds (if 
not thousands) of opportunities to make 
money or “profit” ... and almost none 
of them work. 


On the other hand, if you said: 


» How to make 307% profit from 
gold stocks in 2006 ... 


Now that's a different story! Specific- 
ity is the key ingredient in bullet writing. 
The 307% implies you've done some sort 
of research or analysis, that you're not 
just pulling this idea out of you-know- 
where. And the “gold stocks" provides a 
more specific mechanisin for achieving 
these kinds of profits. 


Revealing the mechanism your 
prospect will use to achieve the claim 
is HUGE in today’s saturated markets. 
You probably remember the term 
"mechanism ‘from Chapter 5 on Proof 
and Credibility — it’s the means, method 
or system your prospect will use to 
achieve the benefit. Some examples are: 
a proprietary investment system, certain 
nutrient(s) in a weight-loss pill, new 


advances in technology. etc. 


Showing your prospect that you 
have a unique mechanism helps differ- 
entiate your claim from others making 


similar ones. You have a new way to 


get him what he wants. And this gives 
you a better chance at having readers at 
least consider your claim. They re more 
open to believing it. 


OK - back to our example. Our 
bullet is decent at this point but it could 
still be better. There's a benefit, some 
intrigue — your prospect wants to profit 
and he's probably curious about how he 
could profit 307% from gold stocks. But 
then again — he’s busy and he's prob- 
ably reading many other similar claims 
from other investment newsletters and 
headlines. Something more is needed. 


So let's add a tad bit more intrigue 
and credibility, let’s make him VERY 
SURE that this is a rea/ opportunity. 
Now what if we said: 


» Howto exploit Warren Buffet’s 
"Bull Market X-Factor” and 
make 307% profits on gold 
stocks in the next 60 days ... 


WOW! Now we've got something 
here. Your prospect is being offered: 
(a) the benefit of making a profit, (b) the 
intrigue/curiosity of how he can do it 
using Warren Buffet’s “Bull Market X- 
Factor" and (c) the credibility that he'll 
make precisely 307% on gold stocks, 
using a very specific strategy. And he’l] 


do it within the next 60 days! 


This is a very good bullet and yet 
still fairly short. We could have created 
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something longer but this one was al- 
ready packed with plenty of great infor- 
mation. (For some examples of longer 
bullets that work very well, see Figure 
16-5. It’s from the Real Health promo- 
tion that has been mailing for years.) 


Ultimately remember that it’s not 
about how big or complex your bullets 
are — it's about how be/ievab/y they se- 
duce and build DESIRE. That’s all that 


matters! 


Clayton's Personal Practice 
for Creating Killer Bullets 
and Fascinations 


Clayton often looks for a series of 
benefits, steps in a procedure or other 
copy points that he can group using bul- 
lets, numbers, letters, etc. He’s looking 


to add clarity and impact. 


And his promotions — because he 
promotes investment newsletters and 
supplements much more often than 
books — will often contain fewer bul- 
lets/fascinations than a package for 
Boardroom or Rodale. When he does 
create bullets/fascinations, it's typically 
to sell the premiums, for some of the 
sidebars ... others are used in the deck 
copy and the back cover. 


To begin, Clayton goes through 


the research, the premiums, the rough 
draft and then creates many more bul- 
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lets/fascinations than he'll need in the 
final draft. Next he carefully selects the 
best possibilities for each section — and 
then edits them according to the process 
we just went through above. He makes 
sure they have gut-level, greed-tickling 
impact. 


Finally, Clayton often takes his BEST 
bullets and fascinations and puts them in 
the most important places: the front and 
back cover. Once he's expanded upon the 
headline, he'll often jump right into a se- 
ries of bullets that bribe the prospect into 
reading the repart or publication. Then the 
back cover will also be packed with 5-10 
teaser bullets that compel the prospect to 
open up and find out the answers inside. 


For example, look at Figure 16-6 
and Figure 16-7. On Figure 16-6. 
you'll see very powerful bullets used as 
the deck copy (beginning with “4 bald- 
faced lies"). Then on Figure 16-7. four 
killer bullets suck you into opening up 
the report. Both are perfect examples of 
Clayton's bullet principles. 


Wow to write world-class Bullets 
when you've got no mystery 
or secret 


Also, because Clayton Works 
heavily in the supplement field, he*ll 
often have to create pure benefit 
sequences of bullets (where he's not 
hiding intriguing or fascinating info). 
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Low levels can lower your sex drive, drop your 
sperm count and even make you lose your 
appetite for food. Shouldn't you be supple- 
menting? 


& HALVE YOUR HEART ATTACK with the 
very same nutrient shown to prevent prostate, 
lung and stomach cancer. Now in easy-to- 
take capsules. 


FREE Bonus! VOLUME 33 


EAT LIKE A HUMAN 
NOT LIKE A BIRD: 
Shed 14 Pounds of Fai 
in 2 Weeks 


a B HERE'S THE QUICKEST, 
EASIEST, HEALTHIEST WAY to lose a “spare tire” 
or thin down your thighs without really trying. 
In 2 weeks, you could shed up to 14 pounds of 
fat, while keeping every single ounce of muscle 
and tone. 


E IF YOU DON'T WANT TO LOOK LIKE A COW, 
don’t eat like one. Cattle ranchers feed their 
stock a steady diet of grain and vegetable matter 
to fatten them up for the kill. Yet when they 
tried including fatty foods like coconut oil, the 
cattle lost weight. See a lesson here? 


E DON'T EVEN DREAM OF GIVING UP 

the rich, meaty foods you can't help loving. In 
fact, 1 encourage you to dine on generous por- 
tions of steak, eggs, prime rib, lobster, chicken 
wings (with the skin!) 


@ ESPECIALLY FOR THE REAL PEOPLE 

who read Dr. Douglass’ Real Health 
Breakthroughs, this program requires no calorie 
counting or fat counting. In fact, you can enjoy 
all the protein and fat you want and tum your 
body into a fat buming machine. 


@ AND IS IT EVER HEART-HEALTHY! Studies 
have shown that a plan like this can also help 
heart patients achieve healthier blood choles- 


terol levels than people on the most restrictive, 
low-fat diets. 


FREE Bonus! VOLUME #4 


SIX DAYS TO 
MAXIMUM SEX: 
| New Secrets to Boost Male 
Potency, Intensify Female 
Orgasms and Multiply 
Mutual Pleasure 


m DON'T PUT UP WITH “MALE MENOPAUSE.” 
Its triggered by ebbing testosterone levels and 
it could kill you. Erectile problems are just an 
early symptom. Next come depression, heart 
disease and early death. Learn how to safely 
reverse it and feel like a man again fast. 


@ AND DON'T LET FEMALE MENOPAUSE 

put the brakes on your sexual pleasure. 
Estrogen and progesterone are just two of the 
sex hormones healthy women need. Learn why 
women also produce testosterone, how it's key to 
a woman's sexual responsiveness, and how bal- 
anced, natural hormone therapy can help! 


B BOOST TESTOSTERONE LEVELS back to nor- 
mal in days. By the time the average man hits 
70, his levels drop 30%. But one nonprescrip- 
tion pill has been shown to raise these levels by 
30%, in just 5 days. Doctors found no adverse 
side effects. Where to call... 


@ MAKES ERECTIONS FOUR TIMES BETTER. An 
herbal breakthrough hardly anyone's heard of 
yet. The scientific journal Urology reports it 
increases erections anywhere from 290% to a 
whopping 400%. We'll give you the 800 number 
to call... 


B ULTIMATE APHRODISIAC GIDE. Let our 
experts brief you on more astonishing, cutting- 
edge discoveries for both men and women. 
More than one can strengthen the heart and 
increase your stamina too. 


2S MH 
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MARTIN D. WEISS, Ph.D. — the 


out last year’s CORPORATE 


EARNINGS LIES and BROKERAGE OUTRAGES months ahead of time — reveals ... 


nen S Dirtiest Secrel: 


Washington's true deficit is FOUR TIMES HIGHER than the 
government admits — and it's already driving long-term interest rates 


up, up, UP! 


Now, the handwriting is on the wall: Soaring interest rates will 
CRUSH the recovery ... SHATTER the stock market ... CRIPPLE 
the bond market ... and RUIN millions of unsuspecting investors! 


MARTIN D. WEISS, Ph.D., 
recently awarded a #1 

RATING BY MARK HULBERT 
OF CBS MARKETWATCH 

and the ONLY analyst to: 


Forecast the great 
TECH WRECK SIX 
MONTHS in advance ... 


=> Warn that EARNINGS 
SCANDALS would smash 
stocks in 2001 — EIGHT 
MONTHS in advance ... 


> Caution that BROKERAGE 
SCANDALS would hammer 
stocks FOUR MONTHS 
in advance. 


inside: 


What the Republicans ... the Democrats ... 
and the BUREAUCRATS Don't Want You To Know: 


m 4 baldiaced federal lies now threaten to demolish 
what's left of your income, your investments, your 
retirement and your financial security ... 


p What you MUST do within the next 14 days te protect 


your nest egg ... 


g Hand picked investments that can make you up to 
FOUR TIMES RICHER as Washington's lies are exposed! 


ashington and Wal] Street are 

now trying to set you up for 
the most callous fleecing of individ- 
ual investors EVER. 


Specifically. U.S. government 
bureaucrats have launched a cam- 
paign of disinformation designed to 
pull a wool over your eyes ... to 
convince you that the U.S. economy 
is strong and improving ... to push 
stock priccs higher ... and to push 
you back into the arms of the very 
brokers who ripped your portfolio to 
shreds in 2001 and 2002: 


Key economic data issmed by 
Washington is being carefully 
mires to trick up into io believing, 
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the economy is much, MUCH 
stronger than it really is. 


Why? Because Washingion 
knows that what lve been telling 
you is absolutely true: The U.S. 
economy is in far worse shape than 
most investors imagine. 


The politicians and bureaucrats 
see the same disturbing data I see: 
Massive corporate and personal debt 
that still need to be flushed out of the 
system ... the threat of higher inter- 
est rates on bonds and mortgages ... 
horrendous potential losses and risks 
at major U.S. banks ... a real estate 
boom getting ready to go bust ... and 
much more. 
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The most dangerous accounting scam EVER: 


The Great Investor 


Of 2004 


Protect your wealth before it’s too late ~ and pile up . 
as much as 4-to-1 profits as this startling story hits the headlines! 
It's 100 times more hazardous to your wealth than the Enron, Worldcom and Tyco 


earnings scandals that hammered stocks last year! PLUS urgent steps you MUST take 
NOW to protect yourself and profit! Page 3, INSIDE! 


ALSO INSIDE: 


Beware of BEAR MARKET RALLIES! 
Six powerful reasons why ALL stock market 
rallies will continue being doomed to failure in 
2004, Page 4, INSIDE! 


CAUTION: Washington and Wall Street 
are conspiring to HOODWINK YOU! 
They only want you to THINK that they've cleaned 
up Wall Street. Discover the shocking TRUTH that 
can protect you from being fleeced again! 

Page 6, INSIDE! 


Mark Hulbert/CBS MarketWatch Hulbert Financial Digest Rated dx $ 
SAFE MONEY REPORT the #1 Top Performing Investment 4 
Newsletter for the period March 2002 — February 2003! * 


Martin D. Weiss, Ph.D. 
4176 Burns Road 
Palm Beach Gardens, FL 33410 


E Sekt 


How to know when ` fe 
the bear market is TRULY ENDING! ... 
The startling answer to your most pressing 
investment question. Page 12, INSIDE! 
Contrarian investments that SOAR 

as much as 307% in this bear market! 
How you can insulate your wealth and 
eam quadruple-your-money profits in 
2004. Page 9, INSIDE! 


MUCH MORE INSIDE! 


PRSRT STD 
US POSTAGE 
PAID 
WOODSTOCK, IL 
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Here are some pure benefit bullets 
from a health promotion he wrote: 

» The brain cells that control learn- 
ing, reasoning, memory and coor- 
dination are being rejuvenated and 
Sparking to life again ... 


» Nerve endings, once deadened, are 
now being revived and electrified. 
Creaky. inflamed, painful joints are 
being soothed, renewed and ren- 
dered pain-free ... 


> Entire organs — from his eves and 
ears ... to his heart. lungs and liver 
-.. to his stomach, pancreas and 
intestines — and even his sexual 
organs — are being revitalized and 
are returning to their normal func- 


tions ... 


The trick with these kinds of bullets 
is to make them as readable and inter- 
esting as possible. Its more difficult to 
create curiosity and intrigue because 
they're not “blind,” promising elusive 
information. But you can at least make 
sure the benefit is (a) clear, (b) some- 
thing desired by your prospect and (c) 
that you use strong verb choices like he 
did (deadened, rejuvenated, sparking, 
revived, electrified, renewed, revital- 
ized). 

Also, as you see on Figure 16-8, 
these pure benefit bullets can also be 
used to enhance your guarantee presen- 
tation. At the bottom of the page. there 


are six bullets beginning with. “Avoid 
any brewing disasters ..." that make the 


benefits clear and compelling. 


-.. Or another strategy he uses is to 
present horrifying alternatives: 


> — Ages your eyes: Free radicals have 
been shown to damage your chro- 
mosomes and block the enzymes 
needed to repair your DNA. 


» Taxes your brain: Research 
from the New England Journal of 
Medicine shows that the more free 
radical hits your brain is exposed 
to, the slower the response in nerve 
synapse communication. Which 
means these little “bad guys" could 
be hacking away at your brain- 
speed and intelligence at this very 
moment! 


How to Create a "Theme" 
for Your Bullets That 
Maximizes Their impact! 


Other times, Clayton will billboard 
benefits. meaning he'll create a tightly 
connected group and put them on the 
cover of the promotion. The advantage 
of “theming” your bullets like this is 
that you can hit a certain topic from a 
variety of angles. Your prospect will get 
the feeling that you’re thorough and that 
he'll be getting a comprehensive exposé 


thatll change his life! 
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BONUS GIFT NO. 8 


1 ‘You'll discover: 


© 8 most dangerous retire- 

ment blunders to avoid: Millions 
^ make these common mistakes — and 

are sentenced to poverty in retire- 
ment. Avoiding them is your first 
step to the rich, rewarding retire- 
ment you deserve! 

€ Little-known IRA loop- 
bole: Think you're limited to a 
$4,000 contribution? Think again! 
This loophole in the law could let 
you sock away thousands more! 


© Save TEN TIMES MORE 
than IRAs let you — TAX-FREE! 
‘This often-overlooked, IRS-sanc- 
tioned retirement account lets you 
save $41,000 for retirement every 
year, TAX-FREE! 


The operator will automatically give 
you our lowest price: Just $49 for the 
year — over half off the regular $99 
subscription fee. And she'I] rush your 5 
FREE gifts and the first of your issues of 
YOUR MONEY Report to you. Then 
take alj the time you want — up to a full 
year — to put all these money-making, 
money-saving secrets to work for you! 


In the next 12 months, YOUR 
MONEY Report will be on the job — 
doing everything possible to help you ... 


E Avoid any brewing disasters at your 
bank and insurance company. 


Sidestep scams and rip-offs that 
cost most Americans hundreds, if not 
thousands of dollars a year. 


© Add new income streams worth 
tens of thousands of dollars a year each. 


& Cut your monthly cost of living 
— pay far less for your mortgage, your 
life, hcalth and casualty insurance. your 
utilities, your car payments — everything 
you have to pay for. 


© Annuities nobody should 
ever buy — but millions do. Plus, 
4 more investments that can poison 
your retirement — and 9 that can 
give you the secure, comfortable 
retirement you deserve! 


€ Hidden risks in U.S. 
government treasuries: Think 
they're risk-free? Absolutely NOT! If 
you need to sell before maturity, you 
could get soaked! Crucial intelli- 
gence for world-wise investors! 


E&E Save money on virtually every- 
thing you want to buy — enrich your life 
with not-so-little luxuries you only think 
you can't afford: A new home, car, or 
boaL a once-in-a-lifetime vacation, gifts 
for the family, whatever your heart desires. 


E&E And much. MUCH more. 


When you sit down and add up all the 
money YOUR MONEY Report made you 
PLUS how much it saved yov, you must 
he convinced that it has saved you — or 
made you many times its low cost. 


If not. just let me know — and TH 
write you a check: A full refund of every 
penny you paid for your subscription! 


And your guarantee doesn't stop 
there: Even efter your first year, you must 
continue to be delighted with the money- 
making, money-saving advice YOUR 
MONEY Report is giving you. Other- 
wise, cancel anytime for a full refund on 
the unused portion of your subscription. 


And no matter what, your FREE copies 
of Rake In Real Estote MILLIONS ... Tell 
Your Boss, “Take This Job And SHOVE 


For more info, Dial TOLL-FREE 4-800-393-0185 
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Build A Million-Dollar 
Nest Egg For Retirement! 


. investments: Often-overlooked 


€ How to build the perfect 
retirement portfolio: Tips, tricks 
end techniques to ensure that your 
nest egg gives you the mix of 
income and capitat growth that's 
right for you. 

© The world's 7 most 
powerful retirement repair 


investments with the power to repair 
your nest egg and get you on the 
fast track to a rich retirement} 


© And much, MUCH MORE! — 


o Late 
fietire A. 


. Precious Metals WINDFALL 2005- 
2006, ... Build Your Own ANTIQUES 

Empire and Turn Your Hobby into a Spec- 
tacular Profit Center ... are yours to keep! 


d 


Want am even better deal? 


Good for you! Go to the head of tbe. 
class. You're definitely YOUR MONEY 
Report material! Your reward: A second 
year at our best price ever! 


Since one year of YOUR MONEY 
Report is $49, you'd expect two years 10 
be double that. But, 10 make trying YOUR 
MONEY Repari irresistible for you, I'm 
slashing our Two-year price to just $79! 


For just thirty additional dollars, you 
get a full second full year of the money- 
making. money-saving secrets that only 
YOUR MONEY Report can bring you. 
That's just 10 cents a day: The kind of 
change you have laying around in your 
car's ashtray and beneath the cushions on 
the family sofa! 

And get this: Not only wil] you get 
your FREE copies of Rake in Real 
Estate MILLIONS ... Tell Your Boss, 
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The fascinations below are from a 
promotion for Your Money Report: 


» Great Real Estate Invest- 
ments At A DISCOUNT! 
Think rising mortgage rates 
mean you've missed your op- 
portunity to get rich with rcal 
estate? THINK AGAIN! Why 
you're about to have a second 
chance to become a real estate 
millionaire: page 5 


» 8 Deadly Real Estate Traps: 
Avoid These Profit-Killers 
At All Costs! The size of your 
monthly payment can make the 
difference between a profitable 
real estate investment and a 
costly one. Here are 8 pitfalls 
to avoid when shopping for 
your next mortgage! Page 6 


» Thinking About Becoming A 
Landlord? Get ready to raise 
the rent! The secret reason why 
landlords are about to get a 
LOT richer ... Page 7 


Other times, he'll even create a la- 
bel. This series, “7 Guilty Secrets Drug 
Companies Do NOT Want You To 
Know” was also touted on the cover of 


the piece as a reason to read it: 


FACT #1: Drug Companies 
Kill Tens of Thousands Each 
Year: Many of today’s most- 


often prescribed medications are 
not only useless, but extremely 
dangerous — crippling and killing 
as many Americans each vear as 
died in the 18 years of the Viet- 


nam war. 


FACT #2: They Do It 
Knowingly ~ For Money: The 
ultra-rich U.S, drug industry 
— the single most profitable busi- 
nesses in America - is guilty of 
using bogus research, distorted 
reporting, and bald-faced lies 
to push deadly and ineffective 
drugs onto unsuspecting doctors 
and patients. 


Let's Strip Down Some Examples 
to the Bare Essentials 


In this section we're going to take 
bullets from some of the best writers 
in the business and reveal exactly what 
makes them tick. You'll see how they 
harness the secrets revealed in this 


chapter for maximum response. 


These are from Gary Bencivenga’s 
promotion for his retirement seminar 
that he held last year and if you're not 
on his list (wwe bencivengabullers.com) 
— you need to jump onto that site and 
sign up ASAP. Each bullet is a picture- 
perfect example of everything you've 
learned. Here they are: 
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» The easiest way to control the 
process of persuasion rather 
than merely guess at it. You'l] 
learn that persuasion, like 
music, comes down to a few 
simple notes. Master them, and 
you can play an infinite variety 
of melodies that are music to 
your prospects’ ears. 


Right off the bat, you see that this 
is an example of Bullet Formula #18, 
the “Quickest, Easiest” bullet. It offers 
a direct benefit ~ you'll learn how to 
consciously control persuasion and how 
to do it easily. This benefit is actually 
iargeted at the more sophisticated writer 
(ideal prospects for Gary’s $5,000 
seminar) and it works because although 
writers at this level understand persua- 
sion, they desperately want to have 
greater control over the process (just 
like he does!). 


Next, he creates an analogy with 
inusie to make you believe that the pro- 
cess can be simplified. Surprisingly, this 
is actually the credibility component of 
the bullet because it gets you to believe 
that — just like a few simple notes of 
music ~ this secret will get vou to the 
heart of persuasion and do it more auto- 
matically, with less effort. 


And lastly, he deepens the benefit 
by adding the idea that once you “get” 
this persuasion secret, you']] be able to 


successfully use it in a wide variety of 
situations. Notice the colloquial expres- 
sion, “music to my ears” is adapted to 
this benefit as “music to your prospect’s 
ears.” Colloquial expressions like this 
are extremely effective in bullets because 
they say more — often MUCH MORE 

— with fewer words. 


» You will create intense desire 
for your new product and yours 
alone. In other words, once 
you introduce your product this 
way, vour market will never 
again be satisfied with your 
competitors’ products. Buyers 
will seek your product out spe- 
cifically, demanding exactly the 
unique features you described 
in your advertising. 


This bullet is actually part of a con- 
tinuous sequence, alf based on a single 
secret for launching new products suc- 
cessfully. That’s another smart way to 
use your bullets — which Clayton does 
all the time and we briefly touched upon 
earlier in this chapter. Most of the time, 
you'll see bullets that are based on a 
wide range of information and seem to 
be put together with no particular order 
or pattern. There are LOTS of situations 
where that works fine. 


But other times, it’s even more ef- 
fective to have sections of bullets where 
each new one feeds off the previous 


EE LETT 
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one. Your benefit from the bullets be- 
ing tightly and sequentially connected. 
That's what's done in this promotion 
and it's often a life-saver because it 
means you don't have to accomplish 
as much in any one bullet. You just 
introduce benefits and then explain a 
little about why it works. As you can 
see in this example, there's not always 
a need for an extreme level of specific- 
ity or proof. And that's OK — as long as 
you can accomplish that in other bullets 
from the same section. 


» How to use a simple punc- 
tuation mark to boost your 
response by 5096 or more. No, 
it’s not an exclamation mark 
(they often decrease response, 
because they smell like hype). 


While this is obviously a “How to” 
bullet. Formula #1 ~ it’s actually also a 
subtle combination, using another for- 
mula (the “Right/Wrong” bullet), And it 
harnesses powerful psychology because 
he knows most readers will assume he's 
talking about an exclamation mark. But 
that’s WRONG! And because the pros- 
pect’s natural assumption has just been 
shredded to pieces, he’s baffled and now 
wants to know the answer even more! 


This creates wonderfully interac- 
tive reading if you're a prospect: you're 
told about an exciting benefit ... you're 
teased by the hidden information ... 


you think you know what the answer 

is ... but then what you think is ruled 
out ... and you end up really wanting to 
know what in God's name he's talking 
about! It engages you and builds desire 
— the more often you do this to a pros- 
peciin the course of a promotion, the 
more likely he'll become a buyer. 


Sex Sells ... and Sexual Builets 
Sell Even Better! 


These are bullets from a very edgy 
promotion — one written by copy leg- 
end John Carlton (Special thanks to 
John for lening me use these bullets and 
others earlier on). Bullets and fascina- 
tions make up about 80% of this eight- 
page letter. And even though it was a 
fight to get it approved, it creamed the 
previous control and mailed profitably 
for over five years! These are some of 
the best examples you'll EVER see: 


» ... Plus ... how to replen- 
ish (and manage) a steady 
new flow of fresh, youthful 
testosterone ... allowing you 
10 finally experience more fre- 
quent. more intense. and more 
pleasurable orgasms! 


This “Plus™ and “How io” combi- 
nation bullet works so wel] because its 
benefit is perfectly targeted. Every guy 
wants to be able to replenish his “youth- 
ful" testosterone and you better believe 
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that EVERY guy wants to experience 
"more frequent. more intense. and more 
pleasurable orgasms!” The fact that it 
hits home so precisely with what guys 
want allows him to leave out the typi- 
cal level of proof and specificity you'd 
need. As long as you make most of your 
bullets specific and credible, big prom- 
ise bullets like this — ones that hit your 
prospect’s emotional nail on the head 

— can work wonders for your copy. 


> . The “Pre-Coital Secret” (only 
recently made public by a fa- 
mous female sex therapist) that 
breaks the code on giving any 
woman an explosive orgasm 
... every time you make love! 
Page 114. 


This is a “Gimmick” and “Secret” 
bullet and if you're a guy, it's hard not 
to have desired flamed when you read 
this. Again, what guy wouldn't want to 
know this mysterious and very specific 
secret — credibly "made public" bv a 
famous female sex therapist? One that 
allows him to give women explosive 
orgasms, every time! It's a slam-dunk, 
no-brainer. In fact, hold on a second ... 
I'm going to go order this book ... 


» The seven most effective ways 
to seduce the woman of your 
dreams — compiled by a rare 
study of women themselves! 


(Plus - the SINGLE most 


important thing you can do to 
win her love forever ... and the 
worst sin you could ever com- 
mit — an unforgivable act that 
can destroy your love life!) See 
page 161. 


Yet another bullet that has it all. You 
get seven ways (the "Number" bullet) 
to seduce the woman of your dreams. 
Again, do you see how he has the abil- 
ity to laser-in on the EXACT benefit his 
prospects are looking for? It’s uncanny 
and a big reason why these bullets are 
so hot. 


The proof/credibility is the fact that 
these seven ways have been compiled 
by WOMEN themselves in a rare study. 
Then it adds a “Single Most” bullet 
that^ll reveal what can cause a man to 
win or lose her love forever. And finally 
there’s the threat of committing an un- 
forgivable sin that destroys your love 
life — what you RISK by not seeking out 
the answer in this book. WOW. Thats 
a LOT to accomplish in just a few sen- 


tences. 


» The 10 “Come Hither" Sexual 
Signals given by women that 
most men miss entirely! These 
are the ultimate secrets of 
meeting women — finally re- 
vealed by women themselves 
and supported by 20 years of 
scientific research! 


p————————————————————————MÁÁ PS 
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Are you starting to see how — once 
you master the formulas in this chapter 
— you can begin combining them 10 hit 
your prospect's hot buttons from every 
possible direction? This bullet combines 
the "Number? formula (10 signals), the 
“Gimmick” formula (‘Come Hither”) 
and mixes in the “secrets” element as 
well. Plus, it’s not just some writer say- 
ing this — these secrets have been com- 
piled by women and are supported by 20 
years of scientific research! 


It's clear why this promotion 
worked so well. Imagine, as a guy, read- 
ing through pages and pages of killer 
bullets like this ... with each and every 
one hitting a red-hot desire button with 
sniper-like accuracy. It’s almost impos- 
sible to not mail in the postage-paid 
free-trial card and see what answers lie 


inside. B 


Billets that Helped Quickly Build 
a Direct Response Giant 


Before we conclude, I want to 
quickly break down a few of the fasci- 
nations from the famous, “What Never 
to Eat on an Airplane” piece because 
they played a huge role in building 
Boardroom up to the direct mail Titan it 
is today. Here they are: 


» Ever been abused by an uncivil 
servant ... humiliated by some 
self-important official ... or 


given the runaround by a large 
corporation? Here's how to 
write a simple letter that creates 
instant havoc ... gets financial 
satisfaction ... and gives you 


sweet revenge. 


This "Specific Question" bullet 
electrifies prospects’ emotional hot 
buttons — specifically the negative 
ones everyone so desperately wants to 
relieve. The promise of being able to 
create “havoc” for these jerks that rip 
the prospect off and humiliate him is in- 
credibly appealing. It gives him "sweet 
revenge." Always Iook for emotional 
goldmines like this when crafting bul- 
lets of your own. 

» The 20 safest banks in the U.S. 

— and the lemons, which spend 
4, their time lending to third 
world deadbeats ... and real 


estate hucksters. 


Not only does this bullet offer ex- 
tremely practical information (Who doesn't 
use a bank? And who doesn’t want a "safe" 
bank?), it also promises to reveal scandal- 
ous information about banks who lend to 
~deadbeats” and "hucksters". This is shock- 
ing, intriguing, and it's also very helpful to 
know. 

» — What you don't have to tell 

an IRS auditor — and how to 
prevent a "fishing expedition" 


through your records. 
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We all do taxes every year and al- 
most everybody worries a little about 
the nightmare of getting audited. So 
the promise of what you don't have to 
tell an auditor — one that can prevent 
a "fishing expedition" through your 
records — is more appealing than we 
realize al first glance. 


Overall. these bullets aren't terribly 
complex or sexy. But they're ultra-prac- 
tical and slowly-but-surely they build 
on each other. working up desire in the 
prospect unti] he realizes that sending 
for a free-trial of Borrom Line Personal 
1s well worth a shot. 


Now that You've Got the Secrets, 
USE Them to 
Brive Your Response to the Moon! 


First off. I URGE you to create your 
own bullet/fascination archive and add to 
it whenever you see a great example. This 
wil] make you a fantastic copywriter and 
you'll quickiy find yourself creating A+ 
builets each time you pick up your pen! 


When it comes time to begin craft- 
ing your bullets, open up to this Chapter 
so that you have each of the formulas 
handy. Depending on the format of your 
promotion, you'll want to go through your 
research, your benefits, and your logical 
“A-B-C” argument — and begin crafting 
bullets that you can insert into it. 


SS MH PS ————— 


When working with the formulas. 
you'll usually find that 2-3 will fit well with 
each piece of information you're basing 
your bullet on. Simply create a bullet with 
each formula and move on. 


Once you've created more bullets 
than you could ever use, scan through 
and pick out the most powerfully in- 
triguing ones you can find. Keep select- 
ing until you have the right number you 
need and strategically arrange and place 
them throughout your copy. 


Follow the guidelines ín this chapter 
... practice, practice, PRACTICE ... 
and you'll become a killer bullet writer 


in no time! 
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Bullets are a big part of winning copy. You 
can use them at the very beginning. in your 
body copy, your back cover — anywhere they 
apply! 

And the beauty is, great bullets keep the 
prospect reading, which ultimately leads to the 
sale. Having an army of killer bullets at your 
disposal gives you many more opportunities to 
intensify your prospect's desire — and galvanize 
him into ordering, 


Remember, if you’re promoting an informa- 
tion product — you're going to need quite a few 
blind bullets to help flesh out much cf your body 
copy. Study some of the examples provided in 
this chapter on bullets — or re-review your swipe 
file to see how many bullets are directly used 
in an info-product promotion. We'll cover this 
much more in a later chapter. 


But for now work on creating seven times 
more bullets than you feel you'll need — simply 
by applying these powerful Bullet Formulas: 


l. The “How to" bullet. 
2. The “Secret to" bullet. 


The “Why” bullet. 


Yə 


4. The “What” bullet. 
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The “What NEVER” bullet. 


wn 


The "PLUS" bullet. 
The "Number" bullet. 


The “Right ... WRONG!” bullet. 


o 99 


4 


"he “WARNING” bullet. 


0. The “Are vou ...?" bullet. 


1. The “Gimmick” bullet. 
2. The “Sneaky” bullet. 


3. The “Statement of Interest + Benefit” 
bullet. 


4. The "Direct Benefit" bullet. 

5. The "Specific Question" bullet. 
. The “If... Then? bullet. 

The “When” bullet. 


6 
7 

18. The “Quickest, Easiest” bullet. 
9 


1 


he "Truth" bullet. 


20. The "Better" bullet. 


21. The "Single" bullet. 


Use the "Makepeace Makeover" to super- 
charge your bullets: 


l. Get specific about the Benefits. 


2. Add Credibility such as revealing the 
mechanism. 


[m 


Create Urgency. 
Review your bullets: 


l. Are they readable and interesting/sexy? 


I] 


Are the Benefits clear? Desired by the 
prospect? 
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3. Do they have a strong verb like renewed, —3 


: Notes © >. 


revived, rejuvenated, etc ...? 


Now your job is to insert your bullets into 
key places in your body copy. Again, if you're 
writing copy for an information product — your 
argument and body copy are going to lead into 
sections where you present nothing but bullets. 
And then you move on to the next point. 


Other times. you may want to insert bullets 
into the body copy that's selling vour premiums. 
You have multiple options. 


The point is that your bullets play a very 
important role in your body copy — especially 
if you're selling information products. (We'll 
cover this process even more in Chapter 22.) 1 
would recommend you closely examine the ex- 
amples as well as promotions contained in your 
swipe file. Notice where and how bullets are 
used in body copy. The more you can see what 
top writers are doing. tbe better you'll be able to 
duplicate their success in your own promotions! 


With your body copy well written and high 
in momentum, vou're in position to begin finish- 
ing it off. In other words. you've got to close out 
your promotion and get him to place his order! 


You'll learn exactly how to do that in our next 


chapter. 
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Closing Copy - 
How to Seal the Deal 


In this Chapter... 


m Why if you don't close your copy effectively 
— all the hard work you've done will be utterly 
wasted ... 


m The six most crucial elements you MUST in- 
clude in your closing copy (leave just one of 
them out, and you could cut the power of your 
close by as much as 50%) ... 


m 7 “never fail" closing themes that dramatically 
enhance your final push for the sale. PLUS, 
they fit just about any promotion you'll ever 
have to write ... 


m And much, much more! 
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ark my words: This 

chapter may well prove 

to be a lifesaver for you 

and the most profitable 
reading you do all year. 


Why? Because in the next few 


pages, UII show you: 


]. Exactly why Gary Bencivenga once 
paid Clayton the highest compli- 
ment you can ever pay a copywriter 
when he called him a “Master 
Closer in Print.” 


w 


The six foundational elements 
Clayton uses in each and every 
close — things you MUST do before 
the phone rings or the check gets 
mailed ... 


Seven "Never-fail" closing themes 
that can be adapted to ANY promo- 
tion for blockbuster success ... 


ba 


4. The step-by-step process YOU can 
use quickly to become a “Master 
Closer in Print” and send your 
response to the moon. on each and 
every promotion from this day for- 
ward ... 


1 don’t have to tell you how valuable 
this stuff is. You know that without the 
close you have nothing. Everything up to 
that point is just foreplay ... the close is 
what seals the deal. 


So fasten your seatbelts my busi- 


ness-building friend ... because you're 
about to get a PhD. in the fine art of 


closing the sale! 


Everything You Need 
to Accomplish 
ina Great Close 


One of Clayton's secrets for a power- 
ful closing — ending his promotions in a 
way that make a powerful push for the 
sale — is to use a very specific procedure 
every time. I'll eive you his most in-depth 
version here - the same one he uses m 
20+ page self-mailers. 


In my opinion — and after conferring 
with several of the country’s top writers 
— the close begins right at the point (in 
the running text) where you start asking 
for action. You can recognize it pretty 
easily — there’s a shift from selling the 
product/benefits ... to selling the ac- 
Hon you want your prospect to take. It’s 
often right before you present the details 
of the offer. And I see the close as end- 
ing when the very last P.S. is done and 
the offer/order form pages show up. 


This section will provide just a quick 
summary of each step in the close. At this 
point, you'll probably think that you've 
heard them all before. But as you'll see in 
the longer explanations, Clayton handles 
(and teaches his protégés) powerfully 
unique ways to maximize the impact of 


each one. 
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The six elements Clayton includes 
in EVERY major sales piece he writes 


are below: 


1. Repeat your main benefits. This 
is an absolute “must” and doing it 
the wrong way will bore the hell 
out of your prospect. Here’s how 
to do it in the most persuasive way 
possible. 


2. Present your guarantee. Sure 
you've heard of guarantees. Our 
entire next chapter will cover them. 
You've probably even written your 
fair share. But crafting a risk-re- 
lieving, confidence-building guar- 
antee that INSPIRES him to order 
fearlessly is a key part of any close 
— and you must understand how the 
two fit together ... 


3. Ask for the sale. This is the real 
essence of the close because it 
drives him to act and act NOW. It 
creates the urgency and the “push” 
needed to overcome your pros- 
pect's natural human inertia. 


4. Tell them specifically what to do. 
Here's how to give your prospect 
the specific action he or she needs 
to take to complete the order. And 
how to make it compelling. 


5. Include a powerful P.S. The P.S. 
is one of the most often read parts 


of your entire package. and there 


Closing Copy — How to Seal the Deal 


arc at least 6 ways to make it seil 
like crazy. 


6. Use sidebars to enhance the 
close. Effectively used sidebars can 
be a powerful aid to the closing 


process, as you'll soon see. 


Perfect these six elements and you 
too will become a "Master Closer in 
Print” ... capable of converting words 
into dollars. with millions of prospects 


at a time! 


How to Repeat 
Your Main Benefits 
for Maximum impact 


Let's tackle this one first. It's the 
very first part of the close — where 
Clayton details everything his prospect 
will be getting when he sends for his 
FREE reports and risk-free trial of the 
product. He'll typically serve this up in 
a series of lengthy bullets, beginning 
with the phrase “You get.” 


Why does Clayton so often use the 
phrase, “You get?” It’s a powerful way 
10 word this section because — as you 
probably know — “YOU” is the mos 
powerful word in the English language. 
And “get.” at least in this sense. may 


easily be the second most powerful! 


So by attaching the phrase “You 
get" 10 the beginning of every single 


major benefit you list in the close works 
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magically - it seductively tickles your 
prospects greed gland. And this greed 
gets him ready for the call to action. 
The fact that he keeps seeing “You get” 
... “You get" ... “You get” ... over and 
over again along with strong “reasons 
why” the product will change his life is 
subliminally powerful. It builds and re- 


inforces desire on a subconscious level. 


A lot of writers don't put much 
energy into their benefit summary ... 
but it makes so much sense to! I mean, 
you've done SO MUCH WORK: 
You've grabbed your prospect’s atten- 
tion with a wonderful headline and deck 
copy ... you've got him nodding his 
head in agreement ... you've intrigued 
him enough to work his way through 
the body copy ... you’ve stimulated his 
emotions about the subject and con- 
nected each benefit to those emotions 
... you've done all this and more. 


Don't for a minute assume that he's 
going to remember every single core 
benefit you've promised over the course 
of a 16 ... 20 ... or 24-page letter! Long 
copy takes a while to read, even in one 


sitting. 


Tn fact, it's a slam dunk that he's 
going to forget big chunks of your copy 
during the reading process. Which is 
why summarizing all of your benefits in 
an exciting, bullet-point style — with the 


words “You get” beginning each one — is 


a sure-fire way to remind him of all the 

amazing stuff he's about to receive. Plus, 
this keeps your main benetits at the tore- 
front of his mind - where they MUST be 
— if he's going to be proactive enough to 


immediately whip out his wallet. 


Once your benefits are clearly and 
firmly entrenched in his brain, you can 


proceed to the next closing element ... 


The Nuts and Bolts 
Of a Killer Guarantee 


In an optimum closing sequence, 
you'll also introduce your guarantee. 


You see, after you've listed every- 
thing your prospect wil! get, he’s natu- 
rally going to feel some resistance. It’s 
time for him to make a decision about 
whether to cough up money — something 
that isn't always easy. But here comes 
your guarantee io the rescue! |t not only 
relieves his risk, as many marketers 
teach ... it’s a bold expression of YOUR 
CONFIDENCE in the product. 


Plus. there's an often overlooked 
assumption inside the mind of every 
prospect that sees a guarantee. One that 
Clayton's seen hold true ever since he 
began in this business. The assumption 
is simply this: the stronger the guar- 
antee, the stronger the company, the 
stronger the product! 
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As we'll learn more thoroughly in 
our next chapter, your guarantee has 
selling power because it’s really about 
how willing you are to back up what 
you say. It reflects your (or your client's) 
conviction that the product WORKS. 
Remember — your job as a marketer. 
copywriter or salesperson is to transfer 
that conviction to your prospect, so 
he feels confident enough to make the 
purchase. Anybody can make promises. 
but it takes the ultimate credibility to 


put rea] money on the line and back up 


everything you say 110%. 


For a simple, yet powerful example 
of a guarantee used in closing copy, see 
Figure 17-1. It's a control from Phillips 
on oil investing and it does a good job of 


gaining the prospect's confidence. 


Just like this example. Clayton and 
other A-list writers push clients to take 
their guarantees as far as they possibly 
can. And he writes his guarantee copy 
in à way that essentially says, "Hey, 

I believe SO STRONGLY that you H 
receive X, Y, Z benefits — that Im will- 
ing to put my butt on the line. If this 
preduct doesn't make you or save you 
(a very specific amount) ... or deliver a 
very powerful, NOTICEABLE benefit 
— then you'll receive a 100% refund, no 
questions asked. And the $1,000 worth 


of bonuses are yours to keep, no matter 


what happens." 


The Secret 
to Pushing for the Sale 


A "Master Closer" knows how to 
make the purchase decision a very pow- 
erful impulse for his prospect. Because 
you want him to do it NOW and not to 
think about it or put it off. to be forgotten 
about later. Once he puts your copy down. 


you're toast. 


And the first secret to a successful 
push? REPETITION! People are often 
amazed how often Clayton asks for the 
order, but that's what great closers do. 
Human beings have a natural tendency for 
inertia — it’s almost Jike laziness is hard- 
wired into our DNA. This means that it 
takes a strong push (not aggressive. how- 
ever!) to get somebody to whip out their 
wallet and fork over their hard-earned dol- 
lars. Especially for something they don’t 
need. 


That's where repetition comes in. 
Think about it — it often takes repetition 
Tor ANYTHING to seep into our brains. 
It’s why edncation has so much repeti- 
tion ... why athletic performance requires 
repetition ... why successful prayer or 
meditation requires repetition ... you get 
the point. Don't assume for a second that 
asking for the sale once or twice will be 


enough to turn on the action switch in 
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Eig Oil is going next. 


At least twice a month — and sometimes more — I'll share this oil dia 


with you. in a simple and concise email that will tell you what's going 
on. and how you can profit from it. 


That way you're always two steps ahead of the market. 


The Oil Report research service, including everything I've just 
described, costs just $99 a year. 


y The O11 Report ris) 


7 
H 
m 
m 


And, as I said before, you can t 


H 


Sign up today and I'13 send you a FREE copy of each of my Speci 


50 begin receiving my m y newsletter and my bi-weekly 


€ months to decide i 
I guarantee you'll more than double your money AT LEAST one time during 
that period. 
If you don't - or you're unsatisfied with my research for any reason - 
simply cancel before the 6-month trial period is up. 


T’il give you a full refund. And everything I sent you is yours to keep. 


I can make this guarantee because I'm confident in the quality of my 
work — and I know that once you’ve given my service a try, you won't want 
to invest without. it. 


$99 & year, i think it's the best deal out there. 


You'll pay more than that for a 


But before I show you how to get started, there's 
to teli you about. 


The third wave of new cil weaith.. 


~ Old oil industry adage 


ted that the price of nat- 


Tn 1995, the U.S. Department of Energy pre 
ural gas in 2010 would be $3.50 per million cubic 


feet (MCF). 


iate was revised. to $2. 


ct 
joe 


In 1996, that es 


e 


It was the end result o£ 


he slow process of deregulac 
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your prospect’s mind. That's a dangerous 


mistake. 


So you need to ask for the order ... 
and ask REPEATEDLY. The key is to 
do it in a way that’s not patronizing or 
mechanical-sounding. If you do it that 
way. you'll just insult your prospect and 
he'll quickly throw you out of his life. 
Instead, mix up your call to action by 
using different phrases, by attaching a 
variety of reasons why, and by charg- 
ing it with different emotions (I'll show 
you exact phrases Clayton uses in just a 
second), 


Let me explain this a little further. If 
you're selling an investment newsletter 
~ what you're actually going to be selling 
for the first half of thc promotion is the 
amazing FREE premium. It's hard to sell 
the newsletter itself, because it's always 


changing. 


To get maximum mileage out of 
your free premium, especially in the 
close, I recommend using a trick I 
learned from Clayton. What you do is 
use each sidebar — as well as parts of 
the running text — to repeatedly tell your 
prospect to “Send for your FREE copy 
of the report TODAY!” 


Why does this work so well? First, 
because there's very little pressure at this 
point. You're providing great advertorial 
content and telling your prospect to send 
for this amazing, FREE report that will 


change his life. And you're giving him 
lots of reasons why he should believe 
you. So his mind is fairly open and he’s 
unlikely to put up a mental “wall” that 
blocks your persuasive influence. And 
then continually asking him to send for 
the FREE report begins "burning" the 
idea of action into his mind very early 
on. It's like he's being slowly condi- 
tioned to say. “Yes.” and respond to your 
offer. 

Then — once you get to the main 
close ~ you'll begin giving your pros- 
pect loads of additional reasons why 
it's in his best interest to act NOW. In 
just ONE promotion, Clayton will use a 
variety of sentences like: 


sek HR 


Doesn't it make a lot more 
sense to send for your FREE rat- 
ings from SAFE MONEY REPORT 
— and keep your money growing 
safely? 

Dial TOLL-FREE 1-800-#2#- 
VE to accept this generous offer 
now — or mail vour Special Intro- 
ductory Certificate today! 


Join me now and you'll save 


more than $90 risk free ... 


I Want To Rush All 3 Of These 
Powerful Money-making Tools To 
You - In My CAUTIOUS INVES- 
TORS TOTAL PROTECTION 
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PACKAGE — A $307 Value — Ab- 
solutely FREE! 


That's also why I'm inviting 
you to join me every month in 
SAFE MONEY REPORT - com- 
pletely without risk or obligation 
of any kind. 


So please don’t hesitate. Not 
even for a second. 


Join me in the SAFE MONEY 
INVESTOR SERVICE for up to 
two full years — and pile up all the 
profits you want COMPLETELY 
WITHOUT RISK! 


Please — if your financial se- 
curity means anything to you — let 


me hear from you right away! 


Call me with your order for 
SAFE MONEY REPORT. T1] tell 
you what your company's rating is 
immediately, right over the phone 
—a $15 value. FREE! 


Please — without knowing the 
Weiss Risk Rating for your stocks 
and funds. your money is at unnec- 
essary risk — let me hear from you 
right away! 


oko 


And this long list doesn’t even in- 
clude all of the sidebars asking him to 
“send for his FREE report TODAY!” 
The lesson here: don't chicken out in 


your close. |f you can give enough va- 
riety to your requests for action ... and 
include strong enough reasons to support 
each one ... then each “push” you make 
becomes that much more effective. 


With each repetition you'll be 
creating the feeling that NOW is the 
moment. Your prospect is at a cross- 
roads. This decision - which carries 
absolutely no-risk - can quickly change 
the course of his life. But only if he 
acts NOW! 


And if vou've done your job, there 
WILL be a powerful emotion rising 
— the feeling that this is something that 
MUST be done now. It’s way too im- 
portant to delay on. 


Make Sire you Push for 
the STRONGEST Option 


Ifyou truly believe in your product 
{1 don't recommend marketing ANY 
product you don’t believe in!). then you 
really should encourage your prospect 
to sign up for the highest, most valuable 
option. In newsletters fhat means the two 
or sometimes three-year option. With 
other products it could mean the largest 
number of supplement bottles or the most 
comprehensive level of service, 


The reasoning is simple. You've done 
all of this work ... you've captured his 
attention ... you've demonstrated and 
proven all of your benefits ... you've got- 
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ten him to read all the way to the end (or 
at least skip around to the end!) ... so why 
on earth would you NOT encourage him 
to take the best possible offer? 


To simply push the standard option 
because it’s cheaper doesn’t make any 
sense. If he’s really hot for the product 
— but he's on a budget — he won't be 
offended bv you encouraging the two- 
year deal. In fact, the one-year deal will 
seem even less expensive to him at this 
point (because of the price contrast) ... 


so either way you win. 


To see exactly how Clayton does 
this, see Figure 17-2, Notice how he 
pushes the 2-vear option almost as if it’s 
a no-brainer. like he couldn't imagine 
his prospect not choosing this ridicu- 
lously generous option. It works! 


Why is this so powerful? Because if 
you've done a Killer job with the copy, 
there'll always be prospects you've 
worked up into a steamy-hot lust for 
your product. And offering them a dis- 
count for upgrading, along with some 
wonderful extra bonuses is often a 
sure-fire way to push them over the top. 
Thar's why all the big mailers offer it 
~ it WORKS. Revenues can soar by as 
much as 40 or 50%! 


Tell Him What to Bo RIGHT NOW 


The next step in the close is to tell 


him step-by-step what you want them to 


do. You'll ask for the sale again, remind 
them of the guarantee again, and then 
consisrently repeat your main theme 
throughout this process. 


Why repeat your main theme at this 
point? This is a deeper secret that very 
few writers understand. Even though 
this section of the copy seems simple 
— you're just instructing them on how 
to respond — there’s a subtle psychology 
going on here. You want to make sure 
he’s associating the action process with 
the benefits and emotions that originally 


got him reading. 


That's why it's important psycho- 
logically to weave your main headline 
and deck themes into the process. It 
keeps everything unified. It keeps the 
association between vour benefits and 
acting on the offer as TIGHT as pos- 
sible. 


Look at how, on Figure 17-3, this 
is done in the "Judgment Day for the 
Dollar!" promotion. Right after the sub- 
head. the copy emphasizes that had the 
prospect “heeded” his warnings about 
the impending dollar crash more than 
two years ago, he would have been roll- 


ing in dough by now. 


And now, with the greatest dollar 
crash of his lifetime DEAD AHEAD, 
he risks his home, his cost of living and 
retirement - everything he holds dear 
financially. 
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Felt This Good About YOUR Investment Analyst? 


E My money is safe and growing! 
"Because of your advice, | avoided the carnage of 
the last three years. | also made money on the 
gold mining stocks that ! traded during the last 
three years.” 

— LP, Weirton, WV 


"Ht You deserve a Medal of Honor! 

^| award to you a medal of honor for protecting 
an older, self-supporting, divorced woman who 
isn't very rich. (I work as a secretary.) | believe God 
has a special reward for a person who helps wid- 
ows and orphans and divorced women. May God 
shower you and yours with blessings for all the 
help you have given me! 

“Had | not had your information, | could have sus- 
tained 40% to 50% losses, THANK YOU — THANK 
YOU — THANK YOU — AND GOD BLESS YOU AND 


i$ Thank you for saving me 
an awful lot of money! 

"Thank you so much for all your help! | now 

understand a little of all the shenanigans that go 

on in the financial world. You explain in a most 

lucid and entertaining way to a layman what is 

happening, and as | read the New York Times, the 

whole scenario is unfolding so far in the way you 

predicted. What a service! 

"Thank you for saving me an awful lot of money." 
— H.V, Nyack, NY. 


8 Getting richer in tricky times! 

"Your recommendations have resulted in a 
greater-than-30% increase in my account so far 
and it looks like greater gains are just waiting in 
the winds for the next decline in the S&P index 
and the rise of goid.” 


YOURSIII" 


— P.O, Ft. Lauderdale, FL 


yours FREE with your new mem- 
bership in my SAFE MONEY 
INVESTOR SERVICE! 


HALF- PRICE EUN Offer: 


Normally. your two-year mem- 
bership in the SAFE MONEY 
INVESTOR SERVICE would be a 
bargain at $378. 

But if 1 hear from you now. it’s 
just $189 — YOU SAVE $189! 

PLUS, you get full and free 
access 10 the world-beating SAFE 
MONEY WEB SITE — a $460 
value ... 

PLUS, you get my five super- 
valuable investment guides: 
INTEREST RATE BONANZA ... 
INFLATION BONANZA... 
STOCK MARKET BONANZA ... 
GOLD BOOM BONANZA ... and 
ENERGY BOOM BONANZA ... 


.. PLUS. you get THREE 
MORE valuable gifts, FREE: my 
RETIREMENT MIRACLES guide 

.. my STOCK MARKET SAFETY 
NET guide ... and GET OUT OF 
THE WAY OF THE GREAT 
DEFICIT DISASTER OF 2004! 


All together. that’s a mind- 
blowing $1.361-worth of free gifts 
and discounts. But during this Spe- 
cial Introductory Period, you pay 
only $189! 

Thats just 26 cents a day — 
less than the cost of a postage 
stamp— for expert guidance to 
protect all of your investments! 


And best of all ... 


— LP, Boynton Beach, FL 


$189 investment netted you a 
$35.000 return? 


When was the last time a bro- 
ker — or anybody else for that 
matter — promised that if he 
couldn't produce that kind of 
return. he would refund every pen- 
ny you paid them? 

Well get this: THE SAFE 
MONEY INVESTOR SERVICE 
must save you — and/or MAKE 
you — an ABSOLUTE MINI- 
MUM of $5.000 in the next 12 
months OR TT'S FREE! 

No. I can’t guarantee you prof- 
its. No one can. But if I don't save 
or make you money. just let me 
know and F} rush you a full 
refund of every penny you paid. 
PLUS. even after the first year. you 
can cancel at ANY TIME WHAT- 
SOEVER for a FULL REFUND 
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tools other sites charge up to $460 
for two years for — FREE ... 

B You get an unlimited 
number of FLASH ALERTS by 
e-mail or First-Class Mai] — your 
choice — whenever events warrant, 

Best of all, you risk NOTH- 
ING by giving Larry Edelson’s 
REAL WEALTH a try. You must 
agrec that it’s everything I've 
promised and more, or just cance] 
anyüme in your first year for a full 
refund on your subseription — or 
anytime thereafter for a full refund 
on the unused part of your mem- 
bership — and keep everything 
you've received — FREE. 

So please don't hesitate. Not 
even for a second! 


This great dollar disaster can 

either BREAK you or, it could 

MAKE you up fo 279% richer 
— maybe even more. 

The choice is yours! 

This is a crucial moment for 
you. If you had heeded my 
warnings of an impending dollar 
crash more than two years ago. 
you'd be rolling in dough now. 
More than that: You would have 
been able to insulate yourself 
and even profit as the dollar fell 
25% against the euro. 

Now with the greatest dollar 
catastrophe clearly ahead of us 
— with your stocks. your cost of 
living. your home equity and 
your retirement on the line, you 
have a second chance to both 
protect voursclf and to profit. 

Fm doing my part: I’m 
offering to rush you hundreds of 
dollars of Emergency Profit 


p^ 


“I want you to USE this locked-in | 


dollar disaster to capture a true, 
investment windfall... 


4... with 5 often-overlooked 
contra-dollar stocks and 


one specifically 


designed to hand you 


gains of up to 279% 


when the dollar crashes!" ' 
— Larry Edelson 


| 
| 
| 
mutual funds, each 
| 


s to insulate and grow 
your wealth through this crisis. 
Please remember: If you're not 
thrilled with how much you save 
and how much you make with 
REAL WEALTH, T1 GLADLY 
msh you a FULL REFUND on 
your membership fee! 

The clock is ticking. I urge 
you to act now. 

Lei me help you insulate 
your wealth and profit hand- 
somely from this dollar panic. 
Call now: The toll-free number 
is 1-800-604-3649. 


Warmest regards. 


Aig Cable 


Larry Edelson 

Editor. REAL WEALTH 
SERVICE 

PS. Extra Bonus for Fast 
Response by Phone: 

The Natural Resource 


Call TOLL-FREE 1-800-804-3649 for more information. 
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Investors Bible. This is an addi- 
tional 579 vahie — FREE 


The Natural Resource 
Investors Bible is 
everything you need 
io seize windfall 
profi potential in 
the great natural 
resource ROOM 
of 2005! 

Position your- 
self for maximur 
profit potential in 
gold and precious 
metals 
oil and en 
... grains and ag 
ers, base meials and 7 
materials providers — ineluding 
my picks for the top 25 companies 
in each sector! 


ing companies ... 


ders ... 


The toll-free number is 
1-800-604-3649. 
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These are the central themes that opened 
up the copy and linking to them makes the 
prospect understand why this is so URGEN I. 
Notice how it says, "T ve done my part ... 
Vm willing to send you hundreds of dollars 
in Emergency Profit Guides ... but the clock 
is ticking ... "T urge you to act now” ... these 
help drive the urgency of the theme and the 
offer into the prospect’s brain. 


Doing this also creates a start-to-finish 
feeling of continuity. Your prospect sees 
how taking action NOW relates to the ben- 
efits/emotions that got him interested in the 
first place. If done properly, he'll be feeling 
like this whole journey is ending with a 
flourish. There's excitement and by simply 
calling the toll-free number ... he gets to 
take the first step in a wonderful new direc- 


tion. 


So you tell him: I want you to dial toll- 
free 1-800-ABC-DEFG, RIGHT NOW. Or 
complete and return the enclosed RSVP 
form provided. Or jump onto the Web, type 
in this website and sign up. 


It's that simple. 


Six Ways to Finish Strong 
with Your PS. 


Once you've signed cff, you'll be at the 
last stage of your close ... the P.S. Since 
the P.S. is so highly read (it can often be the 
second thing your prospect reads after the 
headline) you MUST use that real estate ef- 


fectively. Here are some ideas of what to do c 


with your P.S ... 


1. 


You can introduce a new fast-reply 
bonus to create added urgency. Effec- 
tive, because it lights an additional fire 
under his you-know-what to respond 
right away. Just make sure the bonus is 
something you know he eagerly wants. 


You can introduce a “call in” bonus 
that he gets ONLY if he calls in his 
order. The reasoning for this is simple. 
The order form takes a few minutes to 
fill out and it’s not fun. Honestly, who 
likes filling out forms? Plus, he’s sit- 
tng there all alone and there’s nobody 
watching him. He's not accountable to 


anyone. 


Then when he’s all done he’s got to put 
it into the envelope, sometimes even 
go get a stamp, put it into the mail ... 
can'i you see the DANGER here? All 
this is time for your prospect to change 
his mind, get distracted, decide to 
procrastinate — and each is a notorious 
sales killer! 


But if you can get him to call right 
away, all of the sudden he's account- 
able to a live person. he can ask ques- 
tions if he needs to ... that person will 
patiently wait while he digs out his 
credit card — you're not going to lose 
very many sales in this process. So it 
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pays in spades to have him call his 


order in. 


You can reveal another FREE 
bonus he’ll get, however he re- 
sponds. Your job here is to surprise 
bim even further, quickly explain- 
ing why it's valuable. And then 
deliver enticing fascinations/bullets 
that sell the hell out of it. 


You can list some of your most 
powerful testimonials. This is a 
great way to soothe any leftover 
doubt or skepticism he might have 
and push hím over the tipping 
point he needs to act. Just make 
sure the testimonials are among 


your very best. 


You can push even more for the 
sale and give additional reasons 
why it's in his best interest to 
act NOW. This is a great strategy 
to use because you have his full 
attention. Just explain to him that 
he’s got nothing to risk, this is an 
incredible deal, and he stands to 
gain SO MUCH — why not just 
give it a try? 


You can restate the guarantee. 

If your guarantee is especially 
powerful. tel] him again. Let him 
know that you'll make him an extra 
$5.000 this year or everything’s 
FREE. 


Of course. this is only the beginning 
— get creative with your P.S. and test dif- 
ferent approaches you feel would furce- 
fully compel your prospect to act without 
hesitation. 


Tt pays to think really hard about the 
BEST possible use of your P.S. AND to 
save some of your very best ammo for 
this final shot at closing the sale. 


Hard Selling with Your PS. 


The example on Figure 17-4 (from the 
“Knack” magalog) is a great example of 
really using the PS. real estate effectively. 
As you can see, the first PS. gives the 
prospect a metaphor that communicates the 
power of what he now holds in his hands. 
It essentially says, "I'm betting that you're 
sitting on an extra $100.000 you never 
thought you had and if I’m wrong. you 
don’t owe me a penny.” So it's a strong 


way to position the guarantee as well. 


The second PS. takes him one step 
further and emotionally expresses what 
à good deal this is! It essentially asks, 
"When was the last timc someone else 


made you such a great offer? LOOK 


at all you stand to gain! What are you 
waiting for!?"* 


Then the third P.S. introduces a fast- 
response bonus, romances it a bit and 
then quickly summarizes the bonuses 
you'll get with either the one-year or 


E 


www.nakepeacetotalpackage.com 617 


The Ultimate Desktop Copy Coach 


Ken and Daria Dolan may well be die hardest working friends thai America’s 
wage earners, savers, and investors have. Theyre the financial world's 
“Dynamic Duo —dedicated to helping people live better on what they have. 


build for the future! 
Sincerely, 


on Blm 


Ken Dolan 


P H someone told you 
owe there was a trea- 
sure worth $100,000 right 
under your nose—maybe 
even buried on your own 
property—and that he'd 
lead you io it. FREE... 

«would you let him? 

Well. that's exactly what 
I'm asking of you. 

l say that Daria and I can 
guide you to wealth that's 
hiding right under your nose, 
then multiply that money 
many times over. 

if I'm right. you'll be bei- 
ter off. and we'll have a sub- 
scriber for life. If it doesn't 
work for vou within the first 


three months. I refund 
every penny of vour sub- 
scription. "THE KNACK and 
your free reports will be 
Yours to keep in any case. 
You come out smelling like a 
rose either way! 

Please—let us hear from 


you right away! 
PP Doggone ít—this 

od s is a great deal! 
About a dime a day to 
restore $83.600 per year in 
Jost wealth...to get THE 
KNACK for turning that 
money into $100.00... 
$250.000...even $500,000 
extra for retirement...AND 
THE KNACK for getiing the 
best of everything. 

And to top it all. you risk 
nothing! 

What are you waiting 
Jor? 


Wealth for Life * Page 19 
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1 hear from vou in 
the next 10 days. 
you'll also receive 
a FREE copy of 
S “SATISFACTION 
B GUARANTEED." 
g Its filled with 
ER techniques I use 
to get satisfac- 
tion from stub- 
born stores. 
unserupulous 
i banks and bro- 
kers, and every- 
one else who 
cheats, fudgcs or 
tries to get rich 
at your expense. 
Daría says it's 
yours, along sith 
“THE KNACK,” if 
we hear from vou in the 
next 10 days or less. That's 
wo FREE bonuses in all 
with your one-year sub- 
scription, and vou get "THE 
KNACK,” "SATISFACTION 
GUARANTEED,” plus FIVE 
MORE FREE bonuses with 
your two-year subscription. 
It doesn’t get ANY better 
than this! Let us hear from 
you today! 


Turn Page 

for the Complete 
Rundown on Your 
FREE Subscription 
Bonuses! 


two-year deal. Notice how the P.S. takes 
up almost a full page — that's intelli- 


gently using the P.S.! 


Using Sidebars 
to Multiply Your Closing Power 


Clayton also drives home the idea 
that your sidebars should work overtime 
10 assist in closing the deal. You do this 
by making the prospect feel like: 


1. This is a screaming hot deal too 
good to pass up. So the closing 
section should have value sidebars 
that communicate the benefit value 
of the offer, the bonuses, etc. as 

ALL 

FREE just for accepting a risk-free 

trial today, 


well as the monetary value ... 


2. There's absolutely nothing to lose 
and everything to gain. You've 
relieved all the risk with a world- 
class, gutsy guarantee. You've 
showed him how to cash in on 
some locked-in new trends ... or 
clear his arteries of deadly plaque 
... or whatever chief benefits your 
product offers. Make sure to feature 
your guarantee and tie it directly 
into the performance you've prom- 
ised him over the course of the 
letter (i.e. “You must make at least 
$5.000 over the next twelve months 
or everything is FREE. When was 
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the last time you got 50-to-1 on 
your money?) 


3. You've proven this in every way 
possible. You remind him of the 
profits you've led your subscribers 
to in times like these. whether it's 
929% ... 647% or any other notable. 
specific number ... you remind him 
of your track record in predictions 
... you feature the most powerful 
testimonials ... reinforce the logi- 
cal, bullet-proof argument that all 
but guarantees him a windfall in the 
coming months ... the possibilities 
are ENDLESS. 


How this Secret Looks in Action 


On Figure 17-5. notice the two tes- 
timonial sidebars on the spread. They're 
all incredibly powerful ... just look at 
the headlines: “An eye-popping 360% 
profit ... Larry, you are the MAN”... 
plus the previous page of the close had 
the testimonial headlines, “Larry will 
make you rieh ... a 563% GAIN!" 
Each and everyone does a fantastic 
job of reinforcing the primary benefits 
promised and helps reduce the resis- 
tance/skepticisin the prospect naturally 
feels at this point in the letter. 


Tt also reveals a very powerful way 
to begin the benefit summary. one that 
Clayton loves to use. It basically says. 


"Look. we've only been together a short 
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(Coniinved from page 17) 

you hadn't heard, the falling U.S. 
dollar and the ramping up of the 
world economy have Jit a fire 
under demand for nearly ALL 
commodities with intrinsic value 
— especially COPPER. One of 
the main culprits is China — 
with Chinese copper output down 
1.3% ... refined copper exports 
down 42% ... and imports up 
19.1% in the last year. 


n this eve-opening report, I 
introduce you to lhe ONE com- 
pany that is best positioned to 
rake in windfall profits supply- 
ing the world with copper at 
peak prices — a company I'm 
convinced could make early-bird 
investors rich, rich. RICH! 

B The ULTIMATE Natural 
Resource Stock — an added 
$79 value, FREE! This pre- 
miere metals. mining and energy 
company is poised to benefit 
from almost every area of en- 
ergy and metal price growth in 
Asia. 

The company is an exporter 
of metallurgical coal for the stee] 
industry, an exporter of energy 
coal. a producer of iron ore, a 
producer of copper, a producer 
of primary aluminum and a 
producer of manganese. PLUS. 
it also has substantial interests in 
oil. gas. liquified natural eas 
(LNG). nickel, diamonds, silver 
and titanium minerals! 

Here's the best part: This 
company is already making 
investors up to 3 times richer 
Call TOLL-FREE 1-800-604-364 


S 


"Real profits were made in gold mining ... 
Stocks included Agnico-Eagle Mines 
(a 14296 PROFIT) ... Glamis Gold 
(a 551.596 PROFIT). Enclosed are copies of 
my Fidelity account statements.” 
— QC. E. B., Commack, NY 


“I bought Royal Gold at $7.90 a share and 
sold it for $13.95 a share, giving a profit of 
$6.05 before commissions. THAT IS 73%! 

Any time I can earn over 70% a year, I will 
gladly take it. My subscription has been paid 
for many times over. 


Thank you!" 


— T. A., Port Clinton, OH 


every five years — AND you 
even get a healthy dividend! 
Altogether, that’s AN ADDI- 
TIONAL $316 VALUE — 
FREE ... 
if You Don't Act an 
This Exciting Guport 
Now, Yowi Be Kiel 
Yourself for YE, 
fe Comet 
I do NOT want you to miss 
oul on this awesome profit oppor- 
tunity. I urge you: Send for your 
FREE copy of Grow Six Tinzes 
Richer in the Great Gold Stock 
BONANZA of 2004-2005 and 
decide for yourself. 


ARES 


Let's add up the value you 
gel: 


for more information. 


9 $189 value: You SAVE 
HALF on your two-year mem- 
bership in REAL WEALTH ... 


@ $79 value: You get Grow 
Six Times Richer in the Great 
Gold Stock BONANZA of 
2004-2005 — a $79 value — 
FREE ... 

@ $79 value: You get my 
Natural Resource Investor's 
Bible — a $79 value — FREE ... 

9 $316 value: You get FOUR 
ultravaluable PROFIT GUIDES 
to help you profit from China's 
explosive economic growth — 
Chinese Oil Company Set to 
Become the “Exxon/Mobil” of 
ASIA ... How to Get Rich off 
the World's Worst Chronic 


(Please man...) 
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time and I’ve shown you so much ... 
I've given you so much.” The implica- 
tion is - how many other people do you 
meet who' re immediately bringing this 
much value into your life. You really can 
TRUST ME. 


And this implies that his prospects 
have to be crazy not to at least /ry the 
service. It's a much stronger psychologi- 
cal position to take than aggressively 
pushing the prospect up against a fabri- 
cated sense of urgency and scarcity. This 
is what many writers do and prospects 
quickly see through it. 


Think of how to apply this same psy- 
chology to your own packages! 


And that’s it — the six basic ele- 
ments to include in each and every close. 
Remember also that it’s not enough to 
simply include them — you really need to 
consider each element very deeply and 
thoughtfully. That’s why I’ve gone into 
such depth here. It's the same standard I 
recommend you to hold yourself to. now 
that you have this new understanding. 


7 Never-Fail Closing Themes 
to Use in Any Promotion 


Now that you've got the must-have 
elements of a great close in place, 
the next level of mastery is picking a 
specific approach to use in your close. 
While the basics stay the same, the ap- 


proach you take will affect how you 
present and articulate each element. 
Certain approaches will fit better with 
certain products, markets, and prospects 
... so you need to consider that as well. 


Here’s the first of the seven ap- 
proaches Clayton's used with block- 


buster success: 


The “Crossroads” Close 


This might be my favorite. You 
simply articulate the different options 
facing the prospect right NOW, empha- 
sizing that he’s at a fork in the road. 
Clayton often refers to it as a “water- 
shed” moment in his promotions for 
Weiss, 

Essentially, what you're doing here 
is much like what was described by 
Robert Collier many years ago. You are 
showing what stands to happen if your 
prospect does NOT respond to your offer 
... and then comparing this situation to 
what'll happen if he does. 


Clayton will often list three options. 
Usually the first option is "you can 
do nothing and bury your head in the 
sand.” And what you do is dimensional- 
ize the risk and danger of doing so. You 
describe how an investor’s wealth was 
destroyed because he lacked this kind 
of information. Or that someone had a 


heart attack, simply because they were 
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taking dangerous prescription drugs 
rather than this natural supplement. The 


possibilities are endless! 


The second option is to “keep doing 
what you've been doing" and it isn’t 
radically different from the first option. 
Only this time vou're more focused on 
the result. So you'd say, "You can keep 
getting the measly 1% gains you've 
been getting from vour bank ...” Or you 
could say, “You can keep force-feeding 
yourself foods you hate and still not 
lose any weight ..." 


This sets up the strong contrast with 
the third option, which is obviously the 
one you want him to take. This time you 
say, "Or you can take control of your 
financial future and be exposed to invest- 
ments that are soaring 15796 ... 346% 

” In the health market, vou could sav, 
"Or you can take control of your health 
— putting your wellness squarely back 
into your own hands. freeing yourself 
from the horrors of prescription drugs 


-.. reducing your risk of chronic. deadly 
disease ..." 


Of course, this "set-up" is fairly 
obvious to your prospect, so you really 
need to be extra sincere in this section. 
He knows what you're trying to do. If 
you overdo it and make it seem totally 
fabricated, the sale will be lost. He'] 


feel that you’re patronizing him. 


So make sure that you’re speaking 
very credibly, that you’re coming from a 
sinecre place and just honestly helping to 
clarify what his options are. If he’s read 
this far into the ad, he’s very interested 
and needs help with some sort of prob- 
Jem or wants a specific desire fulfilled. 
Just communicate why this decision will 
help him shift directions, avoid unpleas- 
ant consequences and launch him in the 


direction of the life he wants. 


The “Logical Restatement” Glose 
Another strategy is to carefully and 
concisely recite the logical argument 
behind your copy. The chain that makes 
purchasing your product seem like a 
slam dunk, no-brainer. 


So you ll in effect be saying, “Look. 
here are the facts: 


l. Gold is exploding in value ... 


2. Because of X, Y, Z factors, the de- 
mand will continue to skyrocket ... 


[n 


I've got à proven track record at 
finding the hottest gold stocks ... 


4. Again, over the last 12 months 
we've piled up profits of up to 
457% on gold stocks. Our average 
gain has been 179% overall ... 


5. "We've just discovered three red-hot 
companies that are heavily under- 
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valued and guaranteed to soar as 
demand continues to rise ... 


6. And we've taken the liberty of 
preparing a special report that 
gives you all the information vou 
need to make this the windfall of a 
lifetime. 


If you have ANY desire to 
profit from this inevitable gold 
boom, then I suggest you send 
for your FREE report right 
&way. Accepting this generous 
risk-free offer should be the 
casiest decision you ever have 
to make. And passing up on it 
could easily be one of the costli- 
est things you ever do.” 


This is just one way you can structure 
it — other ways are possible. It works so 
effectively because you're condensing 
and harnessing the power of the argument 
you've used all along. the argument your 
prospect has already agreed to by virtue 
of reading this far. What you're doing 
is knocking down his last bit of doubt 
regarding the benefits you've promised. 
And you're subtly calling out the fact that 
al least part of him must be in agreement. 
otherwise why would he have read this 
far? 

Since it's hard not to agree with this 
line of reasoning ... since there's no 
risk and everything to gain ... doesn't 
it make sense to at least TRY this offer? 


That's the psychology behind this ap- 
proach. 


The “Reasons Why" Close 


Another explosive closing approach 
is the whole “Reasons Why” close. It’s a 
great way to condense all of your selling 
points into a clear sequence that can help 
banish any remaining uncertainty your 


prospect may have. 


There are various selling points you 
can feature in this section, but some 
of the strongest are: increased savings. 
limited-time bonuses (such as FREE 
additional product or FREE reports), 
FREE shipping, proof elements. scarci- 
ty, exclusivity to this offer, the boldness 
of the guarantee and more. The varia- 
tions are endless. 


Now check out Figure 17-6. When 
you've got a diverse set of benefits, 
premiums and discounts — as 1s often the 
case with nutritional supplements — then 
this "Reasons Why" closing strategy can 
help you tie them all together effectively. 


It works well in this type of situation 
because Clayton is offering the prospect 
)a 30% discount. where he'll save 
$140.40 ... 2) 4 FREE bottles of Mineral 
Powcr, a $79.80 value ... 3) a FREE re- 
pori titled. Degurk Your Arteries for Life, 
worth $19.95 ... 4) a FREE report titled, 
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REASON #1; During this 
Special Introductory Offer, you'll 
save up to $140.40 on Enhanced 
Oral Chelation™. 


When was the last time a big 
drug company or even a supple- 
meni firm offered you a 30% dis- 
count just for giving their product 
a fair try? 


Never Fear A Heart Attack Again! 


"About a year ago i 
experienced what turned 
out to be a heart attack. 
I never saw this coming. 
what a shock! 

*T decided to try your 
product and the last time 
I saw my doctor my cho- 
lesterol and triglycerides 


REASON #2: You'll also 
receive up to 4 FREE bottles of 
Mineral Power! ™, A $79.80 value, 


Since the EDTA found in 
Enhanced Oral Chelation™ is so 
effective at clearing out the gunk 
in your arieries, iis vital that you 
take a potent mineral supplement! 
along with it. 


Health Resources" scientists 
formulated Mineral Power!" espe- 
cially for folks taking Enhanced 
Oral Chelation™. |t combines cal~ 
cium. zinc. selenium, magnesium, 
copper manganese, chromium. 
molybdenum and over 70 trace 
minerals into one powerful formula. 


Normally. a three month's 

' of Mineral Power!™ is 
OS, But as part of this Special 
Introductory. Offer. vou ean 
receive a free supply of Mineral 
Power!™ Tor as long as you're 
also taking Enhanced Oral 
Chelation™! 


That's a value of up to $79.80 
per year: 

REASON 33: To help you 
enjoy the mast Enhanced Oral 
Chelation™ has to offer. you'll 
also recetve a complimentary copy 
of DEGUNK YOUR ARTERIES 
FOR LIFE! A 519.95 value. FREE. 


Enhanced Oral Chelation™ is 
the ultimate circulation boosier. 


were normal! 


l “I have the peace of mind 
that my inners are being | 
rooter-rooted and I’m not fearful of 
another heart attack.” 

— Hector C., Valley Village, CA 


And there's even mere you can do 
To protect your heart and brain. 
DE-GUNK YOUR ARTERIES 
FOR LiFE! is your roadmap to 
optimal circulatory health! 


You'll discover remarkable 
secrets for making vour heart the 
best it can be — at any age 
inchiding... 


+ Js your family history of 
heart disease a death sentence? 
ABSOLUTELY NOT! Here's 
what you ean do to outwit Mother 
Nature! 


+ WOMEN BEWARE: Why 
nearly twice às many women dic 
from heart disease than from all 
forms of eancer — including breast 
cancer. Essential self-defense! 


* Think heart disease only 
strikes older people? THINK 
AGAIN! Heart disease begins in 
childhood! One in six teen 
are at risk. Life-saving advice! 


+ Your "bern again" heart 
SHOCKER: Every cell in your 
heart is replaced every 30 days: 
You get a new heart every month! 


ntial steps to 
heart the 


Here are three e 
make your “next 
healthiest yet! 


+ Declare war on heart dis- 
case! 30 ways 10 keep your heart 
beating healthfully for decades to 
come! Safe advice you must have 
nowt 


+ And much, much more! 


REASON #4: A complimen- 
tary copy of NO MORE SNE. 
ATTACKS! | a $19.95 valuc. 
FREE. 


Every year, heart attacks strike 
people who werent supposed to 
have one. Their cholesterol was 
low. Their blood pressure was per- 
feet. They had no known risk lac- 
tors whatsoever. And vet, a heart 
attack or stroke hit them anyway. 


Why? 


The answer may be an inflam- 
mation of the arteries thal is 
marked and even caused by high 
levels of C-reactive protein in the 
blood. According 10 2 


recent 


TÜConiumasd on page 18) 


HEALTH NEWS; Winter 2006 e For more information, cali TOLL-FREE 1-800-471-4007 17 


www. makepeacetotalpackage.com 


Closing Copy — How to Seal the Deal 


A A I a TSC 


No More Sneak Attacks. worth $19.95 ... 
5) FREE shipping. 


Introducing this diverse array of ben- 
efits as "five excellent reasons why" is ef- 
fective because it gives the benefits a more 
focused, coherent feel. 


I'd recommend using this approach 
whenever you find yourself in such a 
Situation. Also. if you offer FREE bonus 
reports — this is a great place to feature 
some of your best bullets you've extracted 
from the reports. They'll be received very 
strongly at this point and it's an excellen 
place to introduce added benefits that help 
build desire. 


Just remember that when you explain 
each reason, do it with urgency. You real 


i 


want your prospect 1o feel the intensity 


of the moment, a strong feeling that it's 


now or never. And you're being absolutely 
truthful because, after all. it’s close to a 
100% certainty that if he does not respond 
to this order RIGHT NOW. he'll never 
respond. So you can really use the “now 
or never” push with firm convietion that 
it’s true. 


The "Don't Go IT Alone" Close 


Another approach that works well 
- especially in selling newsletters — is a 
close with the mindset of “this is no time 
to go IT alone.” Tt works weil in newslet- 


ters because in many ways, the editor 


IS the product. Yes. you are buying the 
benefits — but the editor is the real vehicle 
for those benefits. And the prospects 
decision to buy will be based a great deal 
upon how well he or she resonates with 


the editor. 


Jf you've done a good job in your let- 
ter of explaining how tough things are out 
there in the real world ... how Wall Street 
is loaded with brokers. advisors and CEOs 
that cannot be trusted ... how the market 
is being set up for a vicious collapse or 
swing that will slaughter the wealth of 
millions but make others filthy rich ... or 
in the health market: how doctors and sur- 
geons will do anything and say anything 
to get you to accept their costly, dangerous 
procedures ... 1 could go on forever! 


The point is that you've built up 
the mental reality that it's incredibly 
difficult to go out there into the jungle 
without an expert guide, someone that's 
looking out for your best interests ... 
NOT just after your wallet. 


If you've done all of this. by the 
time the close comes around, your 
prospect WILL feel the need for guid- 
ance, the need for ongoing support from 
someone he trusts. 


And that’s when you re-emphasize 
that he^!l get that and more by accept- 
ing a risk-free wial to vour newsletter. 


Here's an example from Clayton's "Wall 
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Street Babylon" bookalog for the S4FE 
MONEY REPORT: 


ab ah aoe 


This Is NO TIME 
To Go It Alone! 


Wall Street will do just about 
anything — and say anything — to 
make you forget about the risks 
you're exposed to in today’s still 
over-inflated stock market. They 
want to keep you fully invested 
— and buying even more stocks 
and fund shares ~ right up until 
the very last point of the next 
big market decline. 


I want you to disappoint 
them. I want you to preserve 
your wealth and keep it growing 
safely by fully understanding 
the risks as well as the rewards 
of each stock and mutual fund in 
your portfolio. 


More than that: I want you 
to use the principles in The 
Weiss Windfall Strategy to 
double your money — and then 
double it again — as stock prices 
are hammered into the ground. 


In a way. today's stock mar- 
ket is nothing more than a gi- 
gantic game of poker: Millions 
of investors holding nothing but 


garbage in their hands, trying 


to bluff, and desperately hoping 
that someday their stocks will 


come back. 


It's a fool's game. A game 


nobody can win. 


Doesn't it make a lot more 
sense to send for your FREE 
raüngs from SAFE MONEY RE- 
PORT — and keep your money 
growing safely? 


ARE 


Do vou see how this is a powerful 
way to position the editor and newsletter 
overall — not as simply pieces of infor- 
mation about making more money or 
about getting healthier ... but as contin- 
ual guidance from the most qualified and 
caring expert out there. Someone who 
will save you from all of the pitfalls and 
accelerate your path to wealth, health, 


and happiness. 


When you build up this highly 
desirable positioning for your editor or 
spokesperson, don’t be afraid to make 
your prospect aware of how valuable 
it is. Tell him why this is the best guid- 
ance he could possibly have in this area 
of his life ... and that if he doesn't act 
now, he’s missing out on a relationship 


that will change his life! 


The “Simple Restatement’ Giese 


This is the most basic, stripped 
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down closing approach. If you're sell- 
ing a newsletter. you typically spend the 
first section of your close restating why 
the premium will be so impactful in 
your prospect's life. You'll prove why 

it will make him so much money or 
why it will save him from an impend- 
ing health disaster or anything else it’s 
helping him do. 


Then, in the close, you'll restate ev- 
erything else your prospect gets, often 
in bullet points. The first sentence will 
usually be about the physical product 
(the many features of the service) and 
the remaining sentences will expand 
into the deeper benefits and reasons 
why it'll work. 


You'll also restate the euarantee and 
really get him feeling that there's no risk 


whatsoever in accepting the trial offer. 


And then you'll finish up by asking 
for the order another couple of times. 
It's oh-so-simple! 


For an example, look at Figure 17-7. 
It’s a health promotion where the key 
elements of the promotion are sim ply re- 
stated in bullet points. When vour offer is 
particularly strong. this approach is often 
effective to take. 


The “But WAIT... 
There's More” Close 


his is a slick closing technique 


Closing Copy — How to Seal the Deat 


where you build up the benefits of the 
product and cost-justify it to the point 
where you could easily ask for the sale. 
At this point the deal is already looking 
pretty darn good. And your prospect is 
probably expecting you to ask him to 
take action on the offer. 


But you don’t. 


Why? Because you've still gat some 
great bonuses up your sleeve and this is 
the perfect time to introduce them! 


Remember that your prospect will 
experience resistance when he feels 
you're trying to get him to act. It's natu- 
ral. Nobody wants to be “sold.” 


So rather than ask for the sale, you 
tel] him. “But WAIT ... there's more." 
So wüile he thinks it's already a good 
deal, this makes it seem like an even 
better one. He's thinking, WOW! That's 
a lot of stuff for the price!” And all of 
a sudden his mind is off the pressure of 
the close and focused on the additional 


things he'll soon be getting. 


As long as you keep the bonuses 
Strong and the copy exciting, you can go 
on like this for quite a while. Each time 
your prospect will think you can’t possibly 
offer any more, you surprise him with vel 
another powerful bonus. And each time 
his resistance is melted ... to the point 
Where he feels he'd be INSANE to NOT 
at least give this a risk-free try. 
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....g68rs ago are still alive today prim 


BO00D Years! 


because of taking Coenzyme Q10 daily.” 
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@ You will SAVE up to $60 on Ultimate 
CoQ10 Formula"... 


You will receive up to THREE EXTRA 
MONTHS of Ultimate CoQ10 Formula" — 
a $179.85 Value - FREE! 


Bi You will also receive Silent Epidemic: How 
to Revive a Failing Heart — the eye open- 
ing guide to the assault on your heart. You 
get ALL the facts on our current heart holo- 
caust — including the prescription drugs and 
other things in your life that put you at risk, 
and a complere guide to keeping your heart 
beating strong: A $19.95 Value — FREE! 


B You'll get The CoQIO Miracle — your 
roadmap to using this astonishing wonder 
nutrient to support heart health and more! 


You'll discover how much CoQ10 your body 
needs each day... how much vou should take if 
you're dealing with heart problems... fatigue... 
symptoms of premature aging... sexual prob- 
lems... and more: A $19.95 Value — FREE! 

BH PLUS, you'll also receive TRIPLE Your 
Heart's Health in Just Seconds A Day — 
complete with the latest research that 
reveals how you can scrub deadly plaque 
out of your arteries... ease inflammation 
ihroughout your body... and cut deadly 
homocysteine levels down to size... in just 
seconds per day: A $19.05 Value — FREE! 


Add it up yourself: That’s $299.70 in dis- 
counts and FREE gifts! 


CoQ10 Adds 15 i 


You wiil FEEL the difference 
Ultimate CaQ10 Formula" 
makes or you pay NOTHING! 


Just call TOLL-FREE 1-800-746-4513 or 
retum the SPECIAL SAVINGS CERTIFICATE 
on page 19 of this report and we'll rash your 
supply of Ultimate CoQ10 Formula™ and your 
FREE gifts to you. 

You must see and feel dramatic results. 
Otherwise, just return the unused portion and 
True Health™ will promptly refund 100% of 
what you paid. 

And get this: Even in the extremely unlikely 
event that you decide to exercise your right to a 
refund, the free gifts you've received with your 
first order — your FREE bottles of Ultimate 
CoQ10 Formula" and your FREE copies of The 
CoQJ0 Miracle... Silent Epidemic: How to 
Revive a Failing Heart... and TRIPLE Your 
Heart's Health in Just Seconds a Day — are 
yours to keep without further cost or obligation 
— FREE! 


Listen to your heart... 


In this bulletin, I’ve shown you how 
America's epidemic of failing hearts is tuming 
400,000 healthy Americans into cardiac cripples 
each year — and how this plague is spreading 
like wildfire: QUADRUPLING the number of 
victims it claims every few years... 

B P've shown you how many drugs — 

including statins and other drugs you 
think are PROTECTING your heart 
may actually be destroying it... 


I’ve cited scores of studies proving that 
supplementing with Coenzyme Q10 can 
help you avoid being the victim of a 
failing heart... 

B I’ve shown you why 90% of all the CoQ10 
products being hawked in health food 
stores from coast-to-coast are a waste of 
moncy — nearly impossible for your body 
to absorb and use... 
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The purpose of this process is to put 
him into a state we've all felt before. 
I'm not sure if there's an exact word 
for it — but you feel so overwhelmed 
with a positive feeling of greed that you 
can hardly think straight! Like, *Oh 
my! This is crazy. I’m getting so much 
here, I hardly know what to say. What 
do I need to do to sign up?" And that's 
exactly the reaction you're looking for! 
All resistance has melted away and ac- 
tion takes place automatically. 


How to Pile On 
Benefit After Benefit 


The promotion on Figure 17-8 is a 
perfect example of the “But WAIT ... 
There’s More” close. 


Clayton does a good job proving the 
casc for the product. and he cites tons of 
credible studies and sources that hack 
up the need and effectiveness of Vitamin 
D in fighting deadly inflammation. So 
he begins the close process by saying. 
“Normally three months of INSTANT 
SUNSHINE is a bargain at just $119.95. 
But by ordering now, vou pay only $99.75 
— you save $20! That's just 51.10 per day 
to fight the deadly inflammation science 
now suggests triggers up to 438,000 heart 
deaths each year.” 


He’s already thrown in some FREE 
premiums and the deal looks pretty 
good. But now the close is beginning 


and the prospect feels it. And just as his 
resistance is beginning to grow. Clayton 
throws in a FREE bonus of Calcium 
supplements that perfectly compliment 
the main product. It’s a $79.80 value 
and we give a slew of reasons why ... 
most Americans are not getting enough 
calcium ... most calcium products are 
not absorbable ... and why taking it in 
conjunction with Vitamin D will allow 


the prospect to maximize benefits. 


The prospect is thinking, “WOW! 
The offer just got better.” 


But WAIT ... there’s MORE! He 
next introduces three more valuable 
special reports — a $59.85 value. Each 
is related to the central theme of heart 
health/natural remedies and he bom- 
bards the prospect with excellent bullets 
about each one. 


Now the offer seems incredibly 
good! 


But WAIT ... there's MORE! When 
the prospect gets to the P.S., he gets TWO 
MORE FREE bonuses! The otfer keeps 
getting better and becomes almost impos- 
sible to resist. This is one of the reasons 
Clayton had such success with this 
package. The simple moral of the story: 
provide your prospect with as many great 
bonuses as you can — it makes it much 
easier to reduce resistance during the 
close and fill your prospect with burning 
lust for your offer. 
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Continued from page 7 ... 


FREE SUPPLEMENTS — 
a $79.90 value! 


supplies of calcium. and ... 

2, To protect your hean. regulate 
your blood pressure and strengthen 
your bones. calcium needs plenty of 
vitamin D! 


But according 10 Dr. Bess Dawson- 


b disease clinic at Tufts-New England 
Medical Center: 

"Fewer than 10% of men and 
women older than 50 have adeguate 
calcium intake through their diets 
alone" 


INSTANT SUNSHINE™ and 
Calcium Laetare are the perfect one- 
(wo punch against heart and bone 
problems. Here's why: 


And new government figures show 
the average calcium intake for ail apes 
of American adults — both men and 
women — fails to meet the standards 
for healihy bones set by rhe National 


1. For maximum absorption — and 
the ultimate in inflammation-fighting 
power — vitamin D needs ample 


Your SKIN IS. 
trying to warn) 
you about 

your HEART! 


" Hughes, director of the metabolic bone 


ff Blanin pigment protects skin 
cells trom the damaging 
effects of the sun. But they 


also block your ability to create natu- 


ral vitamin D — a powerful inam- 
mation fighter. That's why dark 
skinned folks are al risk. 

But if your fair skin keeps you 
oul of the sun — or if you lather 


ouidoors — you're also blocking 
out the rays your body needs to 
create natural vitamin D. And you're 
also at risk of having a vitamin D 
deficiency. 

Find out your skin type 
using the chart below — and 
make sure to take INSTANT 
SUNSHINE™ every day for 


n scree! i " p Fy 
on sunscreen whenever you go maximum vitamin D intake! 


@ Always burn. Never tan. Have red or 


blond hair and freckles (albinos, some 

redheads S ones 
. Easily burn and seldom get tan, fair 

skin (Northern Europeans such as Celts or 


TYPE 2 SKIN 


„Scandinavians: 


a Occasionally burn and gradually tan ali 
(Mediterranean and Middle East ori TYPE 3 SKIN 


a Rarely burn and always tan [East 


Asians, some In TYPE 4 SKIN 
a Seldom purn; Always tan and have a 
medium to dark skin {South East Asians, PE 
_Some of African, indian or Pakistani ori Miren 
e Never burn and gët dark tans [dark- a 
skinned Asians such as-Tamils, "blue- ' TYPE 6 SKIN 


: black”. skin of African origin): 


pone 


630 www.inakepeacetotalpackage.com 


Cholesterol's EVIL TWIN 


Institutes of Health! 

Though the best source of calcium 
is calcium-rich foods. these sources 
are not nearly enough ro give 
mum calcium levels. And if you're 
taking ordinary calcium pills — you 
might as well flush them down the 
drain! Why? 

Because most calcium supplements 
sold in America are completely UNDI- 
GESTIBLE! Your body simply can't 
assimilate the nutrients — so it passes 
right through your system, lUs so com- 
mon that nurses have a name for these 
undigested vitamins — they call them 
bedpan bullets: 

That's why it's important for you to 
have the right kind of calcium. And it's 
called Calcium Lactate. 


Calcium Lactate is quickly ionized 
— that means once taken. i 
immediately digested and goes 
work. Plus, Calcium Lactate contains 
essential magnesium for optimal 
function! 

Taking INSTANT SUNSHINE™ 
along with Calcium Lactate gives you 
the ultimate protection for hidden 
inflammation ... helps protect you from 
heart problems ... and helps keep your 
blood circulating at optimum levels! 
And you get Calcium Laclate ahsolutelv 
FREE with your order of INSTANT 
SUNSHINE™! Bur thar's not aH ... 

Get 3 MORE FREE GIFTS 

when yon respond today: 
A $59.85 value — FREE! 

When you agree to sample 
INSTANT SUNSHINET" during this 
limited time special offer. you'll also 
receive three life enhancing health 
reports; 

Special Report #1: 


The Amazing Miracle Vitamin! 


Can you imagine what would hap- 
pen if one of the drug companies came 
out with a single pill that reduced the 
risk of heart and hrain problems. bone 
loss, PMS, season affective disorder 
and varjous auloimmune disorders. 
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The “USP” Ciose 


If your USP is particularly strong, it 
can be superbly effective to tie into the 
closing section. 


When you’ve hard-boiled the es- 
sence of your approach into a tight few 
sentences, why not showcase that in 
your close? It's a great way of remind- 
ing your prospect of why he's read this 
far ... why you can offer him some- 
thing nobody else can ... and why he 
must act now if he's going to reap the 
rewards of the distinct advantage you 
offer. 


This is something Clayton does in- 
stinctively but can be easily learned. Just 
say, "Look, I'm the ONLY advisor with 
the proprietary X-factor system ... the 
same controversia] system raved about 
by The Wall Street Journal and Barron s 
... the same system that has averaged 
a 47% gam — on ALL trades — in some 
Of worst markets in history ... the same 
systein that my subscribers have used to 
grow their wealth by up to 456% ... You 
CANNOT get proven profit-potential 
like this anywhere else. so what are you 
waiting for?” 

Do this right and vou eam a “posi- 
tion” in your prospect's mind — he knows 
that if he really wants the benefits prom- 


ised, he’s got to go through you. 


Clayton did something similar in a 


financial promotion a few years back. 
Essentially, the editor’s USP was that 
she had a proven system that allowed 
her to find clearly undervalued com- 
panies — with excellent products and 
rising revenues. In her newsletter, she 
gave her readers the EXACT recom- 
mendations they needed to buy LOW. 
beating Wall Street's Fat Cats to the 
punch. And then she offered the timing 
they needed to sell HIGH ... after Wall 
Street’s ultra-powerful hype machine 
had whipped up a demand for the stocks 
into a fever pitch. 


So in the closing call to action, 
the USP was restated in such a way, 
“The concept really IS simple: Just 
find clearly undervalued companies 
~ with excellent products and rising 
revenues — while they’re still selling 
at a fraction of their true value ~ BE- 
FORE big mutual fund money man- 
agers and trillion-dollar hedge funds 


discover them. 


Just do that — and you can't help 
but grow your money in select undis- 
covered companies — just like I have 
over the last two years." 


This one is particularly strong 
because there's a natural urgency — no 
bull market lasts forever — and if the 
prospect wants to get in on these likely 
profits ... he needs to act NOW. 
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Mix and Match 
Closing Approaches to 
Boost Your Response! 


Once you're skilled in a variety of 
the closing elements, you'll be able to 
mix and match them for a multiplied 
effect. For example, you can begin by 
presenting the “you get" list that details 
all the features and benefits of the offer. 


Next, you can provide the logical 
foundation for the entire promotion, 
You re-explain how if your prospect 
had purchased the XYZ stocks at the 
right time. he'd have a not-so-small 


fortune right now! Or if he had taken 
acertain supplement, he would have 
never had to worry about plaque in his 
arteries. Or if he'd had access to your 
proven marketing strategies. he'd have 
hundreds — if not THOUSANDS — more 
clients than he presently has. 


Then you tell him, “There’s no use 
crying over spilt milk. The good thing 
is that you CAN still take advantage of 
these amazing events, nutrients or ser- 
Vices ... but only if you act fast!” 


After that. you can surprise your 
prospect with additional premiums in 
a surprising. "But WAIT ... There's 
MORE!” fashion. And don't forget to 
detail the benefits and reasons why the 
bonuses will change his life. 


Then finally, you can state your 
main theme or USP and give your pros- 
pect very clear reasons why he should 
act and act now. You want him to feel 
like there's every reason in the world 
to jump on this offer — he'd be crazy to 
pass it up. 


This is just one example of mixing 
different approaches into the closing se- 
quences, try them yourself to see which 
ones work best for your assignment. 


Harnessing the Power of 
Psychological Agreement for an 
Added Closing "Edge" 


Here's an edge I’ve learned from 
the legendary psychologist, Dr. Robert 
Cialdini. Cialdini’s research found that 
people are often persuaded because 
of their innate value for commitment 
and consistency. In his landmark book, 
Influence — The Psychology of Persua- 
sion, he describes many great examples 
of this principle at work. 


As I mentioned earlier, there’]] be 
limes in your close when you can re- 
mind your prospect that he’s agreed to 
your main points ... SIMPLY by virtue 
of his reading this far. The trick is to be 
subtle about it. Even though this IS a 
very powerful psychological approach 
— it won't work if you openly say. 
“Look, since you've read this far, vou 
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must agree with me ... so why don't 
you just buy the damn product!” 


But by making it subtle. you harness 
the power Cialdini discovered to work 
almost like magic. Let me explain ita 
little more deeply. especially since I see 
it in hot closing copy from a variety of 


top writers. 


Essentially you're saying to your 
prospect, “Look, in the very short time 
we've had together, I’ve shown you 
why such and such a economic trend is 
locked in (You agree. right?) ... 


... And I've shown exactly why this 
will absolutely slaughter unsuspecting 
investors (You agree, right?) ... 


... And I’ve proved that to insulate 
vour money and grow it more rapidly 
than ever before, you need advice from 
someone that has succeeded in this type 
of situation (You agree, right?) ... 


... And finally. ve documented 
how my FREE new report and inves- 
tor service is the perfect and likely the 
ONLY way vou'll be able to make it 
through the stock market crash with- 
out getting skinned alive (You agree, 
right?) 


Then you say, *OK, well since we 
see eye-to-eye on all of this - (implying 
that he wouldn't have read this far if he 
hadn't) - then it doesn't make sense to 
take action on this offer now?" 


And voila! Your prospect will feel 
like he'd be inconsistent if he didn't 


take action. 


Remember — usually prospects who 
disagree with claims or ideas you've 
presented stop reading the copy pretty 
early on. So anyone actively engaged 
in the close has almost certainly agreed 
with the majority of the points you've 
made along the way. With this ap- 
proach, you're simply using that agree- 
ment to help him make the decision to 
act and act NOW on the offer. 


A Funny Example 
that Shows You 
How Effective This Is 


One of the most humorous and 
slightly less ethical examples of this 
comes from Dr. Cialdini's book. The 
doctor describes a scenario where a gor- 
geous young woman, dressed in short- 
shorts and a revealing halter top comes 
to his door asking him if he'd take a 
brief survey. 

He lets her in and she begins asking 
him questions. She asks him: how often 
he dines out ... what kinds of restaurants 
he frequents ... if he goes out to the mov- 
ies or to music concerts ... and several 


other types of social activities. 


And he — wanting to impress this at- 


tractive young woman — answered every 
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question enthusiastically in the positive. 
Naturally, he wanted to present himself in 
the BEST possible light. 


At the end of the interview. she cal- 
culates some figures and says: 


"From the information you've al- 
ready given me, you could save up to 
twelve hundred dollars a vear by join- 
ing Clubamerica! A small membership 
fee entitles you to discounts on most of 
the activities you've already mentioned. 
Surely someone as vigorous as yourself 
would want to take advantage of the 
tremendous sayings our company can 
offer on all the things you’ve already 


told me you'll do.” 


Why He Had Wo Choice 
But to Accept 


Had he backed out at that point, 
he'd basically be admitting that he was 
NOT the man-about-town he'd por- 
trayed himself to be. He'd be admitting 


he was a liar. 


So by virtue of his earlier commit- 
ment, he had little choice but to accept. 
The alternative of being seen as a liar 
(and even a loser) was far more un- 
pleasant than simply accepting the offer. 


Hopefully, now you see how the 
same principle can work for you in your 
copy. especially in the close. 


And, of course, your goal is NOT to 


“trick” 


our prospect into agreeing with 


something ... only to coerce him into 


accepting an offer on the basis of that 
original agreement (just like the young 
woman did above). | prefer to take a 
higher road. 


My perspective is this: There’s a 
natural and automatic level of resistance 
to you as a salesperson, especially in 
the beginning. Therefore. it’s not bad 
to use commitment to soften that resis- 
tance. That softening process allows 
you to make your case for the product 
to a more open-minded prospect. And 
if you can present and create a fair, 
rational agreement in the course of your 
promotion — then by all means it’s ethi- 
cal to use that agreement as ammo in 
the clase. 


In this case you're doing the right 
thing by soothing your prospect — who's 
got a million and one things on his 
mind - with the assurance that, “Hey, 
this makes great sense. It really is in 
your best interest and since you've 
stuck with me this far, it must make 
good sense to you too. Why don't you 
give it a try at my risk ...?" 


And if you've effectively earned 
each successive ^ Yes" and presented a 
strong case, then this Cialdini principle 
should work most of the time. It's basic 
human nature! 
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Its Time to Make These 
Closing Secrets 
Work for YOU 


In every sales-driven profession, the 
ability to close is everything. 


Remember, direct response is all 
about action. Your ability to get your 
prospect to actually respond to your ad 
— meaning to physically take out his 
wallet and order — is the only real mea- 
Sure of your success. 


And much of this suecess hinges 
upon your close. It’s that simple. 


Fortunately, you now know more 
about closing than virtually all the other 
copywriters out there. And you have a 
proven, step-by-step process for closing 
the sale ... no matter what your product 
... What theme you've chosen ... no 
matter what factors you're faced with. 


Follow the steps outlined on the 
nexi page ... put plenty of time and 
energy into your closing copy ... and 
you'll find the difference in your results 
1o be staggering. 


I promise. 


——————— 
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Closing Copy 


Your closing copy is that crucial home 
stretch of your promotion. It’s where you take 
all of the interest, desire and belief you've built 
up throughout the process — and you channel all 
of it into action. 


And the desired action is obvious: 7o buy 
your product. That's the sole purpose of your 
close - to drive the prospect to immediate 
action. Íf you fail to do this — even though you 
may have done everything else right — nothing 
else really matters. 


l. Now move from your argument and body 
copy ... to your Close, by following these 
simple steps: 


a, Repeat your main benefits. 

b. Present your guarantee. 

C. Ask for the sale. 

d. Tellthem specifically what to do. 
e. Include a powerful P.S. 


i Introduce a new fast-reply bonus 
to create added urgency. 


i. Introduce a "call in” bonus that he SLE i 
gets only if he calls in his order. 


nd 
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jji. Reveal another free bonus he'll 
get, however he responds. 


iv. List some of your most powerful 
testimonials. 


v. Push even more for the sale and 
give additional reasons why it’s 
in his best interest to act now: 


vi. Restate the guarantee. 
f. Use sidebars to enhance the close. 


i. This is a screaming hot deal too 


good to pass up. 


ii. There's absolutely nothing to lose 
and everything to gain. 


ii. You’ve proven this in every way 


possible. 


2. Whenever possible, remember to apply a 
Theme to your Close: 


a. The “crossroads” close. 

b. The “logical restatement” close. 
The “reasons why” close. 

d. The “don't go IT alone" close. 
The “simple restatement” close. 


f. The “but WAIT ... there's more” 
close. 


[he “USP” close. 


qa 


Your close should be written as the exten- 
sion of your body copy — the final home stretch. 
Once you've written a close you're happy with, 
here's how your running document should be 
ordered ... 
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1. Headlines Ew = Mates «oco 


Headline/Deck Copy Variation #1 i 
Lead copy 
Headline/Deck Copy Variation #2 
Lead copy 
Headline Deck Copy Variation +3 
Lead copy 


2. Body Copy (the polished. “conversational” 
version of your argument with excellent 
transitions and flow from point to point) 


uo 


Bullets inserted at key places in your body 
copy 


4. Closing copy 
5. Excess Research 


6. Excess notes from the work you did in 
other chapters 


Once all this is in place. you can finally 
write your guarantee. 


e a .———————— ——————— 
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10 Ways to Boost the 
Selling Power of Your 
Guarantee 


In this Chapter ... 


m The deeper, underlying psychology that creates 
effective guarantees (when you understand 
this, you'll naturally sidestep many of the most 
dangerous mistakes other marketers make in 
this area) ... 


m 10 steps that take you from a blank page to a 
guarantee that outshines anything else in your 
market ... 


m Easy-to-steal examples from some of the most 
powerful guarantees ever written ... 


m And so much more! 
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t's no mystery to insiders. 


In fact, I can’t imagine a per- 
son on this planet, let alone a di- 
rect marketer, never having heard 
of a “guarantee.” 


But here’s the catch: While just 
about everybody's heard of them. pre- 
cious few writers and marketers know 
how to craft a guarantee that takes 
FULL, 100% advantage of its remark- 
able selling power! 


And that’s precisely what this chap- 
ter is all about. 


B 


have a wide variety of ways to quickly 


a 


' our last page together. you'll 


boost the potency of your guarantee 


copy. thereby ... adding credibility 
across the board — to your products. 
your company and your spokesperson 
... you'll know how to soothe even the 
most skeptical prospects ... you'll eas- 
ily reinforce your best benefits and USP 
... and best of all — if you implement 
these strategies in real. live promotions 
— you'll make a boatload more sales in 
the process! 


You see. up to this point. you've 
constructed the majority of your promo- 
uon, You've hopefully gotten clear on 
so many things: 


» — You ve gotten to intimately know 
your product, prospect and market ... 


» 


» 


» 


» 


You've studied the competition. and 
refined your offer accordingly ... 


You've uncovered and dimension- 
alized your benefits ... 


You've proven those benefits to the 
best of your ability ... 


You've figured out the strongest 
Big Selling Idea, and the theme 
strategy you're going to use to 
showcase it ... 


You've constructed a logical argu- 
ment. based on your Big Selling 
Idea ... your key sales points. that 
stands as the architecture for your 
ad... 


You've learned how to make your 
body copy fast-paced and electrify- 
ing, with momentum secrets ... 


You've written tantalizing bullets, 
that you can insert at key places in 


your promotion ... 


You've discovered how to adapt 
your headline according to the 
awareness and sophistication of 
your prospect and market (includ- 
ing how to make that headline 
emotionally irresistible) ... 


And vou've crafted closing copy 
that smoothly and seductively 
pushes for the sale ... 


pR—€——————M—————À——————— M — EQ — 
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That's a Jot. But now it's time to 
finish the last few elements of your pro- 


motion, specifically your Guarantee. 


The Deeper Mindset: 
Guarantee Psychology 101 


In order to maximize the selling 
power of your guarantee, you first must 
grasp the underlying psychology. 


The primary thing to realize: In any 
given transaction between two parties, 
there will always be risk present. Quite 
often, one side will be asked to assume 
the brunt of this risk. 


For your prospect, the biggest risk 
he has is believing what you promise 
him. In essence, you're asking him to 
have faith that what you're telling him 
is true — sight unseen — that he'll ex- 
perience the numerous benefits you're 
promising within your sales copy. 


Don't fault him for this. In an age 
where so many false promises are made 
— and at a mind-boggling volume — he 
has to be very careful about accepting 
anything you tell him. Even if you hap- 
pen to have lots of other proof and cred- 
ibility elements present. 


You see, he knows you're trying 
to sell him something. He knows any 
salesman will always be putting his best 
foot forward. And like anything else, he 


knows that even “proof” can be falsi- 
fied. 


Just look at it from his perspective. 
What happens when he faithfully gives 
up his money for your product — what 
if, like so many others. it doesn't do 


“everything you said it would? 


This is one of the most constant, 
dominant fears facing anyone who 
makes a buying decision. And it’s 
why the whole concept of a guarantee 
emerged in the first place. Recognizing 
that the fear of risk was one of the larg- 
est barriers to making a purchase deci- 
sion, smart marketers began actively 
reducing this risk. 


To this day, that’s the primary func- 
tion of the guarantee, To make your 
prospect feel safe and secure that he'll 
get everything you've promised him. or 


his money will be refunded. 


He doesn't risk a peuny. 


It's Time to Take Your 
Guarantee Psycholouy 
One Step Deeper 


As crucial as risk relief is, it's only 
the first consideration in writing your 
guarantee copy. There are additional 
layers — which, believe it or not ~ can 
multiply the impact of your guarantee 
copy. Often by two or more times! 


== 
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For example, your guarantee should 
also be treated as an expression of your 
confidence in your product. Think about 
it like this: Have you ever been arguing 
with somebody about something ... got- 
ten fed up ... and then said something 
to the effect of this, "Hey, if you're 
$000000 sure of what you're saying, 


why don’t we bet on it?” 


If a person agrees, it’s a strong sign 
that they’re actually confident about 
their point. We know talk is cheap, but 
when someone’s willing to put real 
money on the line — actually risking 
something of value — then it changes 
things. They're "putting their money 


where their mouth is." 


Now think about your guarantee. In 
a sense, your promotion is akin to a sce- 
nario where you and your prospect are 
having a conversation — even a debate 
— about whether or not your product 
will work. You're telling him that your 
product or service is sure do to XYZ for 
him. And he's got his inner skeptic say- 
ing, “Yah. right. What a liar you are.” 


But when you make a strong, be- 


ievable guarantee, you're essentially 


putting money down on the table. Now 
you're risking something tangible 

~- something of measurable value. 

And that's precisely why it can be 


far more persuasive than even the stron- 


gest credibility elements. Of course. 


that’s the secondary function of your 


guarantee — credibility. 


Proof and credibility elements tend 
to make your prospect feel safe, like 
he can trust what you're saying as true. 
And in a sense, your guarantee is argu- 
ably your most supreme credibility 
element because of its bold ability to 
create the feelings of trust and security. 


And That's Only 
Just the Beginning ... 


If you're like many copywriters. 
vou' ve probably wondered the follow- 
ing: Why doesn't anybody (with even 
an ounce of interest) buy something 
when it comes with an “Unconditional, 
10094" Guarantee? 


After all, there's nothing to risk. 


Psychologically. it’s an interesting 
question. isn’t it? 


But here’s the answer: Because vour 
prospect also has other feelings and de- 
sires at work. In addition to fear of risk, 
he also hates to be hassled ... wants 
everything to be as quick and easy as 
possible ... strongly dislikes confusion 


... and more. 


Essentially, your prospect knows 
the same thing that you do. Namely, 
that even if he's dissatisfied and can un- 
doubtedly get 10096 of his money back. 
he probably won't. He knows he'll 


644 www.makepeacetotalpackage.corm 


10 Ways to Boost the Selling Power of Your Guarantee 


eT SNE TES 


probably forget ... or get too busy ... or 
it will be too much of a hassle ... take 
too much time ... other tasks will take 


priority ... and so on. 


Hell, | have a $400 room heater that 
broke down that I failed to return, sim- 
ply because ] was too busy. 


That's why these other negative 


feelings and desires must be addressed 
in your guarantee in order for it to fully 
work. Your prospect doesn't just risk 
money when he buys — he also risks 
time, hassle. discomfort, embarrassment 
and more. Not addressing them weak- 


ens its power considerably. 


In fact, Clayton has 10 distinct 
steps he uses repeatedly to make his 
guarantees cover al] the bases. And at 
this stage in his career. he’s fortunate 
enough to have enough power with 
clients to get nearly all of them imple- 
mented, in every promotion he writes. 


Of course, you may not always be 


so lucky. If your client is resistant to 
making a strong guarantee, then do the 
best you can. The more of the following 
steps you include, the more effective 
your guarantee will be. It’s that simple. 


Its a Win-Win Situation 
for Virtually Everyone involved! 


As you've probably already heard 
before, strong guarantees nearly always 


increase sales. For every scammer 
that takes advantage of your liberal 


guarantee policy. you'll get five honest 


prospects to say "yes" — when they oth- 


erwise would have been too nervous or 
skeptical to buy. 


This has been proven time and time 
again in scientific split tests. 


Plus. there’s another reason to do it. 


The reason why YOU - as a copy- 
writer. marketer or business owner 
— must offer a powerful guarantee is 


that it not only increases your immedi- 
ate sales ... it increases your customer's 


lifetime value. 


Remember. it's very, VERY hard to 
make money these days on a “one shot^ 
sale. Besides, why would you want to? 
Unless you're a crook, the real money 
in direct response marketing is almost 
always on the back end. 


And that means yowll need to make 
sure your customer stays happy about 
everything he receives from you. When 
you offer short. weak guarantees — buy- 
er’s remorse will happen quite often. 
He'll resent buying from you and repeat 
sales will be more difficult. 


But making a very powerful long- 
term guarantee helps him to trust you 
for years on end — making it much more 
likely that he'1l become a happy. long- 


term customer. 
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This is especially true if you have 
multiple products. Even if a customer 
returns one of them, if his refund expe- 
rience is positive. there's a good chance 
he'll do business with you again on an- 
other one of your products or services. 


Therefore you're nursing and 
protecting that customer's potential 
to become a long-term, highly profit- 
able income stream. It really does pay 
to think long-term when crafting your 


guarantee. 


Now let's dive into the various 


steps... 
Step #1: 
Repeat, Reinforee and Summarize 
Your Main Benefits 


Your guarantee is a great place to 
summarize and emphasize the most 
powerful benefits your prospect can 
expect to receive when he buys your 
product. 


But why not take it one step further? 
Turn your guarantee into a powerful 
proposition. Tell your prospect that 
he MUST experience the key benefits 
you're promising him in your promo- 
tion — otherwise he doesn't owe you a 


thin dime. 


Why does this work so well? 
Mostly because your prospect will 
see that you're not just promising him 


his money back — or some vague idea 
called "satisfaction" — you're wagering 
that he'll] experience every positive ben- 
efit you've promised. 


Psychologically, there's a huge 
difference between this and a simple 
money-back guarantee. On top of stand- 
ing behind your benefits, vou're also 
increasing the likelihood your prospect 
will experience them. After all. he'll 
be looking for them and confidently 


expecting them. 


Here's an example of weaving 
powerful benefits into a guarantee, and 
turning it into a proposition: 


ook 


The Weiss Unconditional 


Money-Back Guarantee 


If the world were a fair 
place, investment advisories 
would only make money when 
you do. So I’m putting my 


money where my mouth is. 


THE SAFE MONEY IN- 
VESTOR SERVICE is guaran- 
teed to save you - or MAKE 
you an extra $5,000 in the 
next 12 months. 


If not just cancel ... keep 
everything vou've received ... 
and I'll personally rush you a 
full refund! 
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Use the enclosed certificate 
or dial Toll-Free 1-800-ABC- 


DEFG ... join me now ... and 
Pil rush you your FREE invest- 
ment guides, the next issue of 
Safe Money Report. your pass- 
word to access my Safe Money 
Website, and other membership 
materials to you. 


Take as long as you like 
— right up until the very last day 
of your 1-year membership - to 
use your money-saving. money- 
making tools and to put me to 
work for you. 


Then you decide: You must 
be completely convinced that 
the Safe Money Investor Service 
will save you or MAKE you 
at least $5,000 in the next 12 
months -- or T'I] rush you a com- 
plete refund! 


I want you to keep every- 
thing you've received from me 
without cost or obligation. 


Sincerely, 
Martin D. Weiss, Ph.D. 


President, Safe Money Inves- 
tor Service 


denk 


As you can see here, the benefit 


is turned into a powerful proposition: 
You must make this amount of money 
(or more), otherwise you pay nothing 
— PLUS you keep a host of powerful 
bonuses for your time and trouble. 


Also, notice the unique advantage 
of focusing on a fangible, measurable 
benefit that your prospect can easily 
verify, This gives the guarantee added 
power because you're inviting him to 
test out your promise — and you're mak- 
ing yourself accountable to the results. 


This is one of the most credible 
things you can do in marketing or in life 
— because inviting somebody to test out 
your claims or promises demonstrates 
an extraordinarily supreme level of con- 
fidence. 


(If you read Chapter 5 on Proof and 
Credibility, you also know that demon- 
strating your product's benefits is one of 
the most powerful forms of credibility 
on the planet.) 


Bottom line: As you'll see in virtu- 
ally every example in this chapter and 
Figures 18-1 to 18-8, make sure your 
guarantee emphasizes the core benefits 
of your product. Then, if there’s any 
way you can take it the next level and 
make your benefits rangibiy verifiable 
— then do that too! 


This could mean guaranteeing your 


of making or saving at least $5,000 product will measurably lower his 


SSS 
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blood pressure ... drop his cholesterol 
level a certain number of points ... that 
he'll make a specific amount of money 
online ... you get the point. Guarantees 
that are supremely bold in this regard, 
stand out and put your prospect at total 
ease when considering whether or not 
to buy. 


Step #2: 
Make it Personal 


By its very nature, a guarantee has 
the opportunity to be a highly personal 
message. Maybe the most personal ele- 
ment of your entire promotion. 


That's because it’s essentially an 
agreement to hold up “your end of the 
bargain." You're promising that what 
you're saving is true, and you're saying 
that — in the unlikely event that things 
don't work out — vou have your pros- 
pect covered. 


And as you'll soon see in Chapter 
2] on “Bonding with Your Prospect” 
— one of the most effective strategies 
ever discovered ~ what big corporations 
have immense trouble doing — is to 
make your promotions highly personal. 


To give thein that warm human touch. 


As an example, here's a guarantee 
written by a copywriting superstar 
Doug D'Anna - for a retirement news- 


letter by famous advocate, Pete Dickin- 


son - that puts this personal connection 


into words: 


ELLLLI 


Handshake Guarantee 


Remember when a man's 
word was his bond? When you 
made an agreement and you 
just "shook" on it. You didn't 
need anything more. Frankly, 1 
miss those days. I still like to do 
things the “old fashioned way" 
— on a handshake. 


-.. So, in keeping with the 
Spirit of those simpler days, 
here's my Handshake Guaran- 
tee. It's the same honest agree- 
ment I've made with every 
friend F ve helped along the 
way: 


You must be impressed and 
delighted with every issue of 
The Retirement Letter. lt must 
make your life richer and your 
future brighter. You'll look for- 
ward to each monthlv visit and 
feel as though each issue helps 
you on your road to a richer 
retirement. If not, just drop me 
a line in the next three months 
and T'I mail your money back 
to you. Every penny. 


Later on — even after your 
first 90 days as a subscriber — I 
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want to make sure you're happy 
with your subscription. If vou 
change your mind for any rea- 
son, I']] send you a 100% refund 
on all remaining issues. 


Either way, vou keep all 
your free special reports and 
issues of The Rerirement Leiter 
you've received. That's my way 
of saying “Thanks for giving us 
a fair try." 


You may think I'm going 
way out on a limb by offering 
such a strong guarantee. l'm 
not. really. Most folks like The 
Retirement Letter so much, 
they stay on for years. I hardly 
ever get a refund request. When 
you deliver what you promise, 
people stick with you. 


. So is it a deal? T hope so! 


Pete Dickinson 


dore 


This example has several very im- 


portant things to notice: 


]. It was written decades ago. so the 
“strong” guarantee really isn't that 
strong. There are mailers that allow 
a person to get a FULL refund on 
all issues (mailed and unmailed) 
for up to one full year, plus keep all 


the bonuses. But at that time, it was 


much better than average. 


[m] 


lt takes advantage of Pete's "celeb- 
rity status” with his readers, mak- 
ing the guarantee an ultra-personal 
message from him to them. This 

is a very powerful point. When 
you've built up immense trust and 
rapport with your readers, pros- 
pects and customers, putting your 
guarantee in the voice of your chief 
spokesperson multiplies its impact. 


lf you're someone who's built up a 
strong relationship with those on your 
list — or vou're writing for someone 
who's done so — don’t be afraid to em- 
phasize this via your guarantee. It will 
multiply the sincerity and overall cred- 
ibility of your promotion. 


(3) Tailor the name and overall 
style of your guarantee to your pros- 
pect niche. In the example above. the 
idea of a “handshake” and phrases like 
"remember when a man's word was his 
bond" perfectly match the prospects 
reading this promotion. These are older 
individuals — 60. 70 or even 80 years 
old — and mostly men — who resent 
many of the changes they've seen in the 
world. They wish they could return to 


the good old days. 


And Pete's sincere guarantee nostal- 


gically brings them back. 
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Just like this, also look for ways to 
acho your prospects feelings and state 
of mind. When you do this. you make 
your guarantee much more memorable. 
And when it comes time to order, that 
assurance will stay in his thoughts, 
making it easier for him to say “yes.” 


For another successful example, see 
Figure 18-1. 


Step #3: 
Weave Your USP 
into the Mix 


Another powerful use of your guar- 
antee is to reinforce your USP — the 
quick explanation for why you're offer- 
ing him a uniquely superior solution to 
his problem. 


Often times within guarantee copy. 
you'll see it say something to the effect 
that, “You must agree this Widget is the 
very best (or ONLY) way to achieve [a 
certain set of benefits.]" And then if the 
prospect finds a lower price ... a better 
way to make money ... a faster way to 
clean out his arteries ... anything at all 
which contradicts the USP ... he gets 
al] his money back. 


And this makes your USP so much 
more believable. Again, you're backing 
it up with more than mere words. 


Just look at this example from 


Health Resources, written by million- 


dollar copywriter Kent Komae: 


LIE 


My personal guarantee means 
you don't risk one cent? 


Here are seven things I guar- 
antee you'll get by subscribing 
to The Bob Livingston Letter 


and one thing you'll never get: 


The “other side of the story” on 
today’s biggest health and wealth 
issues. The unvarnished truth you 
won't hear from Big Government. 
the Big Medical Establishment and 
Big Financial Institutions. 


The straight facts on the biggest 
news stories. The news behind the 
headlines on fighting terrorism. the 
irue economic state of America, 
shocking new government regula- 
tions and more. 


Specific action points. What inde- 
pendent minded thinkers are doing 
now, to protect their health and 
preserve their assets. Step-by-step 


guidance. 


Money-saving tips. How to get the 
best of health and wealth for less. 
Never pay full price again. 


Special alerts and warnings. 
You'll be among the first to know 
whats coming down the pipeline 
that could put your health and 
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.- You've read sincere leners from reu] customers 
who experienced a return of health... unleashed abundant 
eneray even in their Oc... and regained their charp 
mental edge with this amazing formula. 


Now, it's time for you to decide. 


The simple fact is, if any drug company in the world 
had a patented product with so many benefits. they'd 
charge an arm and a leg for it. But for pennies per 
capsule. Essential Youth" just may be the best bargain 
around. 


Please remember—you have absolutely nothing to 


lose by accepting this generous 100% RISK FREE offer 
irom Truc Health". 


More than that: You must personally experience 
signifieant, dramatic, age-defving improvernents in 
your health. 


1f not, simply return the unused portion of Essential 
Youth"—even if it’s the very last capsule in your very 
last bottle. All the gifts you've received are vours to 
keep absolutely FREE of charge. 
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T urge you: Accept this remarkable offer. Call 
TOLL-FREE now. and True Health” 


will mch Fecential Youth" and vour FREE gifts 10 you. 


Or if you prefer. jusi turn to page 23 of this report and 
use the handy order form. Either way, you're taking your 
first step towards decades of vibrant and healthy living! 


Yours for ageless health? 


Michael Cutler, M.D. 


P.S. If you value your hard earned money. why not 
make it S-T-R-E-T-C-H even farther! 

Take advantage of the 12-momh offer and get 
Essential Youth" for the LOWEST PRICE per bottle 
availahle! Plus. you'll receive all 7 healing reports— 
worth $139.65—absolutely FREE! And don’t worry... 

.- You re still protected by the 100% unlimited 
satisfaction guarantee! So stock up now and save a 
bundle! Cali TOLL-FREE 
get your introductory pack and your FREE gifts! 


right now to 


Next page, please... 
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wealth at grave risk. And easy 
ways to protect yourself and your 


future. 


= 


Everything you need to live inde- 
pendently healthy and wealthy. 

l guarantee The Bob Livingston 
Letter will make you healthier 

and wealthier on your own terms 

— or your money back. All of it 

— even if vou cancel on the last day 
of your subscription term. Plus, 
you can keep all the Free Special 
Health and Wealth reports with my 


compliments. 


bl 


And the one thing you'll never 
get: Hype. 


Bob Livingston 


oe ee 


What's really powerful about this 
guarantee is how strongly it differenti- 
ates itself from others. It’s not like the 
others that purely promise “money- 
back" or "quality" or "satisfaction? — 
he's guaranteeing that you'll experience 
everything that makes The Bob Livings- 
ton Letter different from anything else 
on the market. 


Another great example can be seen 
on Figure 18-2. In this case, the guar- 
antee and the offer play a big role in the 
USP. Notice how the copy dramatizes 
the difference between what you'll get 


from ordering this product — that you 


can never get at bookstores. 


So start thinking about how you can 
carefully combine vour USP with your 
guarantee. In a way, you're taking it one 
step further than the previous step, be- 
cause your USP presents a unique col- 
lection of benefits in a tightly worded, 
memorable series of sentences. The net 
effect? Your prospect has greater con- 


viction that you--and you alone--are the 


key to his desires. 


Step #4: 
Offer the Most Effective 
Time Period 


Generally speaking. the longer 
your guarantee period, the better. But it 
would be overly simplistic to say that 
you should always offer the longest 
period of time, no matter what. As usual 
in business, the words “always” and 


“never” can be deadly. 


Maybe you're in a market with 
lots of scammers or dishonest people. 
Perhaps too lenient a guarantee would 
invite lots of short-term problems for 
you. The male potency market is one 
such example. 


With this problem, how do you 
know what time-period to attach to your 
guarantee? Answer: TEST! If you get 
too many refunds by offering a longer, 
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(continued from page 14) 


Mail the Free-Gift Card on 
page 18 to receive Prevention's 
Shortcuts to Big Weight Loss 
FREE for 21 days. 


Reply now and you'll also receive 
a FREE GIFT, Go for the Glow. 
Your free gift is truly free. You 
never pay for it.Not:c i 


It's an incredibly generous 
offer—and one that you 
won't find anywhere else. 


Why wait? Why not fit into your 
clothes better? Why not look trim- 
mer, fitter? Why not feel amazing? 
It's all so easy—and you can see 
if you like it FREE, Just mail the 
Free-Gift Card on page 18! 


Cordially, 


Hailey Lage 


Kathy LeSage 
Senior Editor 


a jor at Prevention's Shortcuts. 
Astonishingly easy 


| ways to de-wrinkle, 
l de-blemish, de-age 
^ P your skin. Works 

; in every layer of 
our skin. Hurry! 
Quantities are 

Go for the | smited. Just mail 
the Free-Gift Card 
n page 18. 


16 s NEW from PREVENTION 


| Here's the Skinny n 
on Our Exclusive Offer: 


v FREE 3-week trial: NO bookstore lets you 
take a book home and use it for 3 full wi reeks 
before paying a single penny— 


BUT WE DO... 


v Return it—NO 
questions asked | 
—with no further | 
obligation: NO 
bookstore lets you 
return a book in 
8 weeks without 
owing a cent— 
BUT WE DO... 


Prevention's - 
SHORTCUTS TO 


v/ Easy, interest- 
free monthly 
installments: NO bookstore offers easy, 
interest-free monthly installments to pay for a 
book—BUT WE DO... 


v Lifetime guarantee: NO bookstore guar- 
antees their book for life and will return your 
full purchase price at any time, no matter how 
long you own the book—BUT WE DO... 
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more aggressive guarantee, then find 
that sweet spot where your returns will 


be in an acceptable range. Maybe it’s 60 
days ... 90 days ... 6 months or some 


other number. 


But to understand why longer 
guarantees usually work much better 
— both on the side of sales (you'll often 
get more orders with a longer one) and 
the side of returns (you'll generally get 
fewer returns) — it's important to look 
at things from your customer’s perspec- 
tive. 


Psychologically, the longer your 
return period, the more protected he 
feels. He'll naturally assume that there’s 
a lower chance — if he winds up dis- 
satisfied — that he'1l miss the deadline to 
send it back, ending up stuck with the 
product. 


But morc importantly, once he has 
your product in hand, a longer guaran- 
tee period allows him to relax his sense 
of urgency about returning it. To un- 
derstand this, think about the opposite: 
When you have a short rime to consider 
keeping a product you've ordered. 
you’l] naturally feel rushed. Knowing 
that the deadline is looming, you're go- 
ing to be hypersensitive about making a 
quick decision. 


And even if you bave an ounce of 
doubt about the product's quality or 
your own personal satisfaction with it, 


you'll quickly send it back just to be on 


the safe side. 


But when you extend the guarantee 
terms, vou put the power of procrastina- 
tion on your side. You actively remove 
any sense of urgency he has about mak- 
ing a decision. Just like a term paper, 
tax deadlines, bill payments or anything 
else, when the due date is far away, 
people relax and forget about it for long 
periods of time. 


This is almost always what hap- 
pens with extended guarantees. Your 
customer puts off making his ultimate 
decision — and then he either has suf- 
ficient time to sce that you’ve sold him 
a really great product (the ideal case) ... 
or, even if he's not overjoyed, he forgets 


about returning it (the less ideal case). 


But either way, you benefit. (Re- 
member: Even if your customer wasn't 
thrilled with the product, you gave him 
an extended option to return it — you did 
your part, and that's commendable.) 


This kind of guarantee can be so 
effective and confidence inspiring that 
Rodale — one of the largest direct re- 
sponse book publishers on the planet 
~ offers a lifetime guarantee on their 
books. Here's an example: 


RRR 


When we say FREE trial, 
we really mean it! 


wwwnakepeacetotalpackage.com 


10 Ways to Boost the Selling Power of Your Guarantee 


When you detach and mail 
the certificate below, we'll send 
you a hot-off-the-press copy of 
Win the War Within for 21 days 
FREE, plus you get five FREE 
Prevention Health Guides, 


If you're not delighted with 
Win the War Within, simply re- 
tum it at the end of the preview 
period and YOU pay nothing. 
The five Prevention Health 
Guides are yours io keep for- 
ever! 


GUARANTEED FOR 
LIFE: If you decide to keep Win 
the War Within and you are not 
satisfied, you can retum it any 
time — even 20 years from now 
— and get a full refund of your 
purchase price. Fair enough? So 
go ahead. Act now! You have 
nothing to lose! 


ae RK 


Notice how disarming this is. Don't 
you sense the immense feeling of safety 
and security that’s bestowed on the 
prospect with this kind of guarantee? 


One of the things that Clayton 
consistently does with his exclusive 
clients is get them to adopt longer time 
periods. 


Remember what we said about 
long-term, lifetime value. Put yourself 


in the shoes of the rare customer who 
happens to return a Prevention book 
(like the example above) years later. 
How impressed are you going to be that 
you can stil] return it? Won't it solidify 
the unique benefit of dealing with Ro- 
dale? 


For a good supplement example. see 
Figure 18-3. Notice how it’s differenti- 
ated from other guarantees the prospect 
is likely to have seen, 


And that’s the whole point: More 
sales ... greater long-term satisfaction 
... and maximum profitability! 


Step #5: Let Him Know 
There Are NO STRINGS ATTACHED 


Another big objection your prospect 
will have is whether or not your guar- 
antee has conditions. We all have an in- 
herent fear when it comes to fine print. 
And if you’re like most people, you 
bave your own personal horror story 
about thinking you were covered with 
a guarantee ... and then getting burned 
by the fine print. 


That's why it's absolutely vital to 
make sure that you assuage this fear in 
your guarantee copy. Make it clear what 
tbe terms are. Let him know that there's 
no secret clauses ... fine print ... or ex- 


ceptions to your agreement with him. 
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lowest prices on all NorthStar products. We won't sell Prostate Defense—or any other product for that mat- 
ter—to anyone else for a penny less, No one else gets chis incredible price break...only new HSI Members. 


2. 12-month GUARANTEED PRICE HOLD: Asa new Member of Health Sciences Institute, you'll 
have the opportunity to Jock into NorthSrar's lowest prices for at least 12 ful] months. This is a big 
one...because in our line of business, the price of rare or endangered plant extracts can sometimes 
double in a month. But as a zew Member, you're guaranteed the same, low price for ar least 12 full 
months when you enroll in our FREE, convenient SmartShip Program (see below for more derails). 
And vou'll be protected against market blackouts and inflation. 


3. RETURN JUST ONE CAPSULE OF PROSTATE DEFENSE ANYTIME FOR A FULL 
REFUND—INCLUDING SHIPPING AND HANDLING! New HSI Members literally have 
nothing to lose when they try a NorthStar Nurritionals product. You'll get a full 100% money-back 
guarantee (including shipping and handling) on anything you buy from us. 


This means that you can buy a bottle of Prostate Defense, use all but one capsule, and then leave it 
in your cabinet for a vear. If you're nor convinced that PROSTATE DEFEN 


don’t srart peeing like a fire hose...if you don’t feel your manhood finally returning. ..and if this isnt 


{SE is working....if vou 


the greatest prostate breakthrough you've ever come across...then send it back to us at anytime with 
just one pill in the bottom. You'll sull ger al your money back, even what you spent a year ago on 
shipping and handling. Plus, this money-back guarantee is good for a year, 10 years, or whenever! The 
guarantee never expires as long as you have one pill left in the borde! 


Most supplement companies offer pro-rated return policies based on how much of the product youve 
used. And they only offer it for 30 days. They wouldnt dream of giving you back the money spent on 


shipping. But as a mew HSE Member. you've gor all the time in the world to try our products. Our offer 
never expires. And if you're not happy with the product—which 1 highly doubr will happen—you can 
get back every penny you spent. You've literally got nothing to lose by giving Prosite Defense a trv. 


4. FREE SHIPPING: When you buy a 6-month supply or more of Prostate Defense, new HSI 
Members get free shipping! That saves you $29.70 over 6 months or $59.40 over an entire year! 
Or. you can sign up for our FREE SmartShip program and save even more money. Irs simply the best, 
Most convenient, and economical way to buy your supplements. Heres how this free service works: 

Hi Every 30 days, a fresh supply of your supplements is automatically shipped xo your door and billed 


to the credit card you use to order today. 


E You're guaranteed today’s low price for at least 12 full months. So, even if the price doubles, you're 
locked in at today’s low price for an entire year. 


Free shipping! A savings of about $60 a year! Of course, you can cancel your SmartShip delivery ai 
any time just by calling our toll free number. 


& Flexible delivery schedule! If your second shipment comes a lite too soon or too late, just give us a 
call, coll-free, at and we'll be happy ro railor your schedule co best suit your needs. 


5. $60 NEW-MEMBER SAVINGS COUPON! NorthStar Nutritionals normally sells Prastate Defense 
for $269.40. Bur new HSI Members get our tock bottom prices. Use your $60 New-Member Savings 


over, please... 
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There are a variety of ways to do 
this. Just watch how this is done in a 


Boardroom promotion ... 


kkt do 


Our “Anything Goes” 
GUARANTEE 


Dear Friend, 


Don’t just look at your 
FREE-PREVIEW copy of SHE 
Bottom Line Book of FREE- 
BIES. Use it! Even share it with 
your friends! And please, start 
calling the secret numbers and 
claiming as many FREEBIES 
as you want! Never mind if 
the pages get ripped or coffee- 
stained! You're using it, right? 
And that’s FREE! 


If you don’t agree this is 
the most incredible resource 
of FREE and NEARLY FREE 
STUFF ever published, just send 
it back at the end of your 30-day 
preview and owe nothing. Keep 
your FREE GIFT forever. no 
matter what. Fair enough? So 
take your first FREEBIES now! 
Mail your FREE-PREVIEW 
CERTIFICATE today! 


Sincerely, 


Marty Edelston 


DELSE 


The phrase “never mind if the pages 
get ripped or coffee-stained” gives 
you such a vivid picture of how un- 
conditional this guarantee really is. No 


catches or strings. 


Sten #6: 
Use Lots of Power Phrases 


Along the lines of the previous 
step, well-written guarantee copy uses 
powerful expressions that dramatize 
its unconditional nature. For example, 
look at these examples and see if you 
ean find such phrases ... 


Pee 


Return It ANYTIME ForA 
FULL REFUND: We can only 
make this offer because we've 
made sure that The Bottom Line 
BARGAIN BOOK is so indis- 
pensable you'll never want to be 
without it. But if you ever dis- 
agree — whether it’s 30 days or 
30 years from now — just return 
it to us for a full, no-questions- 
asked refund of every penny you 
paid. (You can see the full text 
of this on Figure 18-4.) 


Here is another example ... 


P.S. Don't miss out on this 
l-year money back guarantee. 
Dr. Quillin is the real deal. I'm 
so convinced that you can ben- 
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you in coiiplete ‘contol, and Esci 
your unconditional satisfaction 
with every book we publi 
your money back. ; Mfso, just keep it and keep on saving! 
1 FREE aia Easy Dering. Jusi C We'll bill you ar the special Introductory 
renin the Reply Cand i Discount Price in three easy installments. 
Opposite this page in the enclosed ; ferite, simpl renim dt ule end 
postage-paid envelope. , ofa days and OWE NOTHING! 


Manin Edelston, Publisher 


E FREE — And Almost E Cheap Eats! —— 
Free Stuffl ...Page 47 ..Page 237 

Bi Great Deals On B Auto Discounts! 
Recreation! ...Page 35 „Page 257 

m Savy Shopping E Cutting Your 
Secrets! ...Page 79 Financial Costs! 

W Cutting Back Travel -Page 381 
Gass! ...Pace 121 I| Cutting Education 
On Real Estate! 


ng MORE! 


Just Mal Your — 
FREE PREVIEW GARD 
|. N0N! 


The Best Deals On Anything And Everything 19 


«Page 167 


El Household Bargains! 
..Page 189 


El Staying Healthy For. 
LESS! Page 273 
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efit from his 7-step program, | 
want you to keep The Diabetes 
Improvement Program tor one 
full year. Read it. Dog-ear it. 
Try the recipes. Loan it to your 
doctor. If vou don't find the life- 
giving information makes a real 
difference in your life in three 
weeks or even after a full year. 
then J insist you retum it to us 
for a full refund of the purchase 
price. No questions asked. It’s 
that simple. so order your copy 
today! 


ok gode 
The obvious ones are ... "no-ques- 
tions-asked” ... or “dog-ear it" ... but 


there are countless others vou can use, 
such as... 


.. "If you're not 100% satisfied” 
... “for any reason" ... “for no reason 
at all” ... “no bull” ... “no explanations 
necessary”... "no hard feelings" ... and 
anything else that communicates that 
there’s absolutely NO REASON why 
Your prospect's refund request will ever 
be denied. This almost instantly quells 
his fear of hassle. 


Equally important is to commu- 
nicate the perspective that it's very, 
VERY likely that the transaction will 
result in full, 100% satisfaction. And 
there's only a remote chance that he'll 
be disappointed. Common sense, right? 


But countless copywriters, will start 
paragraphs in their guarantee copy with 
sentences like ... "If you're dissatished 
..." and it almost sets up the expecta- 
tion that this will be the case. 


Master copywriters like Clayton. 
Parris. Gary and others will usually 
present their guarantee — dimensional- 
ize it’s power — and then use phrases 
that essentially say, "But hey. this 
product is so damn good ... so proven 
... you won't really need this guarantee. 
anyway. But I’m putting it out there just 
so that you feel protected.” 


Phrases that help communicate this 
A-writer perspective are ... “you must 
be delighted" ... “you must be thrilled" 
... and then when it comes time to ad- 


dress the possibility of a return, use 


adept ones like ... “in the unlikely event 
that you”... “if you ever disagree for 
any reason” .., “you must be thorough- 


.. and more. 


ly convinced or else .. 


This way. you're telling vour pros- 
pect: (1) I believe you'll be absolutely 
thrilled with my product ... (2) you 
MUST fully agree, and be uitra-happy 
with your purchase ... but (3) in the un- 
likely event that you're not, you'll get 
every penny of your money back! 


Sten #7: 
Emphasize that Returns Are EASY 


The next vital component is the 


=O 
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related idea that — in the unlikely event 

that they need a retum — it will be sim- 

ple. And easy. You want it to sound like 
all your prospect needs to do is call and 
he'll quickly get his money back. 


There’s nothing that aggravates a 
customer more than making it difficult 
to get his money back, Sadly, many 
companies discovered the fact that the 
word “guarantee” alone would boost 
their sales — and then — if they made 


the process of getting a refund Jong and 
hassle-filled — they'd get very, very few 
returns. 


But this is a serious case of short- 
sightedness. A customer that once trust- 
ed you because of your guarantee ... 
found out that the product did not live 
up to the promises and expectations ... 
and then unpleasantly discovered that 
it was a huge hassle to get his money 
back ... will NOT be happy. 


He'll feel duped. Disgusted. And 
he'll probably never want to ever do 


business again. 


We've all had this feeling before 
and there's such a lack of trust that oc- 
curs. If you're a smart direct marketer, 


banking on the long-term relationship 
with your customers, then you see how 
silly this is. 

On Figure 18-5, you’ l] find a guar- 
antee that does this extremely well. If 


you look at the second paragraph, you'll 
notice it says: 


FUR Hor 


After trying the plan for 28 
days. if you're not completely 
satisfied. simply cut out the 
label and place it on the pack- 
age the plan came in, along with 
your original paperwork. We'll 
pay the postage to return the 
package, and take care of all the 
crediting fees, so you have noth- 
ing to worry about. 


dopo 


Then you can also see the simple 
illustration of how to send the book 
back right below the guarantee box. 
It's makes the whole process seem so 
simple and painless. 


Of course, even though this kind 
of guarantee is best suited for books. 
you can do some variation of it — for 
virtually any product. In fact, if you're 
selling any item over $100, why not ex- 
periment with the idea of sending out a 
UPS or FedEx “call tag” in the unlikely 
event your customer needs to return 
the product? (This is where a UPS or 
FedEx driver will come by and pick up 
the product, along with an addressed 
shipping label of where it’s supposed to 
return.) 
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SHED 10 POUNDS OF FAT 
IN JUST 28 DAYS—GUARANTEED! 


Your satisfaction is 100% guaranteed with The Powerfood Nutrition Plan. In fact, we 
guarantee that if you follow the plan exactly as it’s outlined in the book, vou'll achieve 
10 pounds of “stubborn midsection” fat loss in just 4 short weeks. What's more, you'll 
fuel your body to finally achieve the body you've always wanted. More muscle where you 
want it. Better sexual performance with the “staying power” to go for hours. Increased 
energy. More restful sleep. The ability to increase your health to levels you can finally be 
PROUD of. 


1 stand behind this promise 100%, and l'm privileged to provide you with the postal 
coupon below to back up this guarantee. After trying the plan for 28 davs, if you're not 
completely satisfied, simply cut out the labe] and place it on the package the plan came 
in, along with your original paperwork. We'll pay the postage to return the package, and 
take care of all the crediting fees, so vou have nothing to worry about. 


We can offer this generous guarantee because The Powerfood Nutrition Plan has been 
such a breakthrough success for the men who have tried it. After all, pro athletes and 
bodybuilders rely on this plan year-round. 


Bub 


Zach Schisgal 
Men's Health Books 


PLEASE KEEP THIS POSTAGE LABEL 


| Bt guarantees you won't pay a cent if you want to return The Powerfood Nutrition Plar 


Tiviesaisoluly no purchase nes ma mam a mam mam mum a mamé ume RA uas um NEM m us GERM n GEM EM ut uam 


You pay nothing fer this ree inal— 
nal even rerum postage’ lust 

affix the Merchandise Return 

Label to the carton Please do no! tape 
over the left side, 


Then drop the carton mie the 
nearest mailbox M's as ease sind 
convementas that! There's aie 
futely ni zish. So mail (he enclosed 
postage paid seply card, right away’ 


ACCEPTANCE POST OFFICE FOR, 
ANCRLARY SERVICES ORLY 

FOSIAGE$ IM 

MERZNAHOISE RETUAN FEE 


TOTAL POSTAGE AKD FEES DUE $ 


sary! If gum wash to return the preview FROM m DÉUVEP "oS OFFICE L| 
volume 2: the condusion of vaur rater PIS) A DUE NO POSTAGE, 
2I ds free inspection, simply NECESSARY 
marl “cancel” on our invoice and E——— —— s ` PAER 
return i along with the volume ————— Bou nd Pri nted Matter 
UNITED STATES 


MERCHANDISE RETURN LABEL 


PERMITAT EMMAUS, PA 18098 
RODALE 33 E. MINOR ST. 


M 


[| INSURANCE CEL IF ANY 


POSTAGE DUE UNIT 
U.S. POSTAL SERVICE 
EMMAUS, PA 16096 


d 


pm 


Every day our brands connect with and inspire millions of 


[uL 
RODALE 


OUR WHOLE LIFE 


{ 


people to live a life of the mind. body, spirit — a whole 
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I've worked with several companies 
in the health market who've done this 
with truly fantastic results. Custom- 
ers absolutely love it because nobody 
wants to go to the post office to retum 
something. It worked great for mv old 
clients — because even when a customer 
didn't like ONE of the company's prod- 
ucts, their experience during the return 
process was so positive ... over 75% 
of them ended up buying a different 
product! 


The best part is this strongly dif- 
ferentiates you from the competition 
(and their guarantees) and becomes 
very convincing to prospects. Just like 
you saw in this Rodale example, when 
you make the return process seem easy 
and painless — you melt away the fear 


of hassle. 


Step #8: 
Promise te RUSH 
Their Money Back 


One of the biggest concerns a pros- 
pect has ~ especially if vou're asking 
him to make an expensive purchase — is 
that you'll take a long time to refund his 
money. This is different than Step #7 
(his aversion to hassle) — where you re- 
quire that he do difficult things in order 
to get his money back. Rather, this step 
addresses the awful feeling of having 
initiated the return ... and then having 


to wait waaaaaaayyyyyyyy too long 10 
actually receive the funds back. 


It's far better to promise to "rush" 
his money back to him and then deliver 
on that promise. 


You see, just like everything else in 
life, a customer wants his money back 
FAST. Yesterday, if possible. The fact 
that he's sending the product back is 
already a black eve in the context of 
the relationship. It's on shaky ground. 
Delaying the refund only adds insult to 
injury. 

If not. what often happens is there's 
a serious breach between the company 
and customer. If it takes a long time to 
get his mouey back from a company, 
the customer will resent it, having a 
bad taste in his mouth about the experi- 
ence. When weighing future purchase 
decisions, he'll look at any offers from 
this company with greater skepticism, 
knowing that it may take a while to get 
his money back. 


Bad move. 


We've all bad an experience with 
a company that did this, taking forever 
to process the refund. For example, the 
Proctor & Gamble type companies — 
with mega-selling products like Liguid 
Drano — will often require that you mail 
a letter with your proof of purchase and 
then wait at least 4-6 weeks for a check. 


p 0————M—————————————Á»o EESE 
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While this is better than nothing 
— particularly because many of the other 
companies in their industry do not of- 
fer any kind of guarantee at all — it’s 
unlikely to work for anyone but a large 
corporation. 


As you can guess, nobody really 
wants to mail in their receipt and proof 
of purchase and then wait six weeks to 
get their money. At most, they want to 
call a number ... give their name or e- 
mail (and not even have to dig through 
...and 
have their money credited back to their 


old receipts for an “order z^ 


credit or debit card immediately. 


With that said, it's not always prac- 
tical to structure your guarantee this 
freely. But it’s important to recognize 
that this is what people want. And the 
farther you move away ftom this, the 
more you'll just piss them off and lead 
them to resent doing business with you. 


Look at Figure 18-6: On top of be- 
ing personal, it uses the word “rush” to 
communicate that the customer will get 
his money back fast. 


Step #8: 
Give Your Guarantee a NAME 


While not always a mandatory step, 
giving your guarantee a unique “name” 
can heighten its impact. You've already 
seen a couple of examples thus far ... 


DH Dawar af Vane Guarantee 


“Handshake Guarantee” ... “My 100%, 
No Bull Money Back Guarantee” ... 


and more. 


Some other popular names I’ve seen 
are “Triple-Protection” ... “Thin Dime” 
... “Feel It or Steal It” ... “$5,000-or- 
FREE” ... and countless others. 


There are several advantages to as- 
signing your guarantee a name like this. 
First. you're much more likely to make 
a strong imprint on your prospect's 
mind when your guarantee has a unique 
and memorable name. And that imprint 
will come in handy when your customer 
is about to make his buying decision 
— the chances of him feeling protected 


are greater. 


Plus, if he somehow puts the deci- 
sion off, he may later remember your 
guarantee ... realize that he has noth- 
ing to risk ... and decide to order your 
product or service. While most direct 
Tesponse purchase decisions are made 
immediately, there are still cases where 
a person sets down the copy and then 
later decides to buy. In these cases, hav- 
ing a strong, memorable guarantee is 
priceless. 


Next, doing this helps differentiate 
your guarantee from others and ups its 
perceived value. With virtually every- 
body in the industry offering one, it 
helps to stand out. You want your pros- 
pect to see your guarantee as different 
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160% Money-Back 
Guarantee — Right Up 
to the Last Day of 
Your Subscription 
Jease don’t take my word for 
it that my UnDiscovered 
Stocks service will help you 
make a killing in the market over 


the next year, Put me to the test 
right now with ZERO risk. 


First, call my TOLL-FREE 
number — 
or return the attached “Free Gift 
Certificate” and get your sub- 
scription started. 


Then, take the next year to 
decide whether or not my serv- 
ice is everything | say it is. 


making more money in the mar- 
ket than you ever have before, 
simply call and cancel your sub- 
scription at any time. PH imme- 
diately rush you a full refund, 
with no questions asked. No 
hard feelings, either. 


You may keep all the bonus- 
es and issues you've received as 
my *thank you" for giving my 
service a try. What could be fair- 
er than that? 


Call 
subscribe today! 
j 
T a io 


Sharon A. Parker, 
L Editor, UnDiscovered Stocks 


and 


If you don’t find yourself | 


EXTRA BONUSES 


FREE — WHEN YOU 
RESPOND BY PHONE! 
1-800- 
Call for faster delivery 
and an additional FREE 
gift. Or fax this form 
10 561) 625-6685. 
Its a $29 value — 
| yours FREE! 


FREE EARLY 
BIRD BONUS! 
Subscribe within 
10 days and 
youll also 
receive this extra 
FREE BONUS. 
A $29 value — 
yours FREE! 


V fos 
V, hts 


FREE! 


T 


f 7 

t1 

i r4 Yes, Sharon! 1 wam you to help me take profitable advantage of 
the coming explosion in defense spending — and to cash in on many other 
undervalued and overlooked future superstars over the text year. Please send me 
my FREE copy of your UnDiscovered Defense Diamonds Portfolio today, and 
enter my subscription to your UnDiscovered Stocks service for the term I've indi- 
cated below. I understand 1-am fully proteeted right up to the end of my sub- 


‘scription by your risk-free 100% money-back guarantee. 


Me 
BEST VALUE — Two years (24 regular issues plus flash alerts) 
— just $172 — a 50% savings off the regular $344 price. 


FREE 24-hour access to your website (a $840 value)... plus your 5 Biotech 
Bonanzas for 2002-2003 — 12 stock guides in all—a $948 value — FREE! 


GREAT VALUE — One year (12 regular issues plus flash alerts) 
for just $99 — 48% off the regular $189 price. 


save 
plus FREE 24-hour access to your website (a $420 value). 


| EARLY BIRD BONUS — I'm responding within 10 days, so be sure to 


| include my FREE copy of Milionaire's Secret to Super- Value Investing as well. 


Method of Payment: 


L] Check or money order enclosed (please make payable 10, UnDiscovered Stocks’ 


NIE: 


save $172 and receive your UnDiscovered Defense Diamonds Portiotio absolutely FREE... 


$90 and receive your UnDiscovered Defense Diamonds Portfolio absolutely FREE.. 


! [ Please make any necessary carri 
lions 10 your name and 2 


the ather side of this ceriificate. 
Rerum this ceruficaie tn the 


| UnDiscovered Stocks 
i 4116 Burns Road 
i 
| 


Phone Ni 


33410 


iM Email addiess f 


| TOLL-FREE 


endased postage-pard cevclope ta: 


Palm Beach Gardens, FL | 


For an extra FREE bonus — call 


— For more information call TOLL FREE 
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and superior to the others he's being of- 
fered. By naming it or emphasizing its 
unique qualities in the headline above 
your guarantee, you'll do just that. 


Here’s a basic example: 


ake 


My 100% Money-Back “Tri- 
ple-Protection" Guarantee 


1. You must be completely satisfied 
with the Homerun Stock Alert or | 
will promptly refund every penny 
of your subscription price — no 
questions asked. If vou don't find 
that Homerun Stock Alert is help- 
ing you grow wealthy ... if you 
don't find that it's giving you the 
type of ultra-profitable, easy-to- 
read advice you expect. simply let 
me know within 30 days and I will 
give you a complete refund. 


[S 


After 30 days, and up to 90 days 
from the start of your subscription. 
you ean cancel and receive a full 
refund of the unused portion of 
your subscription. 

3. If you do decide to cancel, you 
may, of course, keep all of the bo- 
nus reports you receive. 


You really have nothing to 
lose and everything to gain! 


Richard Schmidt 


ek aR AS 


Mea RO SEE EEE AES A TEET SEES? Se ST EAC 


Although this guarantee isn't nec- 
essarily all that strong (the short time 


OF ex- 


J 


period, failure to include the US 
pand the benefits, etc.) you can see how 
it benefits from the process of assigning 
it a unique name. And that’s the point: 
Even when your guarantee isn't all that 
extraordinary, assigning it a unique 
name that highliglis its strengths is a 


sure-fire way to jump ahead of the com- 
petition. 

For another similar example, see 
Figure 18-7. While not the strongest 
in the world, the name also boosts its 
overall impact. 


Siep #10: 
Feature It Im the 
Right Places 


The final step in maximizing your 
guarantee’s potency is to place it prop- 
erly. While the obvious choice is to put 
your guarantee at the end of your pro- 
motion, there are certainly other things 
you can do to lift your response. 

For example, copywriting legend 
Gene Schwartz would often feature 
some element of his guarantee in his 
headline. deck or lead copy ... 


LEETE 


Don’t Pay A Penny For This 
Book Till It DOUBLES Your 
Power To Learn! 


=O 
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continued from page 21 


pennies on the dollar. 


8 2 places most people would never think to 
look to find incredible bargains in almost any- 
thing. 


IF YOU RESPOND WITHIN 
10 DAYS, YOU'LL ALSO GET 
THIS EXTRA FREE REPORT 


Red Mercury: 

What The Government Doesn't 
Want You To Know About The 
New Terrorism Threat 


Doesn't Want 


You to Know 
About the New 


Terrorism Threat 


errorism is about to enter a stage that will shock the 

world. Recent bombings — the World Tradc Center, 
Oklahoma City, the Olympics. Saudi Arabia, and Flight 
800 — are nothing compared to what is coming. 


The terrorist we're going to see in the very near future is 
smarter than ever before, better funded than cver before, 
and as tbe attacks on the World Trade Center and Flight 
800 illustrate. he's better positioned than ever before. It's 
also very likely he has new technology — the neutron 
bomb, 


A neutron bomb kills with trillions of lethal microscopic 
“bullets:” neutrons. The bomb sends out neutrons that can 


-29.. 


penetrate a tank, and kill all those caught in its path. 
Those close to the blast die instantly; those more distant 
die over the next few weeks. 


If a tritium-based, red-mercury detonated device exists. 
experts speculate, it would weigh perhaps five pounds. 
You could hide one in a coffee can. A person could sit 
down on a park bench, deposit a lunch sack with a bomb 
in a trash can and walk away. At some predetermined 
momenti, the bomb would explode. Everyone above 
ground nearby would be killed. So would most people 
within several hundred yards of the bomb in every direc- 
tion. And because these bombs are very light and unde- 
tectable, they can be smuggled easily across a border. 


Dr. North has written a report detailing exactly how this 
nuclear terrorism may come to pass. This is definitely 
information your government doesn’t want you to have. 
They want you to believe that they're in control — but 
they're not. 


This report is called Red Mercury: What The 
Government Doesn’t Want You To Know About The 
New Terrorism Threat. “Red mercury” is the trigger for 
these devices — the last piece of the puzzle that was 
missing, Unfortunately, this technology is now avail- 
able...and it may be headed our way. 


This is a must read for anyone concerned with what may 
happen to our society in the near future... 


uso 


No-Gamble Guarantee 


Dr. North doesn’t want you to 
gamble with your investments— 
or on a subscription to his 
newsletter. Simply try REMNANT 
REVIEW. If you don't feel it has 


the tools you need to build 
untouchable wealth, I'll send you 
a full refund on all unmailed 
issues—no questions asked. The 
bonuses, of course, are yours to 
keep—just for giving REMNANT 
REVIEW a try. 
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This article is going to shock 
the life out of you - because it 
flatly says "bunk" to every idea 
you have ever had about how 
“difficult” it is to learn! This 
article says if you could only 
liberate the exact same talent 
and intelligence and ability that 
you have tied up inside vou 
today — then you could: ... read 


anything you wish, twice as fast 
as you can today ... absorb facts 
like a sponge, and repeat them 
almost word for word years later 
... flash through math, business, 
financial problems that have you 
stopped cold today ... hold peo- 
ple spellbound with the power 
of your speech and your written 
word ... out-think others when 
you have to tower over them in 
Judgment, outshine them com- 
pletely in imagination. 


And do it all — not by strug- 
gling through dreary textbooks 
-.. not by memorizing useless 
theories ~ but simply by putting 
your LOCKED-UP LEARNING 
POWERS to work — entirely at 
my risk, without your paying 
a single penny until you prove 
every word of it yourself! 


sok ok 


pS ad 


Another powerful use of your guar- 
antee — one that Clayton does all the 
time — is to feature it in your close, in 
closing sidebars, etc. Go beyond what 
most writers do, by just having a brief 
guarantee section. I'm talking about 
weaving the benefits and psychology 
surrounding your guarantee into your 
closing copy to make it stronger. 


Let's turn to Arthur Johnson's leg- 
endary Real Healih promotion for a 
good example of this: 


LETTES 


Doesn’t this easy new road 
to real health make more sense 
than BEATING YOURSELF 
UP FOR NOTHING? 


Of course it does! So please, 
return the enclosed FREE BO- 
NUS GIFT CERTIFICATE in 
the postage-paid envelope we've 
provided ... 


It saves you up to $133 on 
your risk-free subscription ... 


Tt brings you all the FREE 
BONUS GIFTS I’ve mentioned 
that will let you turn the tables 
on medicine's misinformed 
know-italls ... 


Plus you have my "Ultimate 
Guarantee" that your gifts and 
my newsletter will deliver all 
you're hoping for and more. 


See 
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Or else please, feel free to call 
off the deal — at any time for 

a complete refund — no ques- 
tions asked. YOU KEEP YOUR 
FREE BONUS GIFTS. 


Don't wait. Do it now! 


Claim your FREE Bonus 
Gifis and reclaim your health ... 


Walk out of the health prison 
and into the sunlight ... 


And find out how sweet it 
feels to savor real health! 


Sincerely, 


William Campbell Douglass 
IL. M.D. 


Editor 


EEEE ES 


Since this promotion has been run- 
ning as the control for over three years. 
you can rest assured that it’s doing quite 
a few things right. 


And now it’s your turn: Think about 
how YOU can weave your own person- 
al guarantee into your closing copy, ac- 
centuating how you're standing behind 
every promise made in the copy. It will 
make a difference, I guarantee it! :) 


Other options? If you’re mailing 
your promotion in an envelope, why 
not have a lift note entirely dedicated 
to your guarantee? Since lift notes have 
a high level of readership, this can be 


an ultra-effective way to emphasize the 
risk-free nature of your offer. Of course. 
do this only when you've got an ex- 
ceptionally strong guarantee. You don’t 
want to showcase something that’s av- 
erage and ordinary. 


Write mostly web copy? Great! Why 
not have an exit pop-up that reminds 
your prospect that he’s got nothing to 
risk? Tel] him that he’s fully protected, 
reinforce your benefits, throw in a testi- 
monial or two and see if you can sell him 
before he leaves. It’s worth a shot. 


Putting It All Together 


Now that you've got all the steps. 
Jet’s analyze one last example in more 
extensive detail. Here’s an excellent 
supplement guarantee — written by Brad 
Peterson and Clayton — and I want you 
to notice how it uses many of the steps 
we've covered: 


LLLEII 


You and your spouse MUST 
see, feel and experience 
a dramatic improvement 
in your sex life — or these 
powerful natural 
sex enhancers are FREE! 


Give Pure Potency for 
Men™ or Pure Potency for 
Women™ — or both — a try for 
as Jong as you want. You must 


see, feel and experience a dra- 
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matic improvement in your sex 
life, including increased sexual 
desire, improved stamina, firmer 
erections, more lubrication and 
his and her orgasms every time 
you take your spouse to bed ... 


... You must experience 
better Sex... have more fun xa 
create more intimacy in your 
marriage ... and be absolutelv 
ecstatic about your newly reju- 
venated sex life. 


Otherwise, simply return the 
unused portion (or the empty 
bottles) and 11 immediately 
send you a full refund of every 
penny you paid - with no ques- 
tions asked and no explanations 
necessary. 


Better yet, even if you do 
request a refund, you may keep 
every one of the up to $586.25 
worth of FREE gifts you've 
received, 


Layne Lowery, President 
Health Resources 


doo 


Notice all the points we've dis- 


increased sexual desire, improved stam- 
ina, firmer erections, more lubrication 
and consisten orgasms ... (3) dhe USD 
better sex ... more fun, greater levels of 
intimacy and a totally rejuvenated new 
sex life ... (4) the ease of returning: 
"simply send back the unused bottles" 
... (5) the speed of the refund: “imme- 
diate" ... (6) its unconditional nature: 
“no questions asked and no explana- 
tions necessary” ... and finally (7) the 
better-than-risk-free proposition: “keep 
every one of the up 10 $586.25 worth of 
FREE gifts.” 


That's 7 powerful components in a 
single guarantee. Contrast this with the 
rather weak supplement guarantee you 
see on Figure 18-8. 


Never Settle fora 
Weak Guarantee AGAIN! 


With the ten practical steps you now 
hold in your hands, every guarantee you 
write should sizzle like never before. 
Each step in this process is a breeze to 
apply, especially if you use the many 
examples I’ve provided as templates. 
adapting them to your own product or 
service. 


And if you're working with clients 


cussed in this chapter: (1) the time 
who struggle with the idea of offering 


strong guarantees. then by all means 
show them this chapter. Give them the 
evidence that strong guarantees are 


— ———— 
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--. (2) the benefits are woven into it: 
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SK DE Trial Certificate EN 


L TOLL-FREE 


skf for #IGSHGMH 


Lei Weight Guard Plus help you “unretire” your favorites—you know—the clothes 
youve saved while you wait for the day you can wear them again. Or better yet, treat 
yourself to a shopping spree to celebrate your new smaller size! 


ara Hee 
ts quite simple. 1i vou dom feel healthier, happier, leaner, and more energized afier 


laking Weight Guard Plus, just returned the unused portion of your purchase with- 
in 90 days for a complete refund, less shipping and handling, 


hen you're following a v^ You lose fat and inches otf your 
regular diet and exercise belly, hips, thighs. and backside 
program, your bathroom 
P ; 
scale might not show any weight-loss *^ Your clothes and rings fit looser, 


thinner. Thars because you re build- 

ing muscle mass, which is denser and 
heavier than the fat you're uimming Your energy Jevel is consistently 
away 


w^ You feel happier and more content 


higher 

So while your scale might mislead 
you, your tape measure won't! Heres 
how ta know your weight-loss pro- 
gram, complete with Weight Guard Plus, — expect this kind of genuine success— 
is working for you: and the weight-loss, too! 


With Weight Guard Plus giving you 
more in the war against fat, you can 


at first, even though you're “feeling? — and you can fit into'smaller.sizes — .| 


Vecomenemecrnememnnenine 


These statements have nol 
This product is not 


= Tae. 
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working for countless leaders in the 
industry — from products like supple- 
ments ... to books ... to newsletters ... 


to seminars ... and more. 


A strong guarantee puts your pros- 
pect at ease. makes it easier for him to 
say. "YES" — and most importantly. 
increases his lifetime value. 


Last but not least, remember that 
your retum ratio has to do with many 
other factors besides your guarantee. 
It’s just one piece of the puzzle. and 
you'll need to carefully consider the 
other variables — like product quality. 
the aggressiveness of your promotion 
and the depth of your communication 
with customers. 


Do these things well ... throw ina 
kick-butt guarantee ... and you've got 
an iron-clad formula for wealth in virtu- 


ally any industry. 


Now get to it. 


SE 
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| 


Guarantees 


= 


| 


Your Guarantee is one of the most powerful 


credibility building, selling tools in your arsenal. 
Follow this process, and you'll write guarantees 
that put your prospect at ease and make it easier 


than ever for him to say "Yes!" to vour offer. 


l. Keep in mind when designing your Guar- 
antee: 


8. Fear of risk is one of the largest bar- 
riers to making a purchase decision, | 
smart marketers acrively reduce this 
risk. 

b. Your guarantee is an expression of 
your confidence in your product. 


c. Your guarantee is arguably your most 
supreme credibility element because of 
its bold ability to create the feelings of 
trust and security. 


d. Address all the risks your prospect 
is taking ... not just money — he also 
risks time, hassle, discomfort, embar- 
rassment and more. 


2. Now write your Guarantee and apply these 
Steps: 


a. Repeat, reinforce and summarize your 
main benefits. ` j 


ee € J 
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b. Make it personal. 


c. Weave your USP (Unique Selling 
Proposition) into the mix. 


d. Offer the most effective time period. 


e. Lethim know there are no strings 
attached. 


f.  Uselots of power phrases. 


ua 


Emphasize that Returns are easy. 
h. Promise to rush their money back, 
i. Give your Guarantee a name. 
j- Feature it in the right places. 

When you're done with your guarantee 
copy, insert it into the appropriate place in your 
closing copy. Remember: When you're pushing 
him to act now, it's great to remind him that 


he bears absolutely no risk. Thats what your 


guarantee does for him. 


Notes c 
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| 
| 
Lift Notes, Sidebars | | 
and E-mails | 


in this Chanter... 


m How to make a good piece of copy GREAT 
(without making a single change to it!) 


m Proven secrets that can be used to write lift 
notes, sidebars, and e-mail copy (discover how 
to take everything you've learned to this point 
and adapt it to all kinds of scenarios) ... 


m 13 new ways to enhance the attention-getting 
power of your copy, making your promotion 
virtually impossible for your prospect to 
ignore ... 


m And much, much more 


oO 
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t long last. you're in the 
very final stages of your 


writing process. 


This chapter is all 
about giving you the skills to complete 
and round out your copy with incredible 
power — secrets that can be used in all 


kinds of promotions. 


And to do this, we'll focus on writ- 
ing lift notes — those little inserts that 
accompany a sales letter inside the 
direct mail envelope. They can be small 
litle 3 x 5 folding notes — or they can 
be three page color brochures. It’s all up 
to you. 


So what's the big deal? Well, the 
ability to think strategically about your 
lift notes and then craft them appropri- 
ately is one of the most powerful skills 
you can have in your arsenal because 
they help you ... 


» Amplify your prospect’s level of 
attention, because they naturally 
stand out in any mailing ... 

» — Save your prospect time, which of- 
ten boosts his overall readership ... 


» Magnify and reinforce your key 
points ... 


» And, when done properly, increase 


your response rates! 


Okay, so 1 know what you're prob- 
ably thinking, “But I don't write direct 


mail promotions!” 


Don’t worry - vou should know 
me better than that by now. Pm going 
to show you exactly how to use these 
exact same secrets to better launch 
products via the Internet ... dramati- 
cally improve the selling power of your 
website (not just your landing page. 
YOUR WEBSITE) ... write compelling 
sidebars ... and much more. 


But first things first. 


While it would be easy to get for- 
mulaic with the lift note process — i.e. 
always following a certain protocol and 
inserting your guarantee. your testimo- 
nials. and so forth ... 


... This is simply not the optimum 
way to go. Instead, I encourage you to 
think long and hard — strategically — 
throughout this process. In other words. 
which parts of your overall sales mes- 
sage are most essential? If your pros- 
pect was exposed to NOTHING ELSE, 
what must he see in order to buy? 


These are powerful questions — and 
a great way to put yourself into the 
mind/heart of the individual you're sell- 
ing to. They really help you isolate the 
strongest elements of your sales mes- 
sage and then showcase them. 
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Here are some additional questions 
you can use: 


» Are there certain testimonials/case 
histories you're absolutely sure 
will have a strong. persuasive ef- 
fect? 


» Ts vour guarantee exceptionally 
powerful or bold? 


» Do you have proof elements — such 
as clinical studies, awards, certifi- 
cations or anything else — that your 
competition simply cannot match? 


» Do you offer service features/ben- 
efits unlike anyone else in your 
industry? Faster shipping? Free 
consultations? 


» Are there celebrities, doctors, or 
other notable authorities openly 
endorsing your product? Or maybe 
just certain elements of your prod- 
uct (i.e. maybe a doctor is raving 
about a specific ingredient within 
your supplement?) 


> Do you have a compelling visual 
illustration/demonstration of what 
your product does for the prospect? 


You get the point, The key is to se- 
lect your most persuasive elements and 
then showcase them in your lift notes. 
This way, even if your prospect just 
scans your package, there’s still a goad 
chance he']] end up ordering. 


Lift Nores, Sidebars, and E-mails 


13 Different Ways 
to Write World-Class Lift Notes 


What follows is a fairly complete 
list of possibilities for your lift note 
copy — along with tips and tricks to 
make the process easier and better. And 
remember, even though I’m discussing 
them in terms of direct mail, you can 
easily apply everything you're learning 
to the Web. 


I'll show you exactly how to do that 
later on. 


Use ‘Em for Proot: 


We've already spent a lot of time 
covering proof and credibility in pre- 
vious chapters. So I’m not going too 
much into that here. 


The reason why so many lift notes 
and inserts showcase proof elements is 
this: Proof is often the most persuasive 
factor in your marketing. It’s what gets 
your prospect to actually believe what 
you're saying — and gives his logical 
brain “permission” to take action on 


what you're offering. 


That's why, if your benefits are truly 
desirable to your prospect, the power of 
your proof elements are what's going to 
make the sale for you. Here are some of 
your options for using proof in your lift 
notes: 


eee 
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1. Guarantee — When vour guar- 
antee is particularly strong — or when 
you know that your prospect is more 
risk averse than normal — featuring your 
guarantee in vour lift note can be very 


strong. 


For an example of this. see Figure 
19-1. You'll see a very strong guarantee 
that reinforces all the very strongest 
features and benefits being delivered to 
the prospect. 


It’s also very important to see that 
the writer was smart enough to combine 
the guarantee with other very strong 
proof elements on the same page. It 
details the sources credited for the re- 
search of the nutrients inside the prod- 


uct... assures the prospect that he's got 
nothing to lose and everything to gain 
... and then urges him to order. 


Powerful stuff. 


2. Testimonials —- Having a page 
with your strongest testimonials is a 
tried and true way to go. Just look at 
Figure 19-2 for an example. Here are 
Some tips for creating your own testi- 
monial pages: 


BE SPECIFIC. You'll enhance the 
value and credibility of your testimoni- 
als by making sure they're as specific 
as possible about the benefit your cus- 
tomer received. Heck, if your customers 
send you general testimonials — contact 


them and draw out the specifics. Not 
everyone is going to give you a glowing 
testimonial automatically. You'll need 


to work at it. 


BE CLEAR. Edit each testimonial 
for clarity and power. This is a delicate 
balance. Some authorities say that you 
should never edit testimonials, but 
that's not realistic. And it hasn't proven 
true over the course of Clayton's career. 
Fact is, customers will often ramble, 
write confusing things, and so on. In 
these cases, you will need to edit them. 


The key is first and foremost to 
never change their meaning. Not only 
is that unethical, it's illegal. This is kind 
of like lying, you always know when 
you're doing it. Just avoid it. Next, 
make sure that you never edit the testi- 
monials to appear too polished. 


While that’s not illegal, it can re- 
duce their impact. They’re supposed to 
be the real words from real people. not 
the words of a professional copywriter. 
So do your best to keep as much of the 
original person's tone and style in there 
as possible, while giving them maxi- 
mum clarity. 


INCLUDE HEADLINES. Write à 
headline for each testimonial, capturing 
the most compelling portion of its mes- 
sage. This way, someone who just scans 
through them will still get a sense for 
what they're saying about your product. 
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Robert Feels 
Great... 


"Progesterone 
Cream Must Be 
Working!" 


"Progesterone Plus Cream 
is easy to use and smells 
good. I hope it is keeping 
my estrogen levels down, 
and protecting my prostate. 
I watch my diet to keep 
my weight under control. 
I also use Androsome 
cream. I feel great and 
my energy levels are 
good, so the progesterone 
cream must be working. 
Thank you for a great 
product.” 

—Robert C., 

Beverly, MA 


These statements are anecdotal and may not 
represem typical results with this product. 
These results are nai intended ta replace 
medical advice, This product is not intended 


& Easy to Use, 
Says Shirley! 


"[Prosesterone Plus 
Cream] sure does 
help you get 
through the lack of hormones even 
after menopause. Thank you for an 
easy product 10 use." 
— Shirley M.. 
Colorado Springs. CO 


76-Year-Old 
Notices 
Increased 
Energy! 


“Lam 76 years old 
and have been using Progesterone 
Pius Cream for several months 
with good results. I have noticed 
an increase in energy and a sense 
of well being from using it. It is 
easy to apply and greaseless so it 
doesn't stain clothing.” 

— Violet G., Big Stone Ciry, SD 


Barry reels 
Better! 


“I have felt better 

taking your 

v 4 Androsome and 

Progesterone Plus Creams. it has 

also increased sexual potency..." 
— Barry F. Baltimore, MD 


Brenda Likes 
the Natural 
Ingredients! 


"Progesterone Plus 
Cream was good 
for my hormonal balance. I like it 
because it has natural ingredients. 
It helped me because f am in my 
third year of menopause.” 
—Brenda H.. Silver City. NC 


Health Resources Bi P.O. Box 3623, Hueytown, AL 35023 


to diagnose, treal, cure or prevent any illness. i : eG 
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improves 
Carman’s Skin 
Problem! 


“Progesterone Plus 
Cream is an excel- 
lent addition to the condition of my 
skin. I'm using it lately and find it 
works wonders in conditioning my 
problem skin. Thank you for send- 
ing it to me.” 
—Carman R.. Las Vegas. NV 


Dramatic 
Improvement 
Already! 


I have used 
2 tubes of 
Progesterone Plus Cream and 
have seen dramatic improvement 
already." 

— Kenneth W.. Peoria. IL 


Helped My 
Osteoporosis, 
Says Maria! 


... Progesterone 

i Plus Cream has 
brought down the swelling in my 
cheek. It has helped with my 
Osteoporosis as my doctor says H is 
nol getting worse. li also helps my 
skin to iook beautiful." 

—Maria S.. Fitchburg. MA 


Increases 
Libide! 
“Progesterone Plus 
Cream increases 
Eus my libido." 
—George Z., Lake 
Tomahawk. WT 


When testimonials without a headline 
are scanned, it’s often the case that 


nothing registers at all. 


INCLUDE VARIETY. It's a good 
idea to Jet your testimonials express the 
full range of key benefits your product 
delivers. Also, try to emphasize your 
strongest testimonials — the ones that 
show prospects getting actual results 
you're promising. Satisfaction-based, 
"you've got the best product ever” type 
of testimonials are nice — but they rarely 
prove the most important claims you're 
making — whether it’s the amount of 
money your prospect can earn ... how 
much his blood pressure will drop ... or 
anything else. 


LEGITIMIZE THEM. You also 
want to attach as much information 
to the testimonia] as possible so that 
there's no doubt the testimonial is 100% 
authentic, which means including the 
name. city. and state where the custom- 
er lives. Do this whenever possible. 


GIVE THEM A FACE. Whenever 
you can, put a face on each testimonial 
— or at the very least. on your strongest 
ones, It gives them an added feeling 
of warmth, sincerity and overall cred- 
ibility. 

Other times, you can take a single 
testimonial that’s very strong and just 
feature that. Recently, I saw a very 
small lift note with the following copy: 
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“After 10 Years Trying 
to Get My Cholesterol Down, 
Ive Found Something 
That Works!" 


Rita's Story ... 


(On the inside): Rita Law- 
rence hopes to drop another 30 
to 40 points with her second 
order of Advanced Artery Solu- 


tion. 


“My cholesterol was 248 
for years. My endocrinologist 
did everything to get it down. 
He put me on fish oil, niacin, 
flax seed. and other things. The 


numbers didn’t move. He finally 
said it was genetic because my 
weight didn’t change either. 


“Then I saw your ad for Ad- 
vanced Artery Solution and or- 
dered 3-month's wortli. The first 
month, I took as directed. But 
we were in the middle of build- 
ing a house ... then the move ... 
so there was a lot of stress. 


“I took the capsules only 
Twice a day, once a day, some 
days not at all... 

“At my next doctor's visit, T 
told my doctor about the stress 
over the last 3 months and that 


www.makepeacetotalpackuge.com 681 


The Ultimate Desktop Copy Coach 


my numbers would probably be 
higher. He looked at me. then 
my blood test, and said, ‘Rita, 
stress becomes you, because 
your cholesterol is down 20 
points ...' 


“I couldn't believe it! Now. 
I'm taking Advanced Artery 
Solution according to the direc- 
tions. I just know my cholesterol 
will be down 30 to 40 points 
next time. After ten years of try- 
ing, I’ve found something that 
works!” 


Rita Lawrenc 


Florida 


LELLII 


3. Research ~ If you're in an indus- 
try where studies. experiments and oth- 
er hard research holds a lot of weight, 
you might want to feature this in a lift 
note. On Figure 19-3, you'll see an ex- 
ample of this. There's so much research 
backing this product. it makes sense to 
remind the prospect of it in addition to 
what he already sees in the sales letter. 


Sometimes you can conduct your 
own research. There are third party 
companies that will do this for vou, and 
carefuily document the results. While 
not as powerful as a large study, this 
can still have a profound impact on 
your prospects belief. 


For example, I’ve seen this suc- 
cessfully done for “male enhancement” 
products, where nearly 400 guys were 
surveyed about their "size" before and 
after the program. Everything was care 
fully documented and something like 


829^ of those using the product experi- 
enced noticeable results. It helped their 
sales considerably. 


T've also seen it done for vacuum 
cleaners, air purifiers, water filters and 
many other products. If you're an enre- 
preneur, I recommend you strongly con- 
sider this. Markettools.com offers this 
kind of service. lf you're a copywriter, 
all you can really do is suggest this to a 
client and then allow them to make the 
decision. 


4. Charts, graphs or other visual 
proof elements — Proof by its verv na- 
ture is a little on the boring side. So any 
way that you can make it more interest- 
ing and dramatic, the better off you'll 
be. That's one of the reasons why Pro- 
cess Sidebars (the step-by-step pictures 
of how your product works — în action) 
are so effective. 


Again, whether you use this tech- 
nique in a lift note, on a website or 
during a product launch ~ make sure 
you support your strongest, most central 
claim(s). Why? Because the more visu- 
als you have, the less impact any one 


visual has. So for maximum impact of 


p€—  ————————ÓáÁ———É*5-—————OÉ5— A —Ó—— E [ 
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According to Dr. Michael Holick. the author of The UV Advantage. the 
latest research shows that vitamin D receptors are located — not just in our 
bones — but in the cells and blood vessels throughout your body. What does 
that mean? lt means vitamin D will not only help you build and maintain 
strong bones. but it may also be your best way to strengthen and protect 
your entire body from inflammation. blockage. and even some cancers. 


FOR INCREASED BONE STRENGTH! 

Bone building requires that you absorb calcium 
from your diet. But if you're vitamin D 
deficient. your bones can't get enough calcium. 
This causes bones to become weak and porous. 
Vitamin D deficiency can cause rickets in 
children and osteoporosis in adults. (Even when 
people consume enough calcium, numerous 
studies reveal that they will lose bone mass if 
they are vitamin D deficient.) 


FOR INCREASED MUSCLE STRENGTH! 
Low levels of vitamin D have been linked with 
muscle weakness, muscle pain, and poor 
coordination. Muscle weakness is also associated 
with an increased risk of fractures. In clinical 
studies, the use of 800 to 1.000 TU per day of 
vitamin D along with calcium has been helpful in 
improving bone density and muscle tone. 


FOR INCREASED HEART STRENGTH! 
Vitamin D is believed to help relax the heart's 
blood vessels and make them more flexible 
which means there is less pressure against the 
blood vessel walls. (High blood pressure occurs 
when the blood vessels get stiff and narrow 
which naturally increases the internal pressure.) 
Vitamin D helps the blood flow more smoothly. 


FOR REDUCED CANCER RISK! 

Vitamin D receptors have been found in breast. 
colon and prostate celis, Research shows that adults 
with adequate blood levels of vitamin D have a 
530% reduced risk of developing colon cancer. 


The latest research on using Vitamin D indicates 
that a deficiency is linked to an increased risk of 
osteoporosis, fibromyalgia, arthritis, colon, breast 
and prostate cancers. MS, diabetes. IBS. and 
congestive heart failure. 


Vitamin D3 is considered the natural form of 
vitamin D and is produced by solar UV rays and 
absorbed through human skin. As we age. however. 
we have greater difficulty converting sun exposure 
to vitamin D. We need it more. but we make Jess of 
it ~ even if we live in sunny climates year round. 


Now, by using INSTANT SUNSHINE". you can get 
the remarkable benefits of the highest quality 
vitamin D — all 4 seasons. It’s just like hamessing 
the high-speed healing power of the sun for your 
increased bone strength. your increased muscle 
strength, your increased heart strength. your reduced 
cancer tisk and much more. 


Don't miss out on the one powerhouse supplement 
that can promote bone and muscle strength for life 
and so much more - all at once. 


Try INSTANT SUNSHINE” 
for 60 days, RISK FREE! 
Call 1-800-471-4007 today! 


See other side for what the 
latest medical studies have to 
say about the astonishing 
powers of vitamin D... 
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your essential points, you must only 
feature what matters most. 


5. Reprinted articles — I've also 
seen lift notes with reprinted articles 
from credible publications. Those can 
be really awesome. because it’s like a 
tacit (or in some cases, very “direct”) 
endorsement for your product. 


But keep in mind that if the article 
wanders, is boring. endorses compet- 
ing products — then it could actually do 
you more harm than good. If that’s the 
case, I recommend you simply pull out 
the very best quotes ~ or even capture 
the best possible section of it — and 
then showcase it on a single page. And 
if you've got lots of reprinted articles. 
then pull the strongest quote or write a 
quick summary for each one. 


6. Logical Sales Argument — As 
we've covered extensively in this 
course, there's no denying the impor- 
tance of having a clear, logical series of 
"reasons why” inside your copy. Rea- 
sons that explain — from point A all the 
way to the last point — exactly how and 
why your product is going to deliver the 
desired benefits. 

When your argument is especially 
strong, featuring it in a lift note can be 
amazingly effective. Here's an example 
from one of our clients: 


debo 


Do you really need 300 
COLDS in your lifetime ... 


Dear Friend, 


GET THIS ... THE AVER- 
AGE PERSON GETS 2 TO 4 
COLDS A YEAR LASTING 
BETWEEN 2 10 3 WEEKS. 


In other words, millions of 
people spend up to 3 months out 
of every year feeling crummy 
and looking bad, all the while 
popping buckets of cold medi- 
cines. 


Most people believe this 
misery is just plain unavoidable: 
Of all the billions of “bugs” in 
the air, some just get through 
your immune system and wear 
you down. 


After all, even your family 
doctor will tell you: THERE IS 
NO CURE FOR THE COM- 
MON COLD. But with all due 
respect, your family doctor (and 
mine) ARE JUST FLAT OUT 
WRONG! 


Now, you really can destroy 
and eliminate dangerous micro- 
organisms BEFORE they have 
a chance to attach themselves 
10 your nasal passages — which 
is the first point of entry in the 
body. 
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Now, you can dodge those 2 
to 4 colds a year (over 300 ina 
lifetime) by using BreatheFree 
Nasal Wash. 


I spent 3 years working with 
top biochemists to develop a 
100% natural product that really 
"turned up the heat" on patho- 


genic microorganisms. 


BreatheFree doesn't so 


much “kill” bacterial and viral 
bugs. as it doesn't allow them to 
adhere inside your nose. They 
simply can't set up shop in your 
body and you, in turn, dodge 


another cold. 


Ifyou could do without 300 
colds in your lifetime, you'll 
want to give BreatheFree Nasal 
Wash a try for 60 days, RISK- 
FREE! There's nothing so ef- 
fective, so quick. so simple to 
use against so many billions of 
dangerous and potentially lethal 
viruses and bacteria. 


Try it today. Call 1-800- 
ABC-DEFG! 


(There's nothing to Jose but 
300 colds in your lifetime!) 


To your health, 
Layne Lowery 


Health Resources 
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Notice this lift note just breaks 
down the clear, rational argument for 
buying the product: a) the average 
person gets 2-4 colds a year ... b) that 
means millions of Americans spend up 
to three months a year sidelined with 
colds ... c) the medical establishment 
tells you this is unavoidable ... d) but 
the simple fact is that the nasal passage 
way is the first point of entry, and if you 
destroy the “bugs” BEFORE they get 
inside there — you can't get a cold ... 

e) BreatheFree has been proven to do 
this ... f) therefore BreatheFree can 
help you avoid those 2-3 colds a year 


— and up to 300 over vour lifetime! 


See how easy that is? Of course, 
you'll want to dress up your argument 
a bit so that it reads very smoothly and 
keeps your prospect's interest. But put- 
ting it down on the page - FIRST - will 
often give you a good idea of how 
strong it really is ... and whether or not 
there are holes in it. 


With this insight, you can then make 
an informed decision about whether or 
not to include or use it as a lift note. 


Use ‘Em for Benefits: 


By now you know the immense im- 
portance of benefits. Every copy writer 
and marketer has direct experience writ- 
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ing benefit copy, and it’s one of the absoluie 


chief skills in the entire selling process. 


But here's a huge insight you've prob- 
ably never heard before: One of the things 
that separates the best copy writers in the 
world from the good ones is their ability te 
select and emphasize the RIGHT benefits. 
The benefits which the prospect wants more 
than anything else ... the benefits that he 
secretly dreams of at night ... and perhaps, 
most important of all. benefits worded in a 
way that he will instantly recognize them! 


As we discussed in Chapter 2. the more 
you know your market and your prospect. 
the better you get at intuitively knowing 
what’s going to turn him on. And again, I 
can’t stress this enough: Be sure to check 
with him! 


Some of the top writers I know inter- 
view prospects before and after thev’ve 
written their copy to see what appeals 
resonate most strongly with them. That's 
why I recommended it in Chapter 2. The 
“after” part can be very enlightening. be- 
cause when you show a legitimate prospect 
your copy and ask him about “what appeals 
most" —he’ll tell you which benefits stuck a 
chord and which ones didn't. 


This can be tricky ground, however, so 
here are some quick pointers: 1) don't show 
your promotion to fellow copywriters or 
people who know you’re a writer, because 
they'll end up giving you writing "advice" 
— not true feedback on the benefits — or 


they'll try to say the "smart" thing ... 2) ask 
simple, non-loaded questions like "What's 
your impression of this? ... Is there any- 
thing in this letter that appeals to you? 
What? ... Is there anything that you don't 
care about? ... Which promises seem most 
believable?" 3) do this multiple times. One 
person simply cannot give you an accurate 
measure of the accuracy of your benefits. 
So if you’re gonna go through this process. 
] recommend you do it with at least 5-10 
true prospects and more if you have time. 


With this said. here are some specific 
ideas for creating benefit-driven lift notes: 


1. Reinforce and Dimensionalize — With 
something as crucial as your benefits — and 
especially with your prime ones — you nev- 
er want your lift note to be the only men- 
tion of them. So all of your most important 
benefits should be covered in your main 
sales letter, and then your lift notes will re- 


inforce and even dimensionalize them. 


What does that look like? Just look 
at Figure 19-4. This is the flip side of an 
order form (we'll discuss order forms in 
just a second) but you see very clearly how 
the prime benefits are emphasized in the 
little bullets. Also notice how the benefits 
move from more of a level of "features" 
(BOOSTING the circulation of healthy 
blood to the optic nerves is a benefit, but 
NOT something the prospect actively 
thinks about) ... to deeper benefits that 
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What can you expect from 
the best vision formula... 


SEE CLEARLY 


YOU CAN GUARANTEE 

YOUR VISUAL COMFORT | 

AND INDEPENDENCE = 
FORLIFE o — 


Remember, regardless of your age or current physical 
condition, you can depend on SEE CLEARLY" to help you... 


Ei BOOST the circulation of healthy blood ta the optic nerves. 
Bl PREVENT free radical damage to your eyes. 

E IMPROVE night vision. 

E REDUCE your eyestrain and fatigue. 

§ INCREASE your visual comfort and independence. 

Œ KEEP your eyesight sharper and clearer LONGER! 


HERE’S WHAT A NATIONAL VISION TRAGEDY LOOKS LIKE! 
Just consider that vision problems are multiplying at epidemic proportions 
in America. Over 50% of the population over 75 already suffer from macular 
degeneration, glaucoma or cataracts. And over the next 20 years, the cases 
of blindness among baby boomers will increase by 70%. BUT IT DOESN'T 
HAVE TO BE THAT WAY FOR YOU AND YOUR LOVEO ONES. Now, you can 
help promote eye health and avoid vision degeneration with the regular use 
of SEE CLEARLY" — the most comprehensive, targeted eye nutrition ever 
developed. THERE'S NOTHING ELSE QUITE LIKE IT! 


This information has not been evaluaied dy the U S. Food and Drug Administration. These products are not imendad 10 diagnose, treat. cure or 
prevent any disease. Results may vary. Users of this product should contact their physician regarding use of specific medical conditions, © ~ 


lindreds of medical 


-..attest to the power of antioxidants to help prevent, 
reduce or stahilize serious eye prohlems. 

In accordance with those studies, longevity researchers at True 
Health" have developed a proprietary formula called SEE CLEARLY" 
that gives you ali the antioxidant vision protection you need in a 
polluted world, Try it for 60 days RISK FREE and see for yourself 
what a difference this powerhouse vision formula can make in 

your visual acuity and confidence. 


Try SEE CLEARLY" for 60-days RISK-FREE! 
GALL 1-800-746-4513 TODAY! 
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have actual, day-to-day meaning to the 
prospect. 


This is a great way to list and order 
your benefits because each one will 
progressively have a greater impact. It 
gives your benefit list added momentum 


and power. 


Or you can have side by side lists of 
features and benefits. That's essentially 
what you see on Figure 19-5, where the 
left column conveys the benefits of the 
National Geographic book — and the 
right side lists the features. 


2. Uniqueness/USP (Unique Sell- 
ing Proposition) — Another possible 
role for your lift notes? Make sure your 
prospect is fully aware of how unique 
your product is! That’s exactly what 
you see on Figure 19-6, and it’s really 
an eye-opening example. It was written 
by copywriting ace Kent Komae, and he 
not only conveys exactly what makes 
the Bob Livingston Letter so unique 
— he also blends the product’s unique 
benefits with lots of credibility. 


For example, the guarantee you see 
is essentially an expanded version of 
the USP — where it tells the prospect ev- 
erything that separates the Bob Livings- 
ton Letter from the other publications 
on the market. I say “expanded” USP 
because it even lists more specific fea- 
tures and benefits than you'd normally 
find in a USP. 


Along these same lines, the bottom 
section of the pages goes into specific 
examples of the many times when the 
Bob Livingston Letter fulfilled on this 
USP. The beauty of this little series of 
bullets is that you not only get a richer 
sense for what the Bob Livingston Let- 
fer uniquely delivers, but it also feels 
incredibly proven. 


This list of “firsts” is an extremely 
powerful credibility technique used 
by many of the top writers like Kent, 
Arthur Johnson, Jim Punkre and others. 
Its what we'd normally call a “track 
record” — and having a strong record of 
“firsts” really makes your publication 
seem groundbreaking and cutting-edge. 


So think of ways to use this tech- 
nique, whatever industry you’re in. If 
you're in Internet marketing (or writing 
copy for an Internet marketing guru) 

— why not craft a list of your “firsts” 
(first to sell out a $5,000 seminar, first 
to orchestrate multiple seven-figure 
launches in the same year ... stuff 
like that) and then use them in a cor- 
respondence with your list. Use them 
to dramatically set you apart from the 
competition and send your credibility 
through the roof! 

In a second, we'll talk more about us- 
ing this very same process for e-mails and 


websites — so be thinking about whatever 
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personal guarantee means 


you don’t risk one cent! 


Here are seven things I guarantee you'll get by subscribing to 
The Bob Livingston Letter and one thing yov'll never get: 


1) The “other side of the story" on today's biggest 
health and wealth issues. The unvarnished truth 
you won't hear from Big government, the Big 
medical establishment and Big financial institutions. 

2) The straight facts on the biggest news stories. 
The news behind the headlines on fighting 
terrorism, the true economic state of America. 
shocking new government regulations and more. 

3) Specific action points. What independent 
minded thinkers are doing now. to protect their 
health and preserve their assets, Step-by-step 
guidance. 

4) Money-saving tips. How to get the best of health 
and wealth for less. Never pay full price again. 

5) Special alerts and warnings. You'll be among the 
first to know whai's coming down the pipeline that 
could put your health and wealth at grave risk. And 


A sampling of ‘firsts; 


easy ways to protect yourself and your future. 

6) Everything you need to live independently 
healthy and wealthy. ] guarantee The Bob 
Livingston Letter will make you healthier and 
wealthier on your owrn.terms—-or your money 
back. All of it—even if vou cancel on the last 
day of your subscription term. Plus. you can 
keep al] the Free Speeial Health & Wealth 
Reports with my compliments. 

7) And the one thing you’ll never get: Hype. 


So subscribe today at absolutely zero risk! 


And don't forget up to 15 Free Special Reports 
and your book, a $329.25 value, yours FREE! 


' life-saving warnings 


and money-making picks 


Readers of The Bob Livingston Letter were among the first to know about... 


B The 10 minute heart attack stopper: In 1995, we scooped the 
story on strophanthin, a little-known German herbal miracle that 
reverses high acidity, which can trigger a heart attack crisis. 
RESULT: Countless lives saved and quality of life restored. 

& Black gold; In January of 2009, with oil at S28/barrel, we 
predicted oil and oil stocks would rise that year, with another 
price shocking coming in two fo three years. RESULT: Oil 
exploded to $72/barrel, rewarding those who invested 157 
percent gains! 

li Nature's miracle worker: In 1997, we broke the news of oral 
chelation, a natural way to keep your arteries clear of toxins, 
plaque and cholesterol. RESULT: Thousands of people who 
worried about their hearts discovered this amazing alternative. 

M The sugar and com syrup scam: These two common food 
ingredients are causing millions of people to become diabetic. 
But there are saie, naturai alternatives (revealed in this issue). 
RESULT; Readers avoid major health disaster. 


Bi The crash of Internet and dot.com stocks: In May 1999, 
we wained, "Internet stocks will kiss the dirt before many 
months. They'll lose 95 to 100 percent of today's valuations. 
RESULT: Over the next 24 months, most of these stocks 
were worth pennies on the dolar. 

& The full fury of the 2000 bear market: In February 2002, we 
warned; “Even though the Nasdaq is down 63 percent since its 
high of 5000, i will still collapse much further, RESULT: By 
August 2002, the Nasdaq was below 1200, and more than $10.5 
trillion dollars have vanished an the U.S stock market since 2000! 

@ An overlooked profit doubler: In August 2002, we 
recommended buying a gold fund, Tocqueville Gold Fund 
(TGLDX) at $18, RESULT: it has soared to $50 at this writing, 
more than tripling investors money! 


What's next that will make or break your health and wealth? 
Find out in upeoming issues of The Boh Livingston Leiter. 
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you're currently working on in terms of 
how it could be applied in those areas. 


3. Brochure — Yet another possibil- 
ity is the benefit-driven brochure. You 
can distill the very essence of your sales 
message down into a 1-2 page word 
document. have it laid out and then use 
it as a powerful selling tool in any mail- 
ing you send out, One such example is 
on Figure 19-7. 


As you can see from this example, 
it reveals the benefits ... makes a case 
for the product ... adds some specific- 
ity/proof ... and then asks for the order. 
And the advantage of doing this is that 
not all of your prospects will want to 
read a long sales letter. Sometimes this 
is enough. Other times, you may be 
dealing with prospects who see nice 
glossy brochures as much more cred- 
ible than a plain old sales letter. Who 
knows, maybe you own or write for a 
fashion company doing B2B marketing. 
In cases like that, including a brochure 
in your mailing could be very effective. 
it’s just one example of an industry 
where the prospect values graphics and 
layout tremendously. 


Use ‘Em for Bonding: 


This is the next strategy for using 
your lift notes, Chapter 21 will go into 
great depth on how to bond with your 
prospects, and the ultimate benefit of it 


js that vou dramatically reduce his sales 
resistance. When you bond effectively 
with your prospects, they're far wore 
likely to want to purchase — because 
people always prefer to buy from those 


they like and trust. 


1. The Personal Note. The most 
powerful lift note technique I know 
of for bonding is through a "personal 
note" from your editor/spokesperson 
— written directly to the prospect. You 
want this to be a little less “salesy” 


and a bit more emotional and heartfelt 
than sales copy tends to be. Your goal 
is to get the prospect feeling that your 
spokesperson actually cares about him. 
Thats why he's sharing the powerful 
new solution being offered. 


Here’s an excerpt from a lift note by 
Dr. Julian Whitaker: 


ok 


Dear New Health & Healing 
Reader, 


It still amazes me that when- 
ever I see a new patient — no 
matter what their age or health 
condition — many tell me the 
same thing, “I wish I could just 
forget my health concerns and 
start over again." 


What's even more remark- 
able are the thousands of pa- 
tients and readers just like you 


—————À 
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who have said that to me ... and 
then experienced a major turn- 


around in their health, once they 
ollowed my advice. 

You can undo vears of wear 
and tear and enjoy good, robust 
health. 


In more then 25 vears 


of practicing medicine, I've 


eamed that when it comes to 
your health, you can change the 
future. You can overcome years 
of natural wear and tear on your 
body. Your health is not set in 
stone by your family health 
history. In fact, I’ve seen living 
proof in my patients that it’s 
never too late to enjoy ihe good. 
robust health that you've been 
entitled to all along. 


Pm over 60, and I’m facing 


some of the same issues vou are. 


But, I’m not worried because 
Fve learned to use key natural 
supplements to help preserve 
and protect my good health. 


As anew reader of Health & 
Healing, | know you're looking 
for the most immediate way to 
boost your health. And if you're 
like the patients who come to 
the Whitaker Wellness In stitute, 
you're probably already taking 


Lift Notes, Sidebars, and E-mails 


vitamins and other nutritional 


supplements. 


But like many of them. you 
may not be getting the correct 
amounts of nutrients, in the right 
combinations for therapeutic re- 
sults. I’ve seen this discrepancy 
time and time again. I know 
from experience that nourishing 
your body with high-powered 
nutrients is the most important 
action you can take to recharge 
vour body right now. Let me 
explain ... 


debole 


There are several things I want 
you to notice about this: 1) the very 
subdued, and at times, inspirational 
tone of the writing ... 2) the fact that 
Dr. Whitaker — a world renown health 
expert — admits that he too suffers 
from some ailments (vulnerability is 
an incredibly powerful way to connect 
with others on a deeper level) ... and 3) 
these emotions are then carried into a 


soft pitch for the product. 


That’s really what you want to ac- 
complish in a bonding-style lift note: 
Connect the spokesperson more inti- 
mately with the prospect ... show him 
that you care and are looking to help ... 
and then explain why your product will 
do just that. 


————————— 
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2. Free Stuff. Sure — bonuses. free 
gifts and premiums could fall into a va- 
riety of categories. Especially benefits. 
But ] mention them here because it's 
important to understand them within the 
context of the bonding process. 


You see. it's one thing to “tell” your 


prospects and customers how much 
you care, But nothing really shows how 
much you care like giving away some- 
thing of immense value - FREE. In 
fact, this is the dominant way advanced 
marketers bond with their prospects, 
both online and off. They’re always 


giving, giving, giving. 


They give away info on their blogs, 
in their newsletters, with their videos on 
YouTube, articles on their website, info 
within their sales copy and so much 
more. As a result, prospects feel an un- 
conscious gratitude and appreciation to 
these marketers. This predisposes them 
to buy. 


So do this on BOTH sides of your 
offer. Do it on the front end — without 
any strings, before the prospect buys a 
thing. Just to earn his trust and prove 
you'll deliver. And then give him free 
stuff IF he buys - making your of- 
fer incredibly generous and hard to 
refuse. 


If you look at the lift note on Fig- 
ure 19-8. you'll see what I mean. This 
abundance of attractively presented, 


well-romanced premiums make the of- 
fer feel overwhelmingly valuable. And 
it strengthens the bond between both 


parties. 


Use Lift Hotes 
for Whatever You Want! 


This final group of options doesn’t 
really have an exact theme - they're 
just techniques that ] know work very 
well. You may choose to use some or 
all of them depending on your circum- 


stances. 


1. Answer Objections: Since lift 
notes often have excellent readership. 
they’ re a fantastic place to counter any 
significant objections to your product. 
Often these are worded with the follow- 
ing statement on the outside of the note, 
"Read this ONLY if you've decided to 
DECLINE this generous offer ...” And 
then the inside of the note will attempt 
1o assuage any fears, questions and 
uncertainty the prospect may still have 
about buying. 


Here's one such example: 


FF R 


Please Reconsider! 


Enhanced Oral Chelation 
Comes With the Strongest Guar- 
antee In the Entire Supplement 


Industry: 


TT 
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How to receive up 
at $329.25 Simply try out a no-risk, "best deal" 3-year 


subscription to The Bob Livingston Letter 
Besides 36 issues of the "other side of the story," you'll also receive. .. 


The Sweet Scandal 

No question about it: America is being blitzed 
by sugar—and sugar is silently kiling more peo- 
ple than the Medical Establishment and govem- 
ment would ever want to admit. Get the real 


Beath by Doctors—and How to 

Protect Yourself and Your Family 
Shocking but true, your biggest health risk may be 
from doctors, surgeries and medical procedures you'd 
think would save your fife. Not so fast! Get the scoop 
on the biggest hidden dangers in medicine today... 
the shocking death toll of medical accidents... 


and how to safeguard your family, A must-read. The Big “Fat” Lie 


If you want to lose unwanted fat and get 
healthier, the best advice Bob Livingston can 
give you is, "Dump everything you've ever 
heard about dieting.” There is a better way— 


Crisis Investing and the 
Hidden Bull Market 
The biggest bull market ahead will not be found in 


B- $10.55 Value 


traditional markets—but in Energy! Wait uniil you 
see what world turmoil will do to energy, oil and 
precious metals prices. Get ready for triple-cigit 


Find out what it is, for FREE! 


that’s safe, effective, affordable and proven. 


Never Get Sick Again 

Imagine for a moment if you could be virtually 
cold- and flu-proof. .. without flu shots? 
impossible? Not with the immunity boosting 
secrets you'll discover in this exclusive Speciat 
Repon. Bonus: The amazing nasal wash that 
helps wipe out sickness and infection. 


‘Yours FREE 


gains, if you get in now! 


Nature’s Secrets for Sweeping 
Plaque, Cholesterol and Toxins 

From Your Arteries 

Worried about a heart attack? Heart disease? A 
stroke? Not anymore! Discover the latest natural 
secrets to keep your arteries clean as a whistle, 


= 


your cholesterol healthy and tow, and your blood m Beat Mental Decline and 
free of harmful toxins and poisons. You can bet Tamga Have a Beautiful Mind 


| Se = Alzheimers is expected to skyrocket by 

i 350 percent in the next few years. But you'll 
discover 10 early warnings signs, a seven 

' minute screening test to see if you or a loved 


rich doctors don't want you to read this! 


Bankruptcy by Brokers, and How to | 
Protect and Grow Your Wealth E 


While millions of Americans are seeing their nest Eh onis at risk, nature's secret remedy for slowing 
HM Yours FREE A ji 
eggs shrinking, brokers are laughing all the way to : down Alzheimer's and other simple ways to 
the bank! Well, the jigs up! Now, you can know their protect your mind and memory. 
dirtiest tricks and better yet, how to protect your 
The Secret of the 


wealth and get rich at their expense. 
Richest People in America 


Most rich people aren't bom rich. In this 
exclusive Special Report, you'll learn their 
inside secrets... the one thing rich people 
have in common (won't cost you a cent)... 
why rich people always seem to make 
money investing... how to get started on 
your road fo riches... and much, much more. 


The Amazing Miracle Vitamin 

For 100 years now, the Medical Establishment 
has kept the lid on the miracle power of vitamin D, 
claiming any more than the recommended daily 
allowance is toxic. Not true! Discover how this 


ordinary vitamin can reverse health problems such ; $ 
as cancer (breast, prostate and colon), congestive 
heart failure and osteoporosis. 
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You'll FEEL it Working. Or 
it’s FREE! 


Dear Friend, 


lf you're anything like me. 
you probably get tons of letters 
from supplement companies 
each month. And I’m willing 
to bet that like me, you spend 
a significant amount of money 
making sure your body has all 
the nutrients it needs. 


That's good: Especially now, 


with hundreds of double-blind, 
placebo-controlled studies prov- 
ing their safety and effective- 
ness. 


But when it comes right 
down to it, how do you know 
— FOR SURE - that they're 
working for you? 


In the enclosed letter, I give 
you a simple test you can do at 
home to see for yourself how 
Enhanced Oral Chelation is re- 
moving dangerous plaque from 
your arteries. 

And of course, II introduce 
you to dozens of real people 
who rave about health miracles 
Enhanced Oral Chelation has 
produced for them. 


And 1 want to go one better: T 
By standing behind Enhanced 
Oral Chelation with the stron- 
gest guarantee anyone in the 
nutritional] supplement industry 
has ever offered you: 


You must FEEL the results — 
actually experience a significant 
reduction in your symptoms — or 
simply return the unused portion 
for a FULL REFUND. 


Still not convinced to give 
Enhanced Oral Chelation a try? 
OK ~ how about this: If you 
EVER decide it’s not for you, 
just return the unused portion 
for a FULL REFUND! 


The simple fact is, vou have 
absolutely, positively NOTH- 
ING TO LOSE - and EVERY- 
THING TO GAIN - by accept- 
ing this Risk-Free Offer. 


So please — call TOLL- 
FREE 1-800-ABC-DEFG now, 
or return the enclosed FREE 
GIFT CERTIFICATE today to 
claim your $140.40 in savings 


and up to 7 valuable gifts! 


Yours for better health 
NOW, 


Layne Lowery 


EEEE ES 
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See how this little letter countered 
the prospect’s natural skepticism ... 
assured the prospect he had nothing to 
lose ... and then urged him to take ac- 
tion on the offer? And it focused on the 
biggest concern facing most supplement 
buyers: "What if it doesn't work?" 


2. Frequently Asked Questions: 
Perhaps the best, most comprehensive 
way to answer objections is by includ- 
ing a strong FAQ page. So make sure 
you gather a list of the most common 
reasons or concerns your prospects have 
that prevent them from buying ~ and 
then either resolve the issues and/or 
counter them with persuasive reason- 


why copy. 


For example, maybe your product 
appears to be very advanced and com- 
plicated. And as a result, beginners 
reading your promotion may assume 
that it’s not for them. But if your prod- 
uct IS suitable for them, you counter 
this objection with a persuasive sen- 
tence like: 


“Twon t mince words with you, 
this course is very advanced. However, 
everything is broken down in such detail 
... and you'll he walked through each 
step slowly and comprehensively ... that 
we ve found beginners get amazing re- 
sults using it. In fact, approximately 30% 
of the glowing testimonials you ve seen 


here come from students with no prior 


experience. If they can do it, WHY NOT 
YOU?" 


Not every answer has to be this 
complicated. Sometimes a prospect may 
not order because he doesn’t know how 
long the product will take to arrive. And 
just assuring him it wil] arrive within 
the next 5 days could make the differ- 


ence in him ordering. 


3. Order forms/Offer Page. If 
you've been studying direct marketing 
for any length of time, I’m certain you've 
seen your fair share of order forms. 


While many of the other possibili- 
ties we've covered so far in this chapter 
are optional. having an order form that 
spells out your offer is not. This is where 


_ you vividly show your prospect every- 


thing he'll be getting when he responds 

. reinforce your benefits ... and tell 
him exactly how to act, making it all 
seem as easy as possible. 


The best order forms and offer pag- 
es also have a strong visual component 
to them — including pictures of the main 
product (whether that’s every CD in the 
course ora mockup of every newsletier 
he'll receive during his subscription or 
anything else) ... pictures of the pre- 
miums ... you should even go so far as 
to include visual symbols of other free 
components to your product or service. 
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For example, if you're offering 
Internet updates and exclusive e-mail 
access to you, show a picture of a 
computer to represent that. This is not 
misleading — your prospect won't think 
you're throwing a computer into the 
offer — but it helps further flesh out the 
offer, making it as tangible as humanly 
possible, 


Final tip: While I’ve covered the 
main possibilities you have for your lift 
notes, this is by no means an exhaustive 
list. By their very nature, lift notes are 
infinitely flexible. They can be whatever 
you want them to be. Most importantly. 
they can be whatever makes the best case 
for your product or service! 


So I urge you to follow and study 
the possibilities I've laid out ... use the 
guidelines ... and then create the best 
possible combination — or innovation 
— based on your product, prospect and 
market. 


Rolling Out 
Hot New Products anti 
Marketing Campaigns 


Okay, so maybe you've got nothing 
to do with direct mail. That's okay. You 
can use many of these same ideas and 
principles in your e-mail campaigns, 
product launches and other forms of 
Internet marketing. 


Let me explain. In many ways, e- 
mail campaigns and product launches 
are extended sales letters. Since there's 
no cost, vou' ve more time and ability 
for frequent communications with the 


prospect. 


Once vou've announced that you've 
got a new product coming out, you'll 
begin using some of the different ele- 
ments in the sequence I’m about to 
show you. 


First, you'll want to begin your 
campaign with a series of initial e-mails 


informing your prospect that: 


1. You’ve got a new product com- 
ing out (the big announcement" 


you're making) ... 


ta 


You're going to tell him what 
makes it unique - and why it’s 
going to bring immense value and 
benefit to his life ... 


And just like any other time you 


Uu 


introduce a new benefit, vou've got 
to give him adequate proof that it’s 


true, 


So your initial e-mails will often 
follow this pattern. The difference be- 
tween this and your lift note process is 
that you’re often going to tease much 
more. Your goal at the beginning of a 
launch and other campaigns is to huild 
up both perceived value and intense 


feelings of anticipation. 


——— A M———————————— S !————————— TESS 
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In terms of an initial launch e-mail. 
let me give you an example so you see 


what I mean: 


Here's a possible e-mail sequence/ 
structure that can be used: 


LEEEES 


Subject line: The Secret Growth 
Strategy Never Revealed Until Now ... 


Hey [Name], 


As you know, I’ve been multiplying 
the sales and profits for some of Amer- 
ica's most successful direct response 
companies for more than three decades. 
And for the last two years, I’ve been 
teaching all the most valuable “in-the- 
trenches” lessons I’ve discovered along 
the way. 


But there’s ONE secret I’ve never 
shared before ~ not with anyone except 
my eight and nine-figure clients. 


Now that’s all about to change. 


You see, the times have changed. 
As part of my inner circle, you now 
have the foundational tools to make 
full use of this elite growth strategy. It’s 
advanced — certainly not something you 
learn and master overnight. 


That’s why I’ve created a special 
coaching program — something that 
involves my own personal time — un- 
like anything I've ever done before. In 
it, I not only reveal this secret growth 


strategy, 1 walk you through it, step-by- 
step. until you have it working for you 


in your own business. 


I’m going to be opening the doors 
to this new program exactly two weeks 
from today. Only 30 slots will be avail- 
able — and the news of this program will 
be reaching over 30,000 guys and gals 


just like you. 


In other words, 999 out of every 
1,000 people who’ ve actively expressed 
interest in this program WON'T make 
itin. 

Ill give you more details about this 
program in the coming weeks, but right 
now IJ can tell you that ... 


» WR. has used it to add as much as 
$5 million a month in pure profit to 


his company's bottom line ... 


» RL. nearly tripled their sales from 
$20 niillion annually to $57 mil- 
ion, within 18 months of using this 


strategy ... 


»  D.G. took their $300,000 home 
business to the point where they 


sold it for $5.7 million, after putting 
it to work for just 13 months ... 


» — YS. has used it to make an addi- 
tional $2 million in profits - in just 
six months! 


And this is only just the tip 
of the iceberg. I’ve literally got 
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dozens of additional case stud- 
ies that I'll be sharing with you 


over the next two weeks. 


So be sure to watch for my 
e-mails. Each one will contain 
actionable information you can 
use — TODAY - to rapidly grow 
your business, even if you're 
just a freelance copywriter or 
consultant. 


In fact, in my very next 
e-mail I’m going to show you 
how John S. put an additional 
$10,000 into his pocket each 
month — working about 2 ex- 
tra hours a week. It’s simple 
~ something you've never heard 
before ~ and I guarantee you can 
use it yourself. Immediately. 


So keep your eyes peeled. 


Yours for bigger winners. 
more often, 


Clayton Makepeace 


ea 


Of course, this is just a hypotheti- 
cal example. Something I created very 
quickly based on my knowledge of 
these ideas. This is one possible e-mail 
in the initial series. It’s easy to see how 
you could transition into e-mails about 
your deeper, more desirable benefits ... 
proof of those benefits ... answer any 


objections ... present the details of the 
offer ... and then finally make the prod- 
uct/service available. 


That means your prospect not only 
has to anticipate the release of the 
product, he should be eager and excited 
about receiving your very next e-mail. 
To accomplish this, you'll also want 
to make each correspondence instantly 


valuable to lim in some way. 


In a sense, this is the same “adver- 
torial” process that’s used in the mail 
— the difference is that the Web offers 
so many more options. When you want 
to make your e-mail communications 
more “value-added” — you can use a 
combination of text, audio and video. 


Remember, on the Web, the more 
value you bring to your prospects — the 
more you can "sell? them without 
creating a sense of imbalance - the re- 
sistance that occurs when the prospect 
feels he's not getting adequate value for 
reading your sales messages. 


Plus, the beauty of giving valuable, 
usable information away frce during 
your launch and campaign e-mails is 
that you're also offering proof at the 
same time. For example, if you're 
Iaunching an Internet marketing product 
— why not show the prospect how to use 
one of your lesser strategies and make 
money. This is something my friend 
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Frank Kern recently did, and he’s one 
of the best in the world at this process. 


Ultimately, you can use the knowl- 
edge of your options with lift notes 
— and how to write them — in order to 
plan and implement your e-mail mar- 
keting campaigns. 


So that’s one basic formula for in- 


troducing new products: 


Announcement + benefit + proof ... 
greater benefits + usable info + proof 
{repeat several times) ... break down 
the offer ... relieve the risk ... and then 
... open the doors, allowing your pros- 
pects to order (access to your landing 
page and order links). 


AII throughout, you're going to be 
teasing about what's to come ... the 
upcoming e-mails ... the value of the 
offer ... the benefits. And you're going 
to be building up the demand and lim- 
ited/scarce nature of the offer. 


Pretty simple, huh? Of course, there 
are very advanced ways to launch a 
product — and for that you should go to 
guys like Jeff Walker or Frank Kern. 
But this is a basic template that defi- 
nitely works. And the better you get at 


designing and creating each component 
of direct mail/lift notes, the better you 
can use them to execute powerful e- 


mail campaigns. 


How to Quickly Create 
akiller Website 


As you've probably seen, most 
companies are simply NOT systematic 
in the way they create, build and design 
their websites. I’m talking about the 
content they present — it’s pretty ran- 
dom. 


You see, many companies feel un- 
comfortable having a long sales letter 
as their entire site. They want to model 
themselves after the large respectable 
companies with "traditional" looking 
websites. 


On some level this makes sense. 
A large multi-page website does feel 
less threatening and more credible to 
prospects. And it allows your company 
to communicate many different, often 
seemingly unrelated ideas under one 
central umbrella. 


That's where this lift note process 
you've just learned comes in very 
handy. Now that you have al] these per- 
suasive possibilities for your lift notes, 
consider how any of them would func- 


tion as a single page on a website. 


Some of them you've already seen 
many times online - like a FAQ page. 
Dut what about a page with a very 
personal, mission-like note from your 
company's owner or spokesperson? 
That's a very powerful bonding tool. Or 


[LEE uiii NEU NEN e LAGLLLA6T' d. ————ÀPHÁ—Á———————ÁÁÁ E ÓÓ——M——Y 
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a page where you list your company's 
track record and all the amazing things 
you did “first.” 


It will all depend on what your 
product brings to the table. The cool 
thing is, even if you don't want to fol- 
low the typical sales letter approach, 
you can break up your website into 
many of the pieces I’ve covered here 
in this chapter: Benefits ... research ... 
credibility ... free information ... an- 
swering objections ... guarantee ... and 
a nice order page with your complete 
offer(s) displayed. 


Best of all, you can even have these 
separate pages link to each other — so 
that the prospect can move from page 
to page in the exact sequence you want 
him to. (You've probably seen this 
before, where there's a little arrow and 
link at the bottom right of the page with 
a line like, "For proof of why Proactiv 
works — including amazing stories of. 
transformation — click here ...”) Hav- 
ing your pages linked like this — so he 
moves through each key element of 
your promotion — will give him a very 
sales letter-like experience, without it 
ever feeling overtly like a sales letter. 


And that’s something to remember 
if you're using this lift note process 
to enhance or create a website: You 
always want to control and direct your 


prospects experience. If not, what are 


the chances of him actually doing what 
you want? Low, right? 


But by creating a series of powerful, 
separate-yet-connected pages on a web- 
site, you're in a much better position to 
direct your visitors’ experience — and 
get them to that all-important order 
page. 

Whether you write and market via 
direct mai] or the Web, that’s what these 


lift note secrets are really al] about: 
Orders. 


702 www.makepeacerotipackage.com 


Lift Notes, 
sidebars, & E-Mails 


Chapter 19 Action Steps 


Lift notes are those little inserts that ac- 
company a sales letter inside the direct mail 
envelope. They have a powerful ability to 
increase the persuasiveness of your promotion, 
because of what they add. Here’s how to make 
them work: 


1. Select your most persuasive elements and 
then showcase them in your lift notes, ask- 
ing yourself the following questions: 


8. Which parts of your overall sales mes- 
sage are most essential? 


b. Ifyour prospect was exposed to 
NOTHING ELSE. what must he see in 
order to buy? 


c. Are there certain testimonials/case 
histories you're absolutely sure will 


have a strong, persuasive effect? 


d. Is your guarantee exceptionally power- 
ful or bold? 


e. Do you have proof elements - such as 
clinical studies, awards, certifications 
or anything else — that your competi- 


ion simply cannot match? 
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f. Do you offer service features/benefits 
unlike anyone else in your industry? 
Faster shipping? Free consultations? 


Are there celebrities, doctors, or other 
notable authorities openly endorsing 
your product? Or maybe just certain 
elements of your product (i.e. maybe 
a doctor is raving about a specific 


[ 


ingredient within vour supplement?) 


h. Do you have a compelling visual il- 
lustration/demonstration of what your 
product does for the prospect? 


2. Now. if you're writing a direct mail pack- 
age, create 3-5 Lifi Notes, basing them on 
any of the following factors: 
a. ForProof- 
i. Guarantee 
ii. Testimonials 
» Be specific 
» Beclear 
» Include Headlines 
» Include variety 
»  Legitimize them | 
» Give them a face 
i Research 
ii Charts, graphs or other visual 
proof elements 
li. Reprinted articles 
iv. Logical Sales Argument 
b. For Benefits - 
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i Reinforce and Dimensionalize 


ii. Uniqueness/USP (Unique Selling 
Proposition) 


iii. Brochure 
€. For Bonding 
i The Personal Note 
ii. Free Stuff 
d. For whatever you want 
i. Answer Objections 
ii Frequently Asked Questions 
iii. Order forms/Offer Page 


Roll Out Hot New Products and Internet 
Marketing Campaigns with e-mails inform- 
ing your prospect that: 


» You've got a new product coming 
out (the big “announcement” 
you're making). 


» — You're going to tell him what 
makes it unique — and why it's 
going to bring immense value and 
benefit to his life. 


»  Justlike any other time you 
introduce a new benefit, vou’ve 
got to give him adequate proof 
that it's true. 


» Do this while building intense 
anticipation and desire leading up 
to the big release of your product, 
and you'll sell many times more 
than if you just sent out a sales 
letter, 


ies Notes == 
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You may or you may not end up using this 
information in your actua] promotion — it all 
depends on your assignment. 


Yet still, it’s crucial that you understand the 
fundamentals you just learned — because they 
apply to all sorts of situations. As mentioned 
in the chapter, you can use these secrets to 
write e-mails that drive your prospects to your 
sales letter ... to launch products ... to create a 
website ... just about anything you want. 


So depending on the kind of assignment you 
have, do your best to apply the information from 
this chapter and then move on. 
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Your License to Steal... | | 
and Profit! | | 


in this Chapter... 


w The secret to turning other peoples’ past promo- 
tions ... INTO YOUR FUTURE SUCCESSES! 
(Use your Swipe File to write better copy, faster 
... earn more money in fees and royalties ... 
and quickly rise to the top of your niche or 
industry) ... 


m The unique process for organizing your 
Swipe File — so that it not only becomes the 
ultimate learning tool — it practically writes 
your promotions for you! 


m How to burn the “success patterns” of 
outrageously successful promotions directly 
into your brain — so that you naturally write 
like the top guys and gals ... 


m And so much more! 


T —— M 
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irst, let me get the obvious 
out of the way ... 


... This chapter is all 
about Swipe Files — the 
name we usc for a collection of winning 
promotions gathered with the intention 
of “modeling” various elements from 


them. 


This process of "modeling" — writ- 
ing your copy as you closely study 
the words, phrases. and structures of 
another winning promotion — is called 


“swiping.” 


Let me also state something for the 
record: We do NOT recommend the 
word-for-word copying of another's 
promotion — for reasons of ethics. And 
also because we believe that this is det- 
rimental to you and your overall prog- 


ress as a writer. More on this later. 


Right now, let’s move on to the 
more advanced stuff. See. while nearly 
every teacher in this industry recom- 
mends you build up a Swipe File ... 
precious few actually teach you how to 
effectively USE the swipe file process! 


And that’s a shame. because what 
you DO with your Swipe File makes 
all the difference in the world. It’s the 
difference between having a worth- 
less stack of promotions collecting 
dust on your desk — and turning those 


very same promotions into the ultimate 


learning tool — one that can put many 
thousands. or even millions of dollars 


into your pocket. 


These Swine File Secrets Will 
Guide You For the Rest of Your Life 


Why? Because there are count- 
less benefits to the method and secrets 


you're about to discover: 


» — You'll turn your swipe file into a 
learning tool — perhaps the most 
effective weapon in your arsenal for 
becoming a better copywriter ... 


» You can systematically improve 
and eliminate your weaknesses, 
one by one... 


» — You'll see what benefit appeals 
worked in the past ... which ones 
are timeless and universal ... and, 
if you're getting current promo- 
tions in the mail, you'll see what's 
working and what isn't — in the 
real world, right now ... 


» — You'll often write faster - MUCH 
FASTER - because vou won't 
have to think as much about how to 


word your message ... 


» Depending on your current skill 
level, you'll typically write better 
than if you tried to come up with 
something totally on your own ... 
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» — Your overall creativity will be 
dramatically enhanced ... 


» Successful qualities and habits 
of winning promotions will seep 
into your subconscious, begin- 
ning to rub off on you ... 


»  Andso much more! 


Okay, so maybe I'm overselling you 
on the idea of using your Swipe File. 
Chances are, if you've been in this busi- 
ness for any length of time, you're a/- 
ready sold on the concept — and you're 
always looking for new promotions to 
add to your file. 


Still. I've got some great news for 
you. 


Im willing to bet - no matter who 
you are — even if you're a seven-figure 
superstar — that you're only getting a 
fraction of the benefit you should be 
getting from your Swipe File. 


That's why this chapter is here to 
help. We're going to discover a far 
more systematic way to use your Swipe 
File — a proven method that has already 
been working for me and a slew of suc- 
cessful freelancers I’ve shown it to. In 
fact. I can assure you that I would have 
never gotten to the point where I am 
today, were it not for the step-by-step 
process I’m about to share. 


Plus, the timing couldn't be better. 
If you went through this course up until 
now, you got an amazing foundation 
into what goes into a direct response 
promotion. And armed with that know- 
ledge. you'll be able to use your Swipe 
File to assist you in writing (and rewrit- 
ing) virtually any part of your promo- 
tion — as well as thoroughly studving 
the many secrets and principles we’ve 


convered. 


The Primary Secret 
Behind this Entire Process 


To maximize the value of your 
Swipe File. vou must have the right 
mindset. 


Let me explain. The great Gary 
Bencivenga once said something to the 
effect of, “A promotion is really just the 
sum of its individual components.” His 
point was simple: The overall quality of 
a promotion is really just a byproduct 
of the various elements that make it up 
— whether it’s your headline, lead. body 
copy, close, guarantee or anything else. 


Therefore. if you simply strengthen 
each component of a promotion - one- 
by-one — you're guaranteed to improve 
its overall pulling power! 

In fact, masters like Gary, Clayton 
and others will always evaluate the key 


components of a competitor’s promo- 
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tion before deciding whether or not they 
want to challenge it. They look at the 
theme, the headline. the lead. the otter 
and other key stuff. 


It's why they have such a high suc- 
cess rate at challenging strong controls 


~and winning. 


Okay. this is great for them — but 
what does this have to do with YOU? 


Glad you asked! 


To answer that we need to examine 
the first part of the process ... 


Turn Your Swipe File Into 
a Perpetual Cash Machine — 
By ORGANIZING It! 


If you're like many of the copywrit- 
ers I’ve met in this business, you've 
probably got a big stack of promotions 
you're collecting — or maybe a hard 
drive filled with PDFs. This is what 
most writers have nowadays. 


Occasionally. they'll sift through 
their stacks of promotions and look 
for something to catch their eye. Other 
times, they might even read one! (Gosh, 
who woulda thought of that?) 


But there's usually little or no orga- 


nization whatsoever. 


Of course, I have seen some writ- 
ers attempt to organize their Swipe File 
— such as putting promotions into basic 


categories: Health, Investment, and/or 
according to the copy writer who wrote 
them. But still, I believe approaches 
like this are highly limited. 


Instead, here's the overall system I 
recommend: 


1. Get on as many mailing lists as 
possible. Agora, Phillips, Healthy 
Directions, Boardroom, Motley 
Fool, KCI, Soundview, Weiss and 
others. Just Google any of these 
companies, find their newsletters 
and then sign up for a subscription. 

t may cost you a few bucks - the 

amount of promotions you get in 

the mail as a result will pay for 
themselves in spades. 


Plus, you can use the newsletters to 
earn the marker, get a sense of the 
readers paying for those publica- 
ions. learn about the editor — who 
knows you could be paving the 
way to someday write the control 


for that publication! 


If you're really pressed for cash, 
each of these companies have free 
e-letters that you can subscribe 

to — and by being on their e-mail 
list. you'll get a steady flow of 
their Web promotions virtually 
every day. They obviously won't 
be in print format. and they re not 
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always of the same quality as what 
you'll find in the mail. But it’s defi- 
nitely a start. 


Read every promotion you get 
from cover to cover, as you get it. 
Countless leaders — from Michael 5. 
Masterson to Gary Bencivenga 

— all recommend this “‘promotion- 
a-day" principle. Doing this with 
your file. and especially if vou're 
growing it each day by being on 
mailing lists, should allow you to 
easily read a new promotion each 
day. 


But don’t just read it - STUDY 

IT! It’s one thing to just read a 

winning promotion, which certain- 

ly has value. But it’s another thing 

to actively engage your mind in 6. 
breaking it down, analyzing what 

makes it tick. 


So how do you break it down and 
analyze it? My first rule is: Study 
it piece-by-piece. Remember, as 
we discussed, that a promotion 

is really nothing more than the 
sum of its components. The main 
components of any promotion 
are: Headlines, Big Selling Ideas, 
Leads, Subheads, Body Copy, Of- 
fer, Guarantees, Close, Bullets, 
Order Form, Back Cover, Inner 
Cover, and perhaps several little 
things you may want to add. 


Learn to instantly recognize these 
elements and be able to evaluate 
the differences (especially in terms 
of quality) between the variety of 
examples you see. 


As you read through your pro- 
motion each day, pick out really 
good examples of each of those 
components. See any good head- 
lines? Good closing copy? Mark 
those pages with a sticky note that 
labels the component (headline, 
lead, close, etc.) and name it so as 
to distinguish this example from 
others. In other words, I would 
mark the cover page of a CoQ10 
promotion with the words. “Head- 
line - CoQ10” — simple, right? 


When you're done with a promo- 
tion, set it aside. (We'll come back 
to them in just a second.) Once 
vou've done this with at least a few 
different examples, start to process 
them. 


Here’s where it gets interesting: I 
recommend you scan or photocopy 
the page you marked, and then start 
filing these pages according to that 
specific element. 


For example, if you scanned a 
headline that caught your eye, then 
put that in a folder on your hard 
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drive titled. "Headlines." I believe 
that PDFs allow you to take snap- 
shots of a specific page — so if you 
have PDF promotions. then you'd 
basically just snapshot the page 
you want, save it and file it away. 


On the other hand, if you photo- 
copied the page, then put it ina 
physical folder you’ve designated 
for headlines. The benefit of photo- 
copying is that you can easily write 
notes in the margin or on the back. 
This is optional, of course. 


7. Repeat- over and over again! 
This process of reading a winning 
promotion — picking out its stron- 
gest components — and then filing 
them into a single place will be 
priceless for you, I promise. Here's 
why ... 


One of the Fastest, 
Most Effective Ways 
to improve Your Copy 


The more you follow this process, 
the more you begin to see all the nu- 
ances and subtleties of each part of the 
copywriting process. You'll dramati- 
cally sharpen your ability to recognize 
what a good headline ... close ... guar- 
antee ... or anything else looks like. 


And as you internalize all the little 
qualities, tips, and ideas you get from 


closely reviewing each component, 
you'll also improve your ability to write 
each of them ... faster than you ever 


would have imagined. 


For a second, just think about what 
separates an A-list superstar from the 
average Joe copywriter. Sure, an A-list 
person usually has more experience. 
Sure. he’s probably got more talent too. 
But what’s the bottom line? From iny 
experience with top writers, I know 
that they see all the little nuances and 
elements of a promotion with a much 


greater sense of detail and possibility. 


In other words, he notices the finer 
points of a lead or close that another 
writer might not notice — and this al- 
lows him to better judge its quality and 
potential success. And if it’s not up to 
par, he also has a greater set of possibil- 
ities in his mind for how to improve it. 


This gives him the ability to 
eliminate many losing options that most 
writers would be content to run with 
— and the capacity to find the winning 
angle someone else didn’t even know 
was possible. 


Sure, much of this comes from 
experience. And I certainly don't mean 
to undermine or belittle the value of 
experience. I’m just saying that this 
swipe file process greatly accelerates 
your ability to gain what so often comes 
with experience. By carefully studying 
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all the little details that go into winning 
headlines ... [ead copy ... closing ... 
and all the other elements ... vou really 
acquire much of the same knowledge 
and insight the masters have, only 
FASTER! And when you combine real. 
live experience with this process — your 
progress and results skyrocket. 


Taking It tp The Next Level 


So the first thing you get with this 
process is accelerated learning. But you 
get more than that: Once you have a 
bunch of examples of each component, 
you're also ready to use them in creat- 
ing your own promotions. 


“Great Copy is Not Written, 
It's Assembled,” 


Those are the words of copywrit- 
ing legend, Gene Schwartz. The point 
he was making is that the process of 
writing a promotion - especially a long 
one — is different than writing a simple 
letler, a poem or a work of fiction. 
With long copy, you build your promo- 
tion — layer-by-layer — through your 
research, the various technical com- 
ponents and then you finish by gluing 
everything together. 


For example. some of the world’s 
best writers - like Carline Anglade-Cole 
— will begin their writing process (once 
ber research is done) with the sidebars 
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... premiums ... guarantee copy ... and 
so on. These are simply “must-have” el- 
ements of any promotion. Once thev're 
all written, not only has she conquered 
the blank page, but she's also begun to 
create the necessary building blocks for 


a winning promotion. 


In other words, she's building her 
promotion more than she's actually 
"writing" it. 

Gary Halbert, Parris Lampropoulos 
and John Carlton often recommend 
starting with bullets. Then they move 
onto other sections of the copy. 


Of course, there's no right or wrong 
way to start. 


The point is that the process I de- 
scribed earlier helps you break down 
all the various components you'll need 
to create each time your write a promo- 
tion. The more you study well-orga- 
nized world-class examples of these 
copywriting components, the better 
you'll understand what makes them 
work. More than that, the examples in 
your Swipe File folders will function as 
templates and idea starters for you ... 


.. And all of the sudden. it becomes 
far easier to write them! Why? Because 
you'll find that you simply need adapt 
these winning examples to the cireum- 
stances of your own promotions. You 
can do this piece-by-piece — adapting a 
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winning headline ... lead... body copy 


... closing copy ... guarantee and more. 


Then you just connect your head- 
line, your lead, your body copy and 
evervthing else together in the most 
compelling way possible. See ~ you're 


not writing copy — you re assembling it! 


Let me give you some examples so 


that you know precisely what I mean ... 


Watch Me Model 
This Winning Guarantee - 
ina Matter of Minutes! 


To give you a quick look at what 
swiping is like, let's look at an example 
of modeling great guarantee copy. The 
guarantee you see on Figure 20-1 was 
written by Kent Komae. It's very strong 
as you can see. But lets say that we 
were faced with the task of promoting 
a totally different type of product — one 
for Internet marketers and entrepreneurs 
-called Make Millions Selling Member- 
ship Sites! 


Let me give you the pertinent facts 
and benefits we'll need: 


» Selling membership sites is one of 
the easiest, most sure-fire ways to 
make seven figures online ... 


» With this system, you'll reduce 
the amount of pay-per-click and 
banner ad promotions you need to 
run by 40% — and still be able to 


double your revenue. This has been 
documented in over 200 meticu- 
lous case studies over the last six 


months ... 


» And in most cases. you'll not only 
double your monthly revenues 
— you'll put them on autopilot so 
that you make that money month in 
and month out ... 


» — When you implement this system, 
you'll have a new sense of freedom 
and independence, because you'll 
be making 2-3 times more money 


in half the time ... 


Here's how I'd model Kent's won- 
derful guarantee copy: 


sek Re 


Make Millions Selling Mem- 
bership Sites is guaranteed to 
grow your income and reduce 
your hours in the office, or it’s 
FREE! 


Since you risk nothing, why 
not order the Make Millions 
Selling Membership Sites 
breakthrough today? 


You won't risk one cent by 
trying Make Millions Selling 
Membership Sites. That’s be- 
cause your order is protected by 
not one but three ways: 
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100%, no-risk, lifetime, money-back triple guarantee 
PS is guaranteed to improve your memory 
and reduce mental decline, or it’s FREE! 


Since you risk nothing, why not order the PS breakthrough today? 


You won't risk one cent by trying PS from Health 
Resources. That's because your ordcr is protected by 
not just one, but three ways: 


GUARANTEE No. 1: PS from Health Resources is 
guaranteed 10 reduce mental decline... improve your 
memory... clear üp “brain fog"... make yourself 
smarter.:. and give you a new sense of mental freedom 


GUARANTEE Nn. 3: PS from Health Resources is 
guaranteed 10 mee! and exceed the highest quality 
standards for ingredients, bioavailability, and potency. 
It is tested to ensure that you get exactly what we 
promise—the highest-quality brain nutrition available 
1oday in cach and every soft-gel. You must be 
completely satisfied with PS from Health Resources 
or you pay nothing. 
In fact, should you 


any way be dissatisfied with 
S you may return any unused 


| 
i 
i 
| 
| 
| 
| 
| 
l 


Get an extra FREE GIFT 


if you order within the next 10 days! 


The World's BEST Anti-Cold & Flu Program 
Imagine how good and safe you and your family wil] feel 

if you never (or rarely) suffer from colds or flu. Impossible? 

Not with the immune-boosting, cold-fighting, flu-banishing 

secrets revealed in this must-read Special Report. Discover... 

49 The hidden risk of ordinary fu that can turn it... deadly! 

E Cold remedy rip-off! More than $1 billion is spent every 
year on over-the-counter cold remedies, yel they offer 
only temporary relief from symptoms at best. 

The single most important thing you can do to keep from 
getting sick. No doctor or medicine required! 

S The “ultimate” cure for colds and fla; Pure water! Advice 
from doctor who wrote Your Body's Many Cries far Water. 

88 The shocking link between stress, colds and flu. What 


keeps your colon clean and: 
boosts your immunity. 

B Healing “foods of the 
future" are here now! 
Whole food concentrates 
that give you an iron-clai 
body free of colds and flu. 

8 The 10 cent cure for colds. Most people are 80 percent 
deficient of this amazing vitamin. 

@ The sauna secret that reduces your risk of a common cold 
by up to 30 percent. Based on surprising Swedish 
research. 

Bi Plus. much. much more. Combine this FREE Special 
Repon with your FREE bottles of BreatheFree" Nasal 
Wash and say goodbye to colds and flu! 
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GUARANTEE No. 1: 
Make Millions Selling Mem- 
bership Sites is guaranteed to 
reduce your pay-per-click costs 
by 40% ... cut your workday 
in half ... double your monthly 
revenues ... and, most impor- 
tantly, give you a new sense of 
financial freedom and indepen- 
dence — or it’s FREE! That's 
right! You must be completely 
satisfied with Make Millions 
Selling Membership Sites or you 
pay nothing. 


GUARANTEE No. 2: 
Make Millions Selling Member- 
ship Sites is guaranteed to be 
backed by over 200 meticulous 
case studies, proving that any 
customer who’s used this prod- 
uct for at least 6 months now 
works half as much, makes at 
least twice as much money and 
enjoys their business more than 
ever. Compare that kind of ir- 
refutable proof with any other 
Internet marketing product. 
You must be completely satis- 
fied with Make Millions Selling 
Membership Sites or you pay 
nothing! 


GUARANTEE No. 3: Make 
Millions Selling Membership 
Sites is guaranteed to provide 


you with deep, easy-to-follow, 
step-by-step instructions on how 
to build a seven-figure business 
using membership sites. It has 
been tested with hundreds of 
happy members — it’s the high- 
est quality product of its kind. 
Actually, it’s the ONLY product 
of its kind. You must be com- 
pletely satisfied with Make Mil- 
lions Selling Membership Sites 
or you pay nothing. 


In fact, should you in any 
way be dissatisfied with Make 
Millions Selling Member- 
ship Sites, you may return the 
product — any time — for a full 
100 percent refund! This is 
not a pro-rated, limited-time 
guarantee, but a 100 percent 
money-back guarantee for 
life! Try finding a guarantee like 
that elsewhere on the Internet. 
What’s more, should you return 
it, your FREE BONUSES are 
yours to keep with our compli- 
ments. Could anything be fairer 
and less risky than that? 


LLLLI 


l realize I might be belaboring the 
obvious by completely rewriting ev- 
ery word of Kent’s guarantee. But it’s 
important that you see exactly how we 
started with raw facts about our product 
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— and within a matter of minutes we “cre- 
ated” a world class guarantee. This is one 


way in which you can swipe. 


How to Swine 
Winning Sidebar Cony 


On Figure 20-2, you can see the side- 
bar with the headline, “BACK PAIN MYS- 
TERY SOLVED and beat by simple lactose 
pill!” Now Jet’s say that you're writing 
about arthritis pain instead. And your copy 
needs to address a rare mineral cure you've 
discovered. Here are the details you know 
you need to swipe this sidebar copy: 


» 26% of US adults suffer from arthritis 
pain ... 


» There's no scientifically verified cause 
ofit... 


» Dr. Jonathan Wright. the doctor you're 
promoting — believes the cause is a 
mineral deficiency ... 


»  Acompany in the Sierra Mountains 
has discovered that when the body is 
missing the mineral silica, arthritis 
pain nearly always shows up ... 


» When patients took this special form 
of silica, 87% experience an elimina- 
tion of their arthritis pain ... 

Given these facts, 1 would swipe the 
copy something like this: 


LETTET] 


ARTHRITIS PAIN MYSTERY 
SOLVED and beat by a simple 
mineral! 


Sierra Mountains. Nevada — Ex- 
perts estimate that 26% of all adults 
will suffer some form of arthritis 
pain, but up until now, they've been 
at a loss to explain why! Contrary to 
common belief. many cases are nor 
related to age or genetics az all. 


But now, a new double-blind 
study by a company located in the 
Sierra Mountains of California 
confirms the surprising discoveries 
of Dr. Jonathan Wright. For years, 
Dr. Wright has insisted that much of 
the mysterious arthritis pain adults 
suffer is caused by a simple mineral 
deficiency. When the body lacks the 
mineral silica, Dr. Wright contends, 
the joints respond with progres- 
sively greater levels of pain. 


The Sierra scientists tested this 
theory by giving patients a simple 
silica-filled capsule that corrects this 
mineral deficiency. The uncanny re- 
sults were just as Dr. Wright would 
have predicted ... 


87% of arthritis sufferers report 


dramatic relief! 


Full details about the unique 
form of silica and how to use it may 
be found in Dr. Wright's new 101 


www.müakepeacetotalpackage.com 717 


The Ultimate Desktop Copy Coach 


Why the 
‘coverup? 


‘Im not going to point any | 
fingers, but I am going to tell you | 


that two different drug giants 
| both did studies on niacinamide 
i that support Dr. Kaufman’s 


; cently spent $169.8 million | 


i drug than Pepsico 
advertising Pepsi! Their drug 


: is patented and sells for $2.75 | 


ia pill, The best, preservative- 
; free niacinamide costs under 
, A cenis. Do the math. 


—the amazing, brilliant, 87-year- 
old Dr. William Kaufman. 


No. ofcourse you ve never heard 
of him. But the makers of arthri- 
us drugs have! He systemati- 
cally documented the effects of 
niecimamide on damaged joints 
since the late 1930s. 


When I first foungsone of his 
our-alprim books’ 1 was natu- 
rally a bit skeptical—but when 
1 went out to see him, I was 
totally blown away. Dr. Kaufman 
kept hundreds of detailed case 
histories, complete with mea- 
surements, pbotos, and even 
daily diaries of his patients. 
He followed their progress 
for decades. if you spent ten 
million dollars, vou couldnt 
construct a more thorough 
scionrific study, 


His documentation is airtight 
and I've personally verified | 
conclusions. Dr, Kaufman's nia- 
cinamide program not only pre- 
vents joint. degeneration, but... 


| findings. Yet one of them re- | 


iin one year alone to promote | 
? their (far less effective!) COX-2 | 
' inhibitor—more money for one | 
spent | 


Triggers permanent 
joint repair for the 
rest of your life... 


| And that's just the beginning! 
| Incredible as it sounds, patients 
i who try this easy therapy often 
find... 


| Their muscles get 
| physically stronger 
| in just 30 minutes... 
i 


wand their sense af bal- 
i ance improves just as fast. 
i Everything you need to move 
like a youngster again! 

i BUT DO NOT EXPECT 
i THIS TO HAPPEN if you pop 
| drugstore pills. Megadosages 
| are nor required. but Dr 
i Kaufman found that the pre- 
| seruatives in common niacina- 
i mide tablets can make them 
much less effective. Plus you 
have to take the precise dos- 
ages and follow the schedule 
he specifies. I's safer, easier 
and way cheaper than what- 
ever you're doing now —so what 
have you got to lose? ta your 
FREE LIFESAVING LIBRARY, 
Ill show you how to get the 
purest niacinamide that con- 
lains no preservatives or fillers, 
and provide simple directians 
for using Dr. Kaufman's 
therapy. See for yourself what 
happens! 


Then well erase vour cancer 
"worries... 


(Continued on page 10...) 


Full details in 
FREE GIFT VOLUME #3, 
See page 23 to 
claim yours today! 


Call Toll-Free 1-800-843-8408 


| THE WILLIAMS CURE 


Landmark rheumatoid study proves 


BETHESDA, MARYLAND-—A landmark study on rheu- 
matoid arthritis has confirmed the amazing powers 

of a little-unknown Chinese herb known as “T2.” The 
herb was all but unheard-of in the West until famed 
researcher Dr. David Williams discovered it on one of his 
many exploratory rrips to the Asian hinterlands. It was 
16 years ago that Dr. Williams told readers of his cutting- 
edge health journal Alternatives how the herb could erase 
rheumatoid symptoms. Now Western scientists are finally 
acknowledging this breakthrough. In the overwhelming 
majority of cases, their new srudy finds... 


Patients show "rapid 
improvement of symptoms"! 
This breakthrough herb can be dangerous if used without 
supervision by a qualified healthcare practitioner, so be 
sure to read the additional information in Dr. Williams" 


new LIFESAVING LIBRARY OF ALTERNATIVES, 
available FREE to readers of this report. 


BACK PAIN 
MYSTERY SOLVED 


and beat by simple lactose pill! 


ISMANING. GERMANY—Experts estimate that 80% of adults 
will suffer hack pain, but up until now, they've been at a loss 
to explain why! Contrary to commnn belief, many cases have 
no spinal involuement at all. 

But now, a new study by Gerinan researchers resoundingly 
confirms the surprising discoveries of Dr. David Willian 
years, Dr. Williams has insisted thai many mysterious pi 
are caused by a simple acid imbalance. When bodily fluids 
get too acidic, Williams contends. muscles respoud with 
agonizing results. 

The German sciestists tested this theory by giving patients 
a simple lactose-based tablet that corrects this acid imbal- 
ance. The uncanuy results were just as Dr. Williams would 
have predicted... 


92% of back-pain sufferers 


-report dramatic relief! 


Full details about this startlingly easy breakthrough and how 
to use it may be found in Dr. Williams’ new LIFESAVING 
LIBRARY OF ALTERNATIVES, available FREE to readers 
of this report. 


ALTERNATIVES 9 
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Little-Known Natural Cures, 
available FREE to readers of 
this report. 


LLLLII 


See how easy that is? Basically. 
took my own facts, substituted them 
into the right places in the copy, and 
changed some of the wording. I recom- 
mend you re-read both the original 
sidebar and this swiped copy to see all 
the little changes. 


What if you don’t have exactly the 
same kinds of information — or what 
if your circumstances are somewhat 
different? No sweat — just remove what- 
ever you want! 

There’s no rule that says you must 
include every element or sentence of 
the original copy you’re modeling your 
copy after. In fact, it’s better to change 


it a bit more if you can. The bottom line 
is that — by using this process ~ you can 
have great copy in place, without lots of 
additional time or thought. 


How to Best Learn 
From Clayton's Closing Copy 


On Figure 20-3 and Figure 20-4, 
vou ll find one of Clayton's closes for 
avery winning investment promotion. 
Now let's see if we can apply this copy 
to a very different product — an e-book 
called 7 Secrets to Lower Golf Scores. 


We only need to know some very sim- 


ple things about this product to make 


the close work: 


» 


» 


The secrets in this golf product 
help increase the prospect's driving 


distance ... 


By following the advice inside. 
he'll also improve his mid-game ... 


Finally. he can quickly shave 
strokes off his putting game ... 
All told, the prospect can slash up 


1o ten strokes from his game with 
these secrets, virtually overnight ... 


Now let's apply it this to the closing 


copy you see from Clayton: 


kk te 


T urge you — let my 7 Secrets 
to Lower Golf Scores help you 
TAKE CONTROL of your 
golf game - NOW! 


This is a defining moment 
for vou as a golfer. As I said at 
the outset of this article. three 
paths lie before you. Only ONE 
of these paths really makes 


Sense: 


I want you to TAKE CON- 
TROL of your golf game - and 
get the 7 secrets that help dra- 
matically increase your driving 
distance ... boost the quality of 
your mid-game ... and make 
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Reply Now And Claim Your 


. Today's Most-Advanced Investment Too 
At Your Command 


an you name any other service 

that offers you anytime access — 
24 hours a day, 7 days a week — to 
all the powerful moneymaking, 
money-saving tools you can now 
enjoy on our password-protected 
SAFE MONEY web site? 


No way! After all — the SAFE 
MONEY web site is the only web des- 
tination in the world that lets you: 


B Read each new issue of SAFE 
MONEY REPORT the second it is 


releaséd: You get miy latest forecasts, a 


both long and short. term, for the 


Dow, the: S&P. individual : stocks, F 


bonds, mutual funds and more. 


S And because you get my prof- 
it recommendations DAYS before 
they would otherwise reach you by 
mail, you can act to shield your 
wealth and capture important profit 
opportunities long before other 
investors even know they exist! 


Check DAILY updates to keep 
your money safely growing: 
Between issues, the SAFE. MONEY 
web site lets you keep up with our 


latest Flash Alerts and our daily com- | 


mentary on the hottest investment 
news: 


E Make more prudent financial 
decisions ... 


for our money. We need the best 
return we can muster if we are ever 
going to be able to retire. It’s time to 
fire my other advisor. I just don't 
have deep enough pockets for stuff 
that doesn't work. ] wish ] had signed 
up for your 2-year rate instead of just 
one. ls it 100 late to add another year 
on? Thank you for your help and 
support. I look forward to a long and 
prosperous relationship.” 

And K. Williams of Tampa. 
FL. says. "I was reluctant to sub- 
scribe to Safe Monev Report. Yve 
subscribed to financial reports 
before and found some value. but 
none met my expectations. This 
Safe Money Report site, alerts, e- 
mai] are fantastic. Your investing 


strategies and advice are easy to fol- 
low. specific and clear. and suit me. 
You have a subscriber as long as I 
am an investor. You are tops. Sub- 
scribing IS the single best move I 
made in my investing life.” 

Now — can I guarantee that you 
will do as well as these subscribers? 
No. But these kinds of results do 
prove it’s possible. And after all — 
you'll never know unless you give 
Safe Money a fair try! 
| urge you — fet my 
SAFE MONEY INVESTOR 
SERVICE help you TAKE 
CONTROL af your 
financial future — NOW! 

This is a watershed moment in 
your life. As T said at the outset of 


this article, three paths lie before 
you. Only ONE of these paths real- 
ly makes sense: 

l want you to TAKE CON- 
TROL of your investments — and 
get the guidance and advice that 
keeps your money safe and intro- 
ducc you to the investments that are 
already soaring 124% ... J41% ... 
up to 562% even in these tricky 
times. 

Please — for your own sake — 
jon me in my SAFE MONEY 
INVESTOR SERVICE today! 

Look. I want to help you set 
YOUR OWN agenda for your more 
successful financial future now. 
Why go even one inore day without 
the safety and profit potential my 
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PLUS, the SAFE MONEY 
WEB SITE lets you ... 


Quickly and easily research 
any company or mutual fund traded 
on Wall Street ... 


8i Get an instant quote on any 
Stock or mutual fund listed on any 
exchange in the United States ... 


B Conveniently maintain your 
entire portfolio in one place, and ... 


8 Check the headlines for red- 
hot, breaking news headlines about 
the companies behind YOUR stocks 
— before other investors’ have a 
_ chance to acto it 


and Profit! 


too fast for a monthly pub- 

| lication to keep up. Maybe it's 

the pending default of a major 

| country ... or an eye-opening 

,morsel of economic news that 
requires immediate action. 

Whatever the event, SAFE 

| MONEY” Flash Alerts — 

| rushed to you via e-mail or fax 


S nA things happen ` 


PLUS, You Get URGENT FLASH ALERTS — | 
When Fast-Breaking Market Events Warrant 


(your choice) — get Dr. Weiss’ 


analysis and advice to you 


almost instantly! 


Other advisors charge | 
handsomely for this kind of 
instant access — but it's yours, 
FREE as a member of the SAFE 
MONEY family! 

Join us NOW and get | 
$1,361-worth of today's best | 
investing tools and discounts! | 
Dial TOLL-FREE 1-800-236- | 
0407 or see the order formon | 
page 23 of thìs report NOW! i 

| 
| 


SAFE MONEY INVESTOR SER- 
VICE can offer you. 

You've put this off long 
enough — and delaying has cost 
you a bundle. {1's time to ACCEPT 
this risk-free invitation to join me 
in my SAFE MONEY INVESTOR 
SERVICE. 

To apply for your membership. 
just complete and mai! the FREE 
GIFT CERTIFICATE on page 23 
of this report or dial TOLL-FREE 
1-800-236-0407 today. 

Please — if your financial 
security means anything to you — 
let me hear from you right away! 


Warmest regards, 
MV a8 SD Leiss 


Martin D. Weiss. Ph.D. 

Editor, Safe Money Investor Service 
P.S. Respond NOW by dialing 
TOLL-FREE 1-800-236-0407 and 
you'll receive a ninth valuable gift 
— absolutely FREE — BEFORE 
YOU EVEN HANG UP! 

THE SINGLE BEST PLACE 
TO INVEST $10,000 NOW is a 
30-second introduction to my #1 
investment pick right now. I don't 
want to give too much away now. 
but let me just say that il... 


suited to 
loday's unfamiliar new investing 
environment ... 


BH Is perfectly 


Æ Hamesses the power of 
Washington's budget disaster to 
deliver world-class profit potential 
WITHOUT exposing you to unrea- 
sonable risk ... 

€ MUST be purchased 
IMMEDIATELY — within the 
next 10 days — to maximize your 
profit potential! 

I urge you: Do NOT delay — 
call TOLL-FREE 1-800-236-0407 
RIGHT NOW! 


To order, cal! TOLL-FREE 1-800-236-0407 
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you better at putting than ever 
before ... ultimately slashing up 
to ten strokes from your game, 
virtually overnight. 


Please — for your own sake 
- download your copy of 7 
Secrets to Lower Golf Scores 
today! 


Look, 1 want to help you get 
the kind of results you deserve 
out on the course. Why go even 
one more weekend without the 
confidence and exhilaration that 
only 7 Secrets to Lower Golf 
Scores can offer you. 

You've put this off long 
enough — and delaying has cost 
you too many strokes and lousy 
golfing afternoons already. It's 
time to ACCEPT this risk-free 
invitation to download my 7 Se- 
crets to Lower Golf Scores. 


To get your copy, just click 
on any of the links you see on 
this page or call TOLL-FREE 
1-800-ABC-DEFG today. 

Please — if your golf game 
means anything to you — let me 
hear from you right away! 


LLLLLI 


Pretty simple, huh? Also, notice 
how I didn't take every word of this 


close verbatim. ] changed phrases like 
"watershed moment in your life? to 
"defining moment for you” (because 
the former is too serious an expression 
for a golf product) ... or a phrase like 
"set YOUR OWN agenda" became 
“get the kind of results you deserve on 
the course." These are just examples 
of knowing how to change the wotds 
properly to fit your own unique product 
— staying in alignment with the overall 
tone, feel and benefits it offers. 


How to Model A Winning Lead 


As you know, lead copy is one of 
the most critical parts of any promotion. 
We covered it in Chapter 12. You see, a 
weak or eumbersome lead can cost you 
everything. 


But the good news is, swiping lead 
copy is one of the easiesí things to do. 
Especially when you build a separate 
folder for every great lead you find as 
you build your swipe file. 


For example, on Figure 20-3, you 
can see a winning promotion from 
Doug D'Anna for the Retirement Letter. 
The lead is powerful and helped make 
this promotion a big success. But what 
if your job was to write a promotion for 
a brain-protecting nutritional supple- 
ment? How would you swipe Doug’s 
lead copy? 


M 
D 
vn 
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Let the Joneses 
Worry About 
Keeping Up With You 


BY PETER A. DICKINSON 


Senior Editor, The Retirement Letter 


The odds are against 
you. It's about 10 to 1 
that you'll have to 
tighten your belt when 
you retire. 

I don't think that's a 
pleasant way to end up 
inlife. The tragic part is, 
it’s so unnecessary. 

* Unless you're near- 
broke and near 
retirement, you should 
be able to retire with a 
big, Cheshire cat grin on 
your face. 

* Even if you're 
already retired, you can 
enjoy a richer lifestyle 
than you have now. 

But let me tell you 
where to start: Your #1 
move in the retirement 
game is to avoid being 
eaten alive by the 
government. 

Until now, most 
American individuals 
have been able to stay a 
step or two ahead of the 
Washington Poverty 
Machine—even in 


retirement. The 
country’s economy, how- 
ever, has been captured 
and is being devoured. 

Today, the true total 
of off-budget federal 
debts and obligations is 
soaring past $10 trillion 
(not the official $3 tril- 
lion) and the tax monster 
is scouting the horizon 
for the next meal. 

You're it, moneybags! 
Even if your only visible 
wealth is a new car and 
a 20 foot fishing 
boat, you're "rich," 
and that makes you 
the next tax target 
in this envy-driven 
culture. 

Our economy 
has been perma- 
nently crippled. 
That $10 trillion 
will never, never be 
paid off—but some- 
one will have to 
pay the interest on 
it. And if you have 
any savings or 
investments at all, 
you're the desig- 
nated victim... 


The Retirement Letter has been America’s leading financial and life 


The Rules of the 
Game Have Been 
Changed 


Tve been a full-time 
student of retirement for 
over 30 years, and most 
people fail at it, many of 
them miserably. 

Yet the situation is 
about to get a lot worse. 

Four reasons: 


Continued on page 3 


and Profit! 


The 
Seasoned 
Investor eT 
SPECIAL 
REPORT 
on The 3 
Retirement 


Letter 


Real rate 
of inflation 


INFLATION 
GAP 


Official rate 
of inflation 


service for 18 years, serving both retirees and those over 45 who have begun planning 
for retirement. A recent poll has shown that 65% of its readers who have retired are 
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Let’s pretend that these are the 
facts: 


» 80% of all Americans end up 
spending at least six months in a 
nursing home or a hospital before 
they die. That’s 4 to 1 odds. 


» This is not due to genetics, but 
rather to an easily reversible nutri- 
tional deficiency. 


» The surest way to protect your 
brain and stay out of the nursing 
home or the hospital is by taking a 
simple nutrient that detoxifies and 
nourishes your brain cells. 


Here is what the swiped copy might 
Took like: 


dope 


The odds are against vou. 
It’s about 4 to 1 that you'Tl have 
to spend your final days in a 
nursing home, or worse ... in a 
hospital. 


1 don’t think that’s a pleasant 
way to end up in life. The tragic 
part is. it’s so unnecessary. 


Unless you already have 
Alzheimer's or a deadly diseasc. 
you should be able to extend 
your life and spend all of your 
later years in the company of 
friends and family — and in the 
comfort of your own home. 


Even if vou're already ket 
experiencing brain and health 
problems, you ean completely 
reverse them in a matter of 
months — or sometimes even 


weeks. 


But let me tell you where to 
start. Your #1 move in staying 
out of the hospital or nursing 
home is to wipe away the dam- 
age caused by toxic, brain-bust- 
ing chemicals. And you can do 
this with one simple nutrient ... 


AR RE 


I think you get the point. It’s mostly 
substitution, with some critical thought 
about where to modify the original copy 
to fit your needs, This is something you 
can learn very fast with little practice. 


Secrets to Stealing 
Any Headline You Want 


Once you get this process down, 
you can often come up with better head- 
lines in a small fraction of the time. 


For example, on Figure 20-6 and 
Figure 20-7. you can see two very suc- 
cessful headlines. 


The first one (Figure 20-6) is one of 
Clayton's current controls in the health 
market. But what if you were writing 
for a product that helped your prospect 
guickly get out of debt. The product 


724 wwwmnakepeacetotalpackage,.com 


Your License to Steal ... and Profit! 


Spring 2007 


“My doctor says have NEWHEART! 


Page 6 


INSIDE? How The Chelation Revolution Is 
Astonishing Doctors And Amazing Their 
Patients from Coast to Coast: 


"Open-heart surgery CANCELED!” 


“I have toasty TOES!” 


and even the State of Texas 


noticed!” 


... Page 14 


"Suddenly — T2 


. Page 15 


“I could actually SEE it WORKING!" 
s Page 4 
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costs $297 and takes up to 9 months to 
be completed. 


Here’s the substituted headline that 
could work: 


End Your Money Problems In 
9 Months or Less ... 
For Less Than 
a Dollar a Day! 


Got it? Now look at Figure 20-7. 


What if we were promoting a natu- 
ral weight loss pill. We know that a new 
weight loss drug called AXi is being 
hyped, yet has dangerous side effects. 


Here's how we might adapt Clay- 
ton's headline: 


Don’t Let All The Hype From 
Big Pharma’s Newest Drug 
Cost You Your Health ... 


Why “Weight Loss” 
From Alli Is a TRAP! 


This could be a killer headline be- 
cause of the topical nature of it — pros- 
pects are thinking about this new drug. 
Sure it might create some legal ramifi- 
cations, but that aside. it's very strong. 


The point is that you're starting to 
get the hang of this whole process, With 
a little practice. you'll soon be a total 
pro at adapting examples just like this 
one. 


Plus, these examples reveal some 
key lessons about what to look for when 


you're trying to swipe from various 


promotions ... 


Proven Shorteuts for 
Making Your Swining Process 
Faster and Easier 


Okay, so soon you'll have your 
swipe file well-organized. Once this is 
in place, you need to know what to look 
for in order to make this process swifter 
and easier. Think about iu How do you 
know which promotions you should 
model vour copy after? Without the 
right knowledge, you could search end- 
lessly and never quite find what you're 
looking for. 


Here's how it usually works for me 
and others: Consider whatever element 
of your promotion you're currently 
working on — whether it’s the headline, 
guarantee. order form ... whatever. 
Next, go into your file and sort through 
the examples you've filed away. As you 
do so, look for similarities in ... 


1. Theme/Storyline - When you 
find a similar theme and storyline to the 
one you're promoting, you may be able 
1o take a significant portion of the copy 
and repurpose it for your needs. Let me 
give you an example used by someone 
I] know: 
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Investors who failed to learn the costly lessons of 2000-2001 
will soon be slaughtered — again — in what history will record 
as one of the greatest destructions of private wealth ever. 


When the smoke clears, most of the life savings and 
retirement nest eggs of more than 50 million investors — 
worth more than $10 trillion — will have been vaporized. 


w Here's what you MUST DO NOW — within 
the next 10 days — to insure your wealth 
AND pile up to 1,000% PROFITS in the great 
investor massacre of 2002-2003... 


A Special Investigative Bulletin 
By Martin D. Weiss, Ph.D. 
Editar, Safe Money Report 


T he Pied Pipers of Wall Street are at it again — 
declaring that “the recession is over"... "the bull 
market is back”... and promising you'll get rich — 
IF you follow them into the stocks they say you should buy. 


The truth, my friend, is simply this: 

Much of Wall Street's vaunted “market analysis" and 
"BUY" ratings are nothing more than thinly veiled sales hype 
that has becn bought and paid for — by the very 
But many of their so called “recos” and “ratings” are companies they're recommending. 
unadulterated garbage. They know if; the financial media 


Sorry if that's 100 blunt for you. But it’s the gospel truth. 
Knows it: even the SEC has warned you about it! 


And it inakes me fighting mad. 

Millions of investors yearn for reveng 
off the faces of those who fied throug! 
them where it hurts most: In their hi: 


These are the same people who supposedly didn't have a clue 
that the great [Internet bubble was about to burst in 2000. 


.. to wipe the smiles 
eir teeth... and 10 hit 
fat, huíging wallets. 


.. Who raked in obscene salaries of up to $25 million a year 
in etum for awarding "BUY" ratings ks like Priceline.com, 
Ariba, Clarent, Yahoo, and Palm -— and a a Pendora's box of. 


And we're going 10 do just shar in this special bulleun. 


other sure losers that their bosses needed to sell... 


~ And who CONTINUED to put out "BUY" ratings. even as 
ihuse stocks crashed by as much as 90% over the past 36 months... 


lexpose the dirty little secrets Wall Street 
prays you'll never discover, 1 show you HOW brokers and stock 
analysis are irying to set you up for another Kill... 


] name the names of the worst offenders... 
Continued on page 5... 
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PEE PCS SESE 


As I’ve mentioned a few times al- 
ready, John Carlton has a bunch of goif 
promotions about unlikely golf heroes 
— and this one is about an old guy who's 
beating the odds and defeating younger. 
stronger, more skilled golfers. It’s a 
great story. Here’s the headline and 
deck copy: 


dopo 


“How In-The-Heck Does This 
130-Pound ‘Old-Geezer’ Con- 
sistently Hit Super Accurate 
300+ Yard Drives While Hu- 
miliating Younger ... Stronger 
... More Skilled Golfers?” 


The Answer Will Astonish And 
Amaze You! 


A Simple ... Easy-To-Learn 
... And Instantly Effective “3- 
Step Method” That Guaran- 
tees You’ll Be Launching Long 
-.. Gorgeous .., Accurate 
Drives On Your Very Next Tee 
Shot No Matter What Your 
Age ... Size ... or Strength. 


FRE 


Now someone I know was faced 
with the task of promoting a product 
that helps men with their dating life. 
The storyline was very similar: An un- 
likely guy who became incredibl y good 
at attracting beautiful women and was 


now teaching other regular guys to do 
the same. Here’s the swiped version: 


ek aka 


“How In-The-Heck Does This 
Skinny, Balding Half-Crippled 
Croatian Guy Consistently 
Date Drop-Dead Gorgeous 
Women While Humiliating 
Younger ... Richer... Better 
Looking Men?” 


The Answer Will Shock And 
Amaze You! 


A Simple ... Easy-To-Learn 
... And Instantly Effective 
*4-Step Method” That Virtu- 
ally Guarantees You’ ll Be 
Approaching ... Attracting ... 
Dating ... Gorgeous ... Sexy 
-.. Intelligent Women On Your 
Very Next Night Out ... No 
Matter What You Look Like 
».. How Much Money You 
Have ... or What You Do For 
a Living, 


FR 


Because the circumstances of each 
storyline and theme were so similar, 
swiping the headline and deck copy 
was ani absolute breeze for him. So this 
is one of the first things you can and 
should look for when it's time to bor- 
row this kind of copy. 
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NOTE and WARNING: With that 
said, this can also be the most danger- 
ous part of a promotion to swipe in the 
long run. Why? Because your main 
theme is so crucial and so specifie to 
your time and market, chances are 
you'll almost never have a monster 
breakthrough by borrowing the theme 
from a previous promotion. 


Sure you can be successful and 
experience decent response. But in 
Clayton's behind-the-scenes discussions 
of Swipe Files, he warns that you'll 
NEVER get a huge winner ~ those rare 
4% controls that mail millions and mil- 
lions of pieces — from copying someone 
else's main idea, headline. etc. The big 
breakthroughs come from a totally fresh 
take. 


2. Benefits — When searching for 
other promotions to model. you've also 
got io look for products and promotions 
with similar benefits. This way, it will 
be very easy for vou to substitute your 
product into so much of the benefit 
copy ... deck copy ... bullets ... and 
other elements. 


For example, investment products 
are often focused on how much more 
money they can help make the prospect. 
And the same goes with marketing. 
business building and Internet market- 
ing related products. With similar beue- 
fits, the process of going back and forth 
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between these types of promotions is 
pretty straightforward, Let me give you 
an example, first from one of Clayton’s 
promotions: 


ao 


714% PROFITS 
When Interest Rates Rise! 


INSIDE: Often-overlooked in- 
vestments that could make you 
up to 714% RICHER as inter- 
est rates rise — and why you 
MUST act IMMEDIATELY 
— within the next 10 days! 
PLUS 4 MORE Windfall 
Profit Opportunities for 2004- 
2005: Go for 398% profits ... 
522% profits ... up to 714% 
PROFITS in the DOLLAR 
COLLAPSE ... STOCK 
MARKET STALEMATE ... 


«cbe 


So how would I apply this to the 
business market? Probably something 
like this ... 


kok ok 


714% MORE PROFITS IN 

YOUR BUSINESS ... Even 

when you can't find a single 
new customer! 


ON THIS WEBPAGE: 


Often-overlooked tactics that 
could make your business up 
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to 714% more money — even 
when you can't acquire a 
single new customer — and 
why you MUST act IMMEDI- 
ATELY - within the next 10 
days! 


PLUS 4 MORE Windfall 
Profit Strategies for Any Small 
Business: Go for 398% more 
profits ... 522% profits ... up 
to 714% PROFITS using my 
REFERRAL TACTICS ... 
TELESEMINAR SECRETS 
... and BACKEND STRATE- 
GIES! 
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Okay. Pm making this up on the 
fly. But my point is that you can easily 
adapt investment market copy to any 
field with similar benefits — whether it’s 
going to business owners ... prospec- 
tive retirees ... Internet marketers ... 
and so on. 


Likewise, if you write for the health 
market, so many of the different ben- 
efits cross over. For example, a product 
for brain health might improve the 
prospect’s mood. And the same with a 
product for heart health. Because these 
products offer similar benefits, it’s easy 
to model your copy after a winning pro- 
motion while you write it. 


3. Structure - This is a little-known 
yet key component of being able to 
swipe effectively. By "structure" I’m 
talking more about a specific argument 
or, more often. a specific pattern that 
you recognize within a winning promo- 
tion that you can use in your own. This 
js the kind of swiping that the masters 
do more than any other. 


Why? Because this often takes a 
deeper understanding of the market, the 
prospect and the product. Let me give 
you an example: Many of Clayton's fi- 
nancial winners came at times when the 
prospects in the market were battered, 
angry and terrified. They had been 
abused by brokers ... taken to the clean- 
ers by dramatic crashes in the market 
... and were scared to death about any 
additional financial losses they might 


incur, 


Clayton's successful promotions 
often harnessed these emotions by pre- 
senting a scary topical event, and then 
turned the potentially disastrous event 
into a windfall opportunity. The pros- 
pects responded in droves. You can see 
such an example on Figure 20-8. 


Notice the structural formula which 
proved to work: Angry, battered, fearful 
prospects ... impending disaster much 
like what they’ve experienced before ... 


and then the unique solution that will 
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MARTIN D. WEISS, Ph.D. — the analyst who correctly forecast the 
great TECH WRECK of 2000 ... the BLUE CHIP BUST of 2001-2002 
- the GOLD STOCK EXPLOSION OF 2002-2003 ... plus the 
ENERGY BOOM OF 2003-2004 ... and whose best investment 
recommendations have SURGED 562% in these tricky times, 
unveils his ALL NEW forecast for 2004-2005: 
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Massive, Out-of-Control FEDERAL DEFICITS Are About To 
CRASH Stocks ... CRUSH Bonds ... SQUASH the Dollar ... 


Send Interest Rates SOARING ... and Threaten the Life 
Savings of MILLIONS of AMERICAN INVESTORS! 


INSIDE: Crucial Self-Defense, PLUS 5 Windfall Profit Opportunities for 2004-2005: 
Aim for 144% gains ... 413% gains ... up te 562% GAINS in the Great 
INTEREST RATE EXPLOSION ... DOLLAR COLLAPSE ... STOCK 
MARKET STALEMATE ... GOLD STOCK BONANZA... and ENERGY 
WINDFALL OF 2004-2005! 


By Martin D. Weiss, Ph.D. 
President, Weiss Research 


hen was the last time 
YOU had advance 
knowledge of a 
future event that could turn 
a molehill of cash into a 
veritable mountain of money? 


When was the [ast time 
you not only foresaw the 
event, but also had strong 
evidence of when it was 


going to occur, AND knew the 
investments and strategies 
most likely to turn the event 
into windfall profits for you? 
That's precisely the kind 
of priceless knowledge that’s 
available to you now ... 
Pardon me for being blunt 
— but it is absolutely critical 


that you fully understand this: 


A colossal new economic 
force is already beginning to 
impact the U.S. economy and 
investment markets ... 

A force that, on the one 
hand, has the power to render 
many of your current invest- 
ments nearly worthless ... 


( Continued ...) 
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not only save them, but make them a 


killing in the months to come. 


Seeing this, you could easily swipe 
this very same structure — whether you 
write in the investment market or a 
totally different one. For example. let's 
say that you were promoting a product 
on how to succeed with Google Ad- 
words and Google had just done their 
infamous “Slap” — suddenly changing 
the rules and completely destroying the 
businesses of countless entrepreneurs. 


You know you have a group of 
prospects who are probably hurt, afraid 
and angry about what has happened. 
Let's say that you had also heard news 
that Google was going to be changing 
the rules again. You could claim that. 
“The entrepreneurs who understand 
how to profit from the changes could get 
rich, but those who stay in the dark will 
get crushed. " 


See — it's the same structure! And 
if it worked in financial markets under 
such similar conditions, there’s good 
reason to believe it would have worked 
in this situation too. 


More than anything, it’s this kind of 
study, observation and swiping that will 
help make you a master marketer. 

4. Tone — The last main consider- 


ation you need to keep in mind is the 
tone of the copy you're looking to bor- 


row from. You want there to be a direct 
match, otherwise the copy that you 
adapt just won’t “sound” right in your 


promotion. 


For example, you often have to 
be very careful in taking copy from 
Clayton's financial promotions because 
the tone is highly emotional, often 
with lots of emphasis on fear. disaster 
and greed. There are only a few other 
markets where this same tone would 
apply. In other words, if you used this 
same tone in a product selling a thigh 
master to women ... well. it doesn't 
take a genius to sec how badly that 
would bomb. 


On the other hand. great copy writ- 
ten for the golf market ... the self-de- 
fense market ... the bodybuilding market 
... these all translate well into other male 
dominant markets. That's because the 
tone is going to be so similar. The tone 
you use in writing to a golfer is going to 
be virtually identical to what you'd use 
in selling to a tennis player ... a bowler 
... and so on. 


Sure, the language and slang 
changes, but the tone will generally stay 
pretty close. And that's what you want. 
When swiping copy, actively seek out 
promotions written in a similar tone to 
the one your own promotion is going 
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to carry. This will greatly increase its 


chances of success. 


Two Final “Swine File” 
Rules to Live By 


1. Be honest. As an avid direct 
marketer and buyer of this course, it 
goes without saying that you’re en hon- 
est hard-working individual. How do I 
know? Because that’s the only kind of 
person who would power through such 
intense, challenging information like 
this. 


It takes hard work and dedication. 


With that said, it’s still very easy 
— once vou get in the habit of swiping 
— to cross over the boundary of what's 
ethical and what isn't. 


While there are lots of opinions 
out there about how far you can go in 
modeling your copy after another's. we 
believe in taking the higher ground. For 
that reason, Clayton generally recom- 
mends you NEVER “borrow” somebody 
else’s entire promotion — word for word. 


Even if the person who wrote the 
original copy is okay with it, you re 
shortchanging yourself in the long run. 
All the greats got good by Jearning from 
the best. and then finding their own 
unique wording, style and approach. But 
you'll never get this if you just copycat 


others all the time. 
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In terms of the law, let me be clear 
that we re not lawyers and are NOT 
qualified to give legal advice. 1f you 
choose to copy others word-for-word, 
against our advice, we recommend that 
you consult a copyright attorney. 


It’s true that of all the writing in- 
dustries on the planet, this one seems 
to he the most Jenient about how much 
you can lake directly from others. It’s 
assumed that people will steal phrasing. 
ideas, passages and other elements from 
winning promotions. And few complain 
about this. 


But still. on an ethical level, you 
never want to take too much of some- 
body else's promotion word-for-word. 
substituting your product for theirs ... 
your benefits for the ones they included 
... and so on. This just isn't the highest 
way to advance in this profession. 


Remember: They worked hard to 
create that — and just taking the entire 
thing verbatim for one's own personal 
profit seems abnonnally selfish and 
lazy. Again, whether you run the risk of 
plagiarism or not - we want you 10 have 
the best chance of achieving greatness. 
Copying somebody else all the time will 


nat get you there. 


So honesty is the first rule. Abide by 
this one, and you'll usually learn faster 


... improve more rapidly ... and even get 
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better results. Plus. you'll keep the power 


of goad karma on vour side. 


2. Be Selective. This one seems obvi- 
ous, yet is practiced too little. Basically. 
you want to be highly selective about 
which promotions you’re modeling your 
writing after. The reasoning is simple: 
The better the capy you model, the better 
your own copy will be! 


Unfortunately, too many copywriters 
will just go online and borrow from pro- 
motions that are flat-out terrible. Some- 
times. bad copy can be where you least 
expect it. There are major mailers who 
Sometimes put out mediocre copy purelv 
for the sake of volume — and hecause bad 
copy nearly always sells better than no 


copy at all! 


This is one of the reasons why swipe 
files from some of the legendary writ- 
ers ... like Clayton, Michael Masterson, 
Gary Bencivenga, John Carlton, Gary 
Halbert, Ted Nicholas, Gene Schwartz 
and others ... are so valuable! You 
KNOW that nine times out of ten, the 
copy is going ta be pretty damn good. 

Which means that when vou model 
your copy after theirs. borrowing key 
elements ... words and phrases ... head- 
lines ... and more, your copy has an op- 


portunity to be pretty darn good too! 


Another great way to apply this prin- 
ciple of selectivity is to simply become 


a student of the mail. We already talked 
about the virtue of getting on as many 


mailing lists as possible. 


Notice how often you get a promo- 
tion in the mail. If you get one several 
imes, you can rest assured that it's doing 
pretty well. You'll definitely want to add 


hat one to vour file. 


Next. get on forums and start wy- 
ing to find out how successful a certain 
promotion has been ... or find out who 
wrote it. Today is unlike any other time 
in direct response history, where you can 
find out what used to be “inside informa- 
tion” — like who wrote a package, for 


example — simply by visiting a forum. 


Of course, collect anything you can 


by six and seven-figure superstars like 


hose I’ve already mentioned, along with 
others like Jim Rutz, Carline Anglade- 
Cole. Kent Komae, Eric Betel, Kim 
Krause-Schwalm. Brad Petersen and a 
whole bunch of others. 


These people not only make for- 
tunes for themselves and their clients 
— they do it in the most competitive bat- 
tlefield on the planet. Sure, you'll have 
copywriters who make more money on- 
line or in their own businesses. But they 
aren't consistently competing against 
this kind of talent. 


That's why — when you select vour 


promotions for your Swipe File on the 
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basis of writers like this — vou can be 
sure you're getting some of the very 
best copy in existence. You simply can- 
not get that assurance online, as only 

a few truly great copywriters hang out 
there. 


How to Spend Less 
and Get Even More Value 
From Your Swipe File 


Okay, so maybe you don’t have 
the $500 or so it takes to get on all the 
inailing lists. Or maybe you just don't 
want to go that route. A less expensive 
and more focused way to go is simply 
to figure out what niche market you 


want to (or currently) specialize in. 


Maybe it’s health ... maybe it's 
Internet marketing ... or maybe it's 
self-defense. 


The point is, you want to get your 
hands on a current promotion in this 


niche. 


Next, buy any product from your 
niche that you’ve gotten a promotion 
for. Maybe it's a book ... or a newslet- 
ter description ... or a diet product ... 
whatever you're most interested in. 
This will often "seed" you on that kind 
of list. and usually get similar promo- 
tions coming to you in the mail (or in 


your inbox). 
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lf you selectively purchase a prod- 
uct every once in a while from the 
mailings you receive. you'll become an 
increasingly hot name on the list, and 
you'll receive more and more targeted 
promotions. The benefit of this is that 
you really get to know your niche and 
see all kinds of products that are being 
successfully promoted in it via the mail 
or the Web. 


PLUS. and this is where it gets really 
good. yov'll start to SEE the relationship 
between the winning promotion and the 
product itself. One of my favorite exer- 
cises is to take a winning promotion bv 
somebody like Arthur Johnson or Parris 
Lampropoulos (much of the Boardroom 
controls are written by them, or David 
Deutsch) and then “work backwards" 
through it. 


For example. let's say you've gota 
magalog selling a book. And then you 
buy the book. When the book finally 
arrives ... read it! Then whip out your 
promotion and go back and forth be- 
tween it and the book. Think about how 
the writer came up with the Big Selling 
Idea and theme (the overriding idea and 
copy strategy behind the promotion) ... 
the headline ... look up the bullets and 
sidebars that reference specific pages in 
the book, and see how the writer went 
from boring writing inside the book ... 


www.makepeaceroralpackage. com 735 


The Ultimate Desktop Copy Coach 


to exciting. benefit-driven copy in the 
promotion. 


The more you do this, the more 
you'll be able to take similar products 
and write winning copy of your own. 
See, for most writers, the process of 
going from the physical product to the 
winning promotion is actually a mys- 
tery. 


I liken this technique to something 
that the most dedicated — and successful 
— chess students in the world do. They 
study matches played by grandmasters 
...move by move ... and then, at every 
stage of the game, they think about why 
the grandmaster made the move he or 
she did. 


Over ume, the student is able to 
recognize the conditions that Jed the 
grandmaster to make the move he did. 
why it was so powerful ... and best of 
all. they'll start to recognize this situation 
in their OWN MATCHES - so they can 
start making the same quality of moves 
that the grandmasters make. 


This is one of the primary ways for 
a serious chess player to improve. 


The same goes with ad writing. The 
more you study how a master goes from 
the product and prospect — to the copy 
itself — the more you'll be able to make 
higher level decisions when writing 
your own promotions. 


This allows you to get even deeper 
benefits from your Swipe file. By going 
back and forth between the product and 
the winning promotion. you see things in 
so much more detail. It's a way to turn 
the passive act of reading or studying a 
winning promotion into a more active, 


dynamic practice. 


This allows you to effectively use any 
insights you uncover — and you'll be bet- 
ter able to both write and model all kinds 
of words. phrases, structures and more 
from the winning promotions! 


Are You Ready te 
Make Your Swipe File Pay 
Much Bigger Dividends? 


I hope so! Chances are, you've 
invested a lot of time and money into 
growing your Swipe File. And if vou 
haven't yet, I’m willing to bet you will 
be very soon. It's a no-brainer. 


Either way, the real beauty of what 
you've learned here is that your Swipe 
File no longer has to be this dormant 
thing that lies around on your desk ... 
instead, it can be the most powerful 
learning tool in your arsenal. The one 
thing that allows you to crank out better 
copy, faster ... kick writer's block to the 
curb ... and make much more money as 


a result! 
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I urge you to follow the process 
T've laid out for you. Sure, it can be a 
little time consuming. Just start with 
the Swipe File we've provided for you. 
As you'll soon see, the benefits far 
outweigh the time spent, and you'll get 
a huge return on any investment you 
make in the process. I guarantee it. 


With this new system in place, 
you'll be well on your way to mastery 
over every single element in the copy- 
writing process — from headlines ... io 
lead copy ... to bullets ... and so much 
more, 


Coupled with real-life experience, 
there may be no faster way to improve! 


Now go swipe some copy. 
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Swine File Secrets 


Building a Swipe File is one of the single 
most powerful things you can do to advance as 
a copy writer and marketer. But your success in 
this area depends on what you do with your file, 
and how easily accessible it is. 


Also, note that I purposely included this 
chapter late in the writing process, so you didn’t 
get too tempted to abuse it and take short cuts 
in your writing process, Many writers substitute 
the swipe file process for actually thinking 
through and writing their own copy. and thus 
they never improve. 


Instead, 1 want you to use it as the ultimate 
learning tool. Do this by ... 


|. Creating and organizing your Swipe File 


a. Getonas many mailing lists as pos- 
sible. 


b. Read every promotion you get from 


cover to cover, as you get it. 
i. Study them by component. 


ij. Pick out really good examples of 
each of those components. 


iii. Scan or photocopy the page 


you marked, and then file these 


Chapter 20 Action Steps 


OOo 
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pages according to that specific 


component. 


[9] 


Use your Swipe File to look for similar: | 
a. Themes 


b. Storyline 


c. Benefits 
d. Structure 
e. Tone i 


[9] 


Practice the Swiping process to write 
better ... 


8. Headlines and deck copy 
b. Leads 

c. Guarantees 

d. Bullets 

€. Closing Copy 

f£ And much more 


4. Above all ~ when it comes to swiping 
— always be: 


a. Honest 
b. Selective 
One of the best things to do at this stage in 
your writing process is to go through the vari- 
ous components of winning promotions — and 


then go through corresponding sections of your 
own copy. 


For example, how does your benefit copy 
compare to that written by a master. Your bul- 
lets? Your close? Your guarantee? You get the 
point. Often. you'll see differences in quality 


puru TT 
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between the top writers copy and that which you 
just wrote. 


: Notes 


This is okay and to be expected. The pur- 
pose of doing this is not to make you feel bad 
or inferior. Not at all! Rather, it’s for vou to see 
all the little ways that you might improve your 
copy in each key area. The more you notice in 
the winning examples from your Swipe File. the 
more you'll be able to fine tune your own copy. 


When you've successfully used this process ‘ 
to make your copy even better. you're ready to 
move forward. 


Á — d— ———————unünd 
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Bonding with Your Prospect 
- When "Making Friends" 
Makes You Money 
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in this Chapter... 


m The key to never being perceived as a sleazy 
“salesperson” (remember, nobody likes to be 
“sold” anything — and your results explode 
when you understand this one simple fact) ... 


m The 9-step process that not only helps you 
become friends with your prospect — but also 
positions you as the ONE PERSON who 
genuinely cares and is willing to fight for 


him ... 


m The single most effective way to find your 
unique “ selling voice” as a writer — and the 
powerful transformation that occurs in your 
promotions when you do ... 


m And so much more! 
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y now, you've gone 
through the entire writing 
process. You've laid the 
proper foundation with 
your research ... you've written com- 
pelling body copy ... and you've closed 
your promotion with a powerful flurry. 


Now it's time for some more “ad- 
vanced" secrets to selling. 


You see, by now you've also prob- 
ably gotten used to the fact that you're 
more of a salesperson than you are a 
writer — that everything you've done up 
to this point — and everything you con- 
tinue to do has just one goal in mind: 7o 


make more sales! 


Knowing that, you must be aware 
ofa key problem you face as a marketer 
and copywriter. That problem is simple 
... People HATE salesmen. Nobody 
likes the idea of being sold anything, 
and they loathe the person who they 
think is actively trying to sell them 
something. 


This triggers an automatic, un- 
conscious feeling of "dislike" in vour 
prospeet and all too often it makes sell- 
ing products a painful uphill battle. In 
fact, millions upon millions of ads are 
discarded ot ignored — every single day 
— because they are perceived as “just 
selling something." 


But what if there was a better way? 
What if - for maximum response — all 
you had to do was to position yourself 
differently — as a likeable friend? As 
something more personal and likeable 
than all the other advertising and sales 
messages coming at your prospect each 
day? 


Fortunately, 
There's an Easy Way .. 


And it's exaetly what we're about to 


learn! 


The simplest way to accomplish this 
goal? Bond with your prospect! It’s one 
of the surest ways to bypass his natural 
resistance and getting him to trust you. 
He'll quickly see that vou've got his 
best interests in mind. 


And you'll help bring your pros- 
pect to the point where he likes and 
welcomes vou ... making it more likely 
he'll accept your promises, and making 
it easier than ever for you to close the 
sale! 


You see, this stuff is crucial to know 
as you write and rewrite your copy. 
Sure, you may have all your benefits, 
your logical points, your Big Selling 
Idea and even a basic rough draft ready 
to go. But you need more before you're 
able to write 10076 polished. world- 
beating copy. You need to understand 
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the subtle psychology and tactics top 
writers use to counter their prospects” 
sales resistance — and craft home run 
promotions that make them and their 
clients rich. 


THE FIRST STRATEGY: 
Make Friends with Your Prospect 
Using this Powerful 
9-Sien Process 


In his landmark work, Influence: 
The Psychology of Persuasion, Dr. 
Robert Cialdini found that “liking” was 
one of the most effective principles 
of persuasion ever discovered. (By 
the way. Cialdini’s book is a world- 
class resource for understanding sales 
psychology — and it’s an incredibly fun 
read.) 


According to Dr. Cialdini, when 
you harness the power of "liking" — the 
attraction, warmth, security and the 
obligation of friendship are brought to 
bear on the sales setting. As a result, 


your persuasive power is multiplied. 


So what makes one person develop 
a liking for another person? And for our 
purposes, we really need to ask, “What 
are the factors that cause prospects 
to like our editor, spokesperson — the 
‘person’ speaking io them in the copy?" 


Once that’s clear, you'li learn how 
to load your copy with these elements 


in a way that creates an instant bond — a 
strong feeling of liking — between vou 
and your prospect. So strong, in fact, 
that the “salesperson” resistance almost 
instantly melts away! 


STEP #1: 
Show Your Prospect 
that You're Similar 


One of the first things Dr. Cialdini 
discovered was that similarity is a pow- 
erfully influential factor in liking — we 
like people who are similar to us. This 
seems to hold true whether the similar- 
ity is in the area of opinions, looks, per- 
sonality traits, background or lifestyle. 


That's why a good salesman will 
often claim that he has backgrounds and 
interests similar to his prospects. And 
also why a savvy copywriter will begin 
his copy with statements revealing how 
he shares similar beliefs, interests, and 
feelings with the reader he or she’s try- 
ing to reach. This jump-starts the bond- 


ing process. 


So don’t be afraid to lead off telling 
your prospect what you have in com- 
mon. Then take it one step further. Let 
him know that you feel what he feels: 
You've been there. Reveal a weakness 
(just not a “deal-breaking” one!) or a 
frustration that the two of you might 
share. Anything that puts you on his 
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level will endear him to you, building 
both trust and fondness in the process. 


As you see on Figure 21-1, this is 
exactly what’s done on this supplement 
promotion for Dr. Williams. The Jead 
statements ... "It's simply not fair” ... 
"Some people were born lucky" ... and 
the others that follow ... immediately 
communicate to the reader that Dr. Wil- 
liams shares their beliefs and feelings. 
It’s clear that he's got empathy for their 


situation. 
STEP #2; 
&et in Front of Your Prospect 
MORE OFTEN 


Here’s another clinically proven 
discovery: Dr. Cialdini found the more 
times you see somebody’s face — the 
greater the chance of you ultimately 
liking them. His explanation for this: 


“Yet. the more frequently a 
person’s face was flashed on the 
screen, the more these subjects 
came to like that person when 
they met in a subsequent interac- 
tion. And because greater liking 
leads to greater social influence, 
these subjects were also more 
persuaded by the opinion state- 
ments of the individuals whose 
faces had appeared on the screen 
most frequently.” 


This means the more familiar some- 
body is with you or your client. the 
greater the chance of them liking you. 
And asa result. the greater the chance of 
them being persuaded by you. 


This discovery helps explain why 
Clayton was able to create such a pow- 
erful persona for Dr. Martin Weiss. 
mailing out over 2 MILLION pieces 
of copy a month when his second best 
competitor was mailing 200,000! 


He continually featured Dr. Weiss's 
picture not oniy on the covers of maga- 
logs but also had a picture of Dr. Weiss 
on nearly every sptead. And because Dr. 
Weiss was continually positioned as a 
sincere, trustworthy advocate — each time 
the prospect saw his picture. a stronger 


bond was created. 


So don't be afraid to heavily feature 
whoever’s standing behind your product 
or company in your ads and customer 
correspondence. Even annoying char- 
acters on TV commercials - like ... the 
corny big screen TV guy ... or the wildly 
over-the-top car salesman with wild 
animals in his commercials ... or the mat- 
tress guy who couldn't be any louder or 
more obnoxious ... all start to seem more 
likeable over time. As long as you're 
providing value and personality when 
contacling prospects or customers, you're 
aolden. 


Lo ——EÓ—————————X——————) 
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Plus. this is a big reason why Clay- 
ton aud other top direct marketers make 
sure to ALWAYS have a face behind a 
product. Notice how — and this is just 
one example — there's virtually always 
a doctor standing behind a successful 
direct response supplement. His or her 
face is featured and they’re directly ad- 
dressing the prospect the entire time. 
The reader has a clear sense of who's 
speaking to him and this ramps up the 
bonding process by an order of magni- 
tude. 


With this knowledge, it’s also abso- 
lutely shocking to look out and see so 
many faceless ads! Now you see what a 
huge missed opportunity this is. Get the 
jump on your competition by applying 
this secret whenever possible. 


STEP #3: 
Create an Urgent Need 
for Cooperation 


The next powerful factor in creat- 
ing liking/bonding is via the feeling of 
cooperation. That’s why Cialdini says, 
"Compliance professionals (salespeo- 
ple) are forever attempting to establish 
that we and they are working for the 
Same goals ... that we must “pull to- 


gether” for mutual benefit, that they are, 


in essence, our reammates.” 


Here's something you probably 
never considered. You've seen the whole 


"Good Cop/Bad Cop” routine acted out 
on TV or in movies — right? There's 
fascinating psychology going on there 

— specifically about sales and coopera- 
tion. And the implications for marketers 
and copywriters are tremendous! Let me 


explain. 


To paraphrase the Dr.'s description 
— the situation usually begins in the in- 
terrogation room with the Bad Cop curs- 
ing the suspect, Kicking his chair, look- 
ing at him like he would a mound of 
garbage, threatening to use his contacts 
to ensure the suspect sees the maximum 
sentence ... ANYTHING he can do or 
say to scare the bejesus out of him in 


order to force a confession. 


But then the Good Cop slowly starts 
to work his way into the situation. begin- 
ning with statements like, "Calm down, 
Man, Calm Down." Little by little he 
becomes an advocate for the suspect. 
defending him. trying to help the Bad 


Cop see the suspect's perspective. The 
situation usually ends with Good Cop 
asking Bad Cop to “cool down" and go 
get everyone some coffee. 


With Bad Cop gone. Good Cop d 
speaks very intimately with the suspect. 
He tells him that he's the ONLY one 
on his side. If he confesses, he'll do 
everything he can to ensure the lowest 
sentence and the best possible treatment. 


A confession usually follows. 


we eee 
—______——— Se 
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Cialdini goes on to say. “The big 
rcason that the technique is effective, 
though, is that it gives the suspect the 
idea that there is someone on his side, 
someone with his welfare in mind, 
someone working together with him, 
for him. In most situations such a person 
would he viewed very favorably, but 
in the deep trouble our robbery suspect 
finds himself, that person takes on the 


character of the savior.” 


This is Why You Want te 
Put Your Prospect 
in “Deen Trouble" 


Notice in the last sentence, that he 
refers to the “deep trouble” the suspect 
finds himself in. And he explains how 
much more favorably the Good Cop/ 
Advocate is seen in light of such dire 
circumstances. Can you see the parallel 


to copywriting? 


If vou can, congratulations! It's 
exacily what master writers like Clay- 
ton and others do at the beginning of 
so many successful promotions. They 
paint pictures that dramatize the ur- 
gency and danger facing their prospects 
~ whether it's a huge banking crash. 
another run of corporate earnings scan- 
dals, or the long list of lethal prescrip- 
tion drugs that are murdering innocent 


people. 


er i nominee 


They know that presenting this type 
of situation. and then shoroughh: con- 
vincing the reader that he's right smack 
dab in the middle of it, makes their sales 
job ten times easier. Sure, talking about 
stock market crashes or drug company 
scandals is a great way to grab attention: 
but it's much more than that. as you'll 


soon see! 


The key to making this build up 
effective in your prospects brain is 
the proper use of proof and credibility. 
That's why many of Clayton's packages 
are 24 BIG pages of text. He's gotta 
document the heck out of his case and 
make it seem CERTAIN that his pros- 
pect is up against a Goliath of trouble. 
This takes great research — and the 
ability to put that research together in a 
compelling way. 


But then again. a well-researched, 


meticulously documented presentation is 
the only way to make such a problematic 
scenario believable. 


For a fantastic example of putting 
your prospect “in trouble," just look at 
Clayton’s promotion for Dr. Weiss on 
Figure 21-2. From the outset, he builds 
up the frightening “retirement night- 
mares” facing the prospect and pulls 
out all stops — credibility. specificity, 
urgency, strong emotional writing and 


more. 


p 
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MARTIN D, WEISS, PH.D. — the forecast e The Great TECH 
WRECK of 2000 ... e The BLUE CHIP BUST of 2001-2002 ... e The GOLD STOCK 
BONANZA of 82002-8009 ... € and whose best investment recommendations have 

SUBGED 562% in this tricky market issues his most disturbing warning to date ... 


These 3 All-New RETIREMENT NIGHTMARES 
Are Set to SHRINK Your Stock Portfolio ... 
SLASH Your Income ... SMASH Your Bond Holdings ... 
and Cause Your Pension, Social Security 
and Medicare to Vanish into THIN AIR! 


In this eye-opening report: 

H What you MUST do NOW — within the next 10 trading days - 
to INSULATE your IRA ... your KEOUGH .,,. your 40i(k) ... 
or your SEP from The Great Retirement Swindle of 2004-2005! 

B PLUS — if you're APPROACHING RETIREMENT: 
SUPER-GROWTH INVESTMENTS with 562% growth potential 

BAND, if you're ALREADY RETIRED: 4 SUPER-YIELD INVESTMENTS 
to lock-in up to 20% INCOME in 2004-2006! 


Martin D. Weiss, Ph.D. 
Editor, SAFE MONEY REPORT 


Dear Fellow Inve ; s " n 
9 pror thing you've ever wished for in 


If you ever hope to retire — retirement ~ is now in peril. As 
and especially if you're ALREADY you're about to see in this Urgent 
retired — you'd better hang onto Alert, your lifestyle, your 
your hat — AND your wailet. comfort, your very financial 


independence are now in danger of 
being blown away, unless you take 
action IMMEDIATELY. 

(Continued on page 2 ...! 


Through no fault of your own, 
nearly everything you've ever 
worked for — and virtually every- 
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Of course, you won'l always be 
painting a bleak picture — you may just 
be tapping into a problem your prospect 
is already having a "mental conversa- 
tion™ about. Even then, vou still want to 
describe it in a way that's believable. that 
gets him agreeing. and ultimately feeling 
like there's no other solution except vour 
product or service. This will make him 
ultra-responsive to the solution vou re of- 
fering as he gets to the closc. Plus, it sets 
you up for the next step in the process ... 


STEP #4: 
Reveal the Beadly, 
Disgraceful Enemy 


Why have J speni so much time on 
the whole "Good Cop/Bad Cop” routine? 
Because it’s so psychologically similar to 


DX 


the "Creating the Enemy 
same one used by many top copywrit- 
ers to make huge bundles of money in 
the financial and health markets. just to 
name a few. Even if you've heard of this 
technique and currently use it, seeing it 
in this context will really drive it home 
for you. I promise! 

How can I be so sure? Because now 
we BOTH know — when you build up 
the ferocious problem facing your pros- 
pect and you create an enemy — you're 
using the exact same persuasive psy- 
chology Cialdini discovered in the Good 
Cop/Bad Cop routine. 


Think about i1. Whether its the 
greedy brokers or crooked CEOs on 
Wall Street costing your prospect a for- 
tune ... or the sneaky surgeons. careless 
doctors or drug-pushing pharmaceutical 
fat cats ruining his health ... or even the 
dangerous carbs that make him fat and 
destroy his physique ... you're building 
up the mean, frightening enemy. Just 
like the Bad Cop! This is someone who 
just so happens to be dead-ser on mak- 
ing life miserable for your prospect. 


That's where the element we dis- 
cussed in the last section — dramatizing 
your prospects problem or dangerous 
predicament — pays for itself in spades. 
Because when you combine a dire situa- 
tion with a believable enemy, you create 
a radical contrast with your editor or 
spokesperson. They're now seen as the 
Good Cop. a savior your prospect can 


trust. 


Plus, you re "positioning" the 
situation in a way where you and your 
prospect MUST genuinely cooperate if 
he is to get out of trouble and eventu- 
ally prosper. You're promising to work 
actively with him in his best interests. 
making sure these villains NEVER have 
their way with him again. This coopera- 
tive relationship can only begin by him 
giving your product or service a fair try. 


The process is clear: Sell the Bad 
Cop (the enemy), while also selling 
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yourself as the only viable solution to 
this evil intruder. How do you do this? 


Ihe answer lies in the next step ... 


STEP #5: 
Dimensionalize the Heck 
Out of Your Enemy 


In order to make your “enemy” believ- 
able. you've got to make him more realis- 
tic and emotionally stirring. Here's what 
Clayton recommends you do: 


First you've got to locate the enemy. 
So begin by asking: What enemy is 
making YOUR prospect fee] powerless. 
insulted, frustrated and anary? 


Once you do that, make sure to per- 
sonalize the enemy. It’s much harder to 
feel emotional about vague institutions 
like hospitals, drug companies, banks 
and the IRS than it is to be outraged by 
the greedy jerks who run them! So be 
sure to always give specific examples 
(and if legally possible, give exact 
names) of doctors, CEOs, brokers, sur- 
geons, or anyone else who’s perpetrat- 
ing injustices on your prospect. 


I've seen Clayton go so far as to 
tell stories of drug company execs who 
knowingly kept a drug on the market 
after research showed it could lead to 
death. And he’s told stories — naming 
names — of brokers who’ve made stock 


recommendations strictly because they 


were receiving money from the com- 
pany they were recommending. This is 
personalizing the enemy at its best! 


Next. identify the things “the en- 
emy” does that frustrates or upsets your 
prospect, costs him money or good 
health, insults his intelligence ... or 
even renders him powerless. Does the 
enemy say one thing but do another? 
Does he try to lure your prospect into 
giving him more money with false in- 


formation? Does he take advantage of 


his trust? 


Does he tell him lies because it 
makes him more money, regardless 
of the consequences? Is his ignorance 
costing your prospect health. wealth or 
happiness? 


Jot down any offense you can and 
rank them in order of impact on your 


prospect's life. 


Next, pinpoint how YOU feel about 
these kinds of people - and how you 
would feel if someone did these things 
to you. 


Here's an example: Let's say your 
mother was in good health and went 
in for a routine check up. The doctor 
decided to do some tests and then un- 
necessarily recommended a drug like 
Vioxx. Six months later she DIED. 
You'd be outraged, right? Furious! Per- 


haps even on a mission for revenge. 
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Once you’ve connected with these 


kinds of feelings. you're ready to pro- 


ceed to ... 
STEP #6: 
Verhalize Your 
FULL Emotional Response 
te the Enemy 


Now that you're slarting to get in 
tune with those feelings, take it one step 
further. Amplify the feelings as much 
as possible, seeing how intense you can 
make yourself feel about the enemy. 
This is fun and you'll feel the strong 
emotions welling up inside. Once these 
feelings have peaked, articulate them 
forcefully and passionately. Do it with 
greater emotional power than even your 
prospect possibly could. 


Say everything your prospect would 
just LOVE to tell the enemy. Really 
vent for him. Let it flow out on the page 
uninhibited. You can edit later — the 
goal is to capture the FULL emotional 
impact you and your prospect feel for 
his enemy onto the page. Leave nothing 
out. 


While this process may seem a little 
strange, it really WORKS. Clayton 
learned to do this almost unconsciously 
over the years. and it’s why he’s able to 


write such emoüonally riveting copy. 


As you step into your prospects 
shoes and do this exercise, thoughts and 
feelings will start coming up that you 
never could have imagined with your 
“rational” brain, And that’s the beauty 
of it! Fully expressing and exhausting 
this part of you opens up your creative 
channels massively. 


By getting these feelings ou onto 


the page, chances are high that your 
prospect will read them and powerfully 
resonate with your message. He'll get 
the impression you've gone to great 
lengths to put yourself on his level. 


After you've done that, you can 
move onto ... 


STEP #7: 
Use the Feeling of 
Powerlessness ig 
DEEPEN Your Bond 


Nearly everyone feels powerless at 
some time or another — your prospect 
included. And that powerlessness causes 
frustration and even anger to well up 
inside him. Unless he finds an outlet, 
those negative emotions gnaw away at 


him every day. 


So how does this apply to direct 
marketers and copywriters? Surpris- 
ingly, your prospect's sense of power- 
lessness is the perfect opportunity for 
psychological judo - vou can tap into it. 
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and then spin it against the enemy you've 


created! 


Let me explain. On a certain level, 
it's human nature to feel powerless over 
problems we've yet to solve. Think of the 
overweight person forever looking to slim 
down ... the arthritis sufferer seeking to re- 
lieve his joints ... or the investor hoping to 
protect his money in the face of a crisis. On 
some level. all these people feel powerless 
in the face of their problem. If they didn’t 
fee] this way, they'd either be solving or 
would have already solved whatever's frus- 
trating them. And they wouldn't need you. 


But by presenting the problem and 
building up a formidable enemy your pros- 
pect is up against, you bring that powerless 
feeling to the surface. And you amplify it 
over the course of your promotion. 


Then you add the twist, "Alright, this 
is horrible. But you know what — if s NOT 
your fault! I's that horrible enemy that’s 
been lurking behind the scenes, He's screw- 
ing you over. It’s HIS fault!” Whether it’s 
the guys dumping fluoride into the water 
supply and giving your prospect Alzheim- 
er’s disease or phony Internet marketing 
gurus stealing his money or whoever else, 
you position them as being the REAL cul- 
prit. They re responsible and they re exactly 
why your prospect feels so powerless. 

Your prospect starts to feel relieved, 


because he’s been playing against a stacked 
deck. Plus, he’s even more relieved because 


he’s being empowered to overcome this en- 
emy and get the favorable result that’s been 


eluding him. 


This is magical because it provides a 
much-needed OUTLET for these pent-up 
negative feelings. By acknowledging how 
your prospect feels about being in this un- 
fair position, you validate him on a deeper 
level. And you can now channel these feel- 
ings in a direction that allows your prospect 
to get revenge by taking action on your 
offer. 


STEP #8: 
Put All of These Feelings 
into the Passionate Voice 
of Your Editor or Spokesperson 


One of Clayton's biggest secrets of suc- 
cess — something he’s done in nearly every 
one of his blockbuster promotions for the 
newsletter industry — is to make them emo- 
tional. edgy. and even angry. 


More specifically, he crafted these pro- 
motions in the passionate voice of the editor 
— and in each case. the editor was riled 
up and emotional about something on the 
reader’s behalf, 


In fact, Clayton once said. “Every 
single grand-slam home-run promotion 
I’ve ever written — whether for investment 
newsletters. health newsletters, books 
on personal finance and even nutritional 
supplements has one thing in common: 
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Each one acknowledged, validated 
and put my prospect’s sense of power- 
lessness — and the negative emotions 
he had about his powerlessness — into 


words.” 


And by doing that, each of these 
monster mailings: 


1. ... Provided an emotional out- 
let for his prospects, because it 
showed them that the editor felt 
EXACTLY the same way they 
did. When the promotions hit their 
mailbox and they saw the head- 
line and deck copy, they thought, 
“YES! Finally somebody who un- 
derstands what I'm feeling ...” 


Even more gratifving was the fact 
that this expert was sfanding up for 
them! He was helping them take 
their power back. This instantly 
created a bond between the pros- 
pect and editor and secured a like- 
able, trusting relationship ... 


[v] 


-.. Plus, each promotion also po- 
sitioned the editor and the prod- 
uct in the promotion, as the only 
viable solution to the immense 
problem facing the prospect. 
More than that, the product was a 
way to get nearly EVERYTHING 
he's felt so powerless to change 
and achieve. 


This is a big part of why they 
worked so magically. Because - just by 
the simple act of accepting a risk-free 
trial offer — Clayton's prospects could 
... release these awful feelings of pow- 
erlessness and frustration ... get sweet 
revenge on an enemy that's been mess- 
ing up his life ... and take a GIANT, 
empowering step in the direction of his 
hopes and dreams (more money, secu- 
rity, freedom from sickness, etc.). 


So how do YOU take full advantage 
of this technique in your own promo- 
tions? I’m glad you asked! 


Begin by following the 9-step 
process I'm outlining here. Be sure to 
ultimately put your sales copy into the 
voice of an advocate who acknowledges 
and validates your prospect's sense of 
powerlessness, his frustrations regard- 
ing the problem and his anger against 
an enemy who hasn't been fighting fair. 


Tf you look on Figure 21-3, you'll 
see the cover of the "Who's Stealing 
Your Money” promotion for Straight 
Talk. Yt was a very successful promo- 
tion at the time because it positioned 
the Dolans as passionate advocates for 
the prospect, a couple who was actively 
battling the enemy (the banking system, 
the IRS, credit card companies) on his 
behalf. 


This added a far stronger emotional 
appeal for opening up the report and 
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reading. It leveraged his already exist- 
ing feelings about being mistreated by 
the financial establishment and then 
used those feelings to maximize the he- 
roic position of the editors. 


Another Incredibly 
Revealing Example 


Check out a perfect example of this 
Strategy on Figures 21-4 and Figure 
21-5. It's from the Bob Livingston Ler- 
ter and the entire newsletter is built 
around the premise we're talking about 
here. The concept of this letter is to pro- 
tect subscribers from assaults against 
their health and wealth. Assaults perpe- 
trated by the “Fat Cats" on Wall Street, 
in the medical establishment and by any 
other “vested interest.” 


On the first page. you see the head- 
line, “The Hidden Bull Market Wall 
Street Hopes to Keep Under Wraps” 
and notice how on the third paragraph 
the enemy is revealed. The “slick stock- 
brokers and financial planners” are the 
enemy, and they want to keep ripping 
the reader off. And in the bullets on 
the right, you can see how mainstream 
vitamin companies, drug companies, 
the IRS, the federal government are 
additional enemies ... they're ALL po- 
sitioned in the same light. 


Then when you get to the second 
page, there’s a sidebar that essentially 


details the USP of the letter ~ its sole 
purpose is to reveal the "other side of 
the story.” The copy acknowledges the 
prospect’s frustration and feeling of 
powerlessness as these crooks “hold all 
the aces.” And his anger as they attempt 
to separate him from his money, health 
and independence! 


This sets the stage for Bob Liv- 
ingston and his letter to come in as the 
knight in shining armor. He’s offering 
to rescue his prospect. give him the 
“other side of the story” and deliver 
sweet revenge as he achieves every- 
thing these villains want to hide from 
him. He gives a bulleted list of benefits 
on the next page, a list that details ev- 
erything the prospect will achieve as 
he’s exposed to the “other side of the 


story.” 


This also reveals a life-saving point 
when using this strategy: You want to 
be sure you mix in a positive, benefit- 
heavy element very quickly. Defeating 
the enemy and solving a problem aren’: 
always enough — you've got to get his 
greed involved, fast, That's why this 
promotion quickly offers the prospect 
-.. Ways to reduce taxes, college costs 
and travel expenses ... secrets that l] 
keep him young, vital and outliving his 
doctors ... investing strategies that can 
make him rich ... and so on. 


=a 
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SPECIAL INTRODUCTORY ISSUE ) 
The Bob Livingston Letter 


15 New Assaults on Your 
Health & Wealth in 2005 


The Hidden Bull Market NSIDE THIS SPECIAL ISSUE 
Wall Street Hopes to Bob Livingsion alens you to 15 new 


assaulls that could shrink your nest egg or 


Keep Under Wraps shonen your file. if vou remain una 


Read on to protect yourself and prosper? 
“Why the coming Energy Shock, ripped out of today's 
headlines, is making new millionaires—even as ‘popular’ 
investments go down the tubes.” 


am. 


The shocking truth 

* about vitamins, Doni 
be fooled by the words 
“natural” or "organic". 
98 percent of vitamins 
are nor what they claim 
10 be— plus the common vitamin that can 
trigger kidney disease! PAGES 


Today, a handful of investors are growing filthy rich ina 
hidden bull market. (Hint: You're stimulating it every 
ume you fill your car up with gas. heat your house or buy 
a piece of plywood.) | 


High cholesterol hoax. Drug companies 


The real news is, it’s still not push cholestcrol-lowering drugs like candy. 
100 late for vou to get on board. Yel one of ihe mam triggers of shy-high 
make up for lost profits, and cholesterol is an undisclosed “yeldieten™ 
erow rich. us vou ll see on affecting millions, Easy remedy 
E E 2 PAGE 14 
page 5. 

New IRS trap causes thousands tn 

But slick slack brokers and nverpay taxes. 11 looks "lcgit at first 
financial planners hope you Tlance- how to make sure you're not the 
never caich wind of this hidden next victim. PAGE 20 


invasion of financial 
privacy. The government 
can vasi] sagap ite eur. 
bank hook. mvestment 
portfolio or computer. Bul 


bull market. They want vou to 
keeping buying their stock: 
and mutual funds (and making 
their commissions)--adding to 
the seven trillion dollars lost 
on Wall Street since 1991. 


108 easy 10 make yourself an 


" i invisible investor lor greate: 
"m y EN : privacy, protection and profits, PAGE 11 
This Wall Street rip olf is just one example of more than a 


: ; im— Half the f 
dozen new assaults on your health and wealth I'll reveal in Tné tiu Shot scam. dirae D 


t vaccine for the U.S. is tamicd. and ihaus 
this special issue. You'll discover how bie financial the gnod news. Read this before vou take 
institutions. the big medical establishment. and big another flu sbot. PAGE 17 
govemment plan to keep yon under their thumb» and decp in The natura! bypass that heart surgeons 
your bankbook. hope you never know about. wh; 

But it’s time to say “enough is enough" and declare your goaid pelt many: tenn aL ol te BARE 7 


you just need 


alth 'ealth i di . Ise 
ie oaks independence: tS And many more new threats to your 


two things. and you probably already have the first onc... health and wealth nobody s telling you... 
continued on page 3) 
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The Bob Livingston Letter... 


Revealing “the other side of the story” for more than 35 years 


lark Twain once said, “Truth is more of a stranger than fiction.” 
'oday, these words are a perfect description of what we often 
hear from big government. big financial institutions and the big 
medical establishment. 

The Fat Cats in power know it’s not a level playing field. 
Usually, they hold the aces so they feel they can feed the general 
public all the lies, half-truths and self-serving explanations they 
desire, All to separate vou from your maney, your health and your 
independence. 

But if you're sick of their lies, sick of their wicks and sick of their 
traps, I've got great news for you. 


Pve dedicated my life to stopping the Fat Cats and calling them 
on the carpet. 1 not only want to level the playing field for you—I 
want to help you beat them at their own game and come out so far 
ahead they won't know what hit them, 


Tt all starts by you knowing... 


The “other side nf the story" 


Back in 1969, I started publishing The Bob Livingsion Letter to 
give folks like you the “other side of the story”—the muth behind 
today's biggest health and wealth headlincs. 


Over the years. I've refused to accept what the Fat Cats have told 
me, and ] knew the media was just a lap dog for special interest 
groups. I've refused to believe their lies: "It's a riskjess procedure. .. 
it won't cost you a thing... trust me... the check’s in the mail." Good 
God, do they really think J just fell off the back of a tumip truck? 


You give 
me the 
three most 
important 
things... 
"Dear Mr.Livingston....Please do 
NOT change your newsletter. 

Hike it just the way you have it. 

k cavers the three most important 
things | want to know about: (1) 
current events in government (2) 
health (3) how to protect our 


Plus, I learned the hard way 
that doing my own research... 
establishing my own network of 
trusted contacis... and relying on 
hard facts and scientific or 
medical evidence is the best 
way to live. 


It’s worked for me. and since 
our first issue, many thousands 
of readers have enjoyed richer 
and healthier lives. 


assets before the crash comes.” 


—theryl Christiansen, 
How much is it worth it fo you Waterloo, 1A 

10 know the “real” story wher it 

comes to your health and wealth? 

And would you like to live independently healthy and wealthy 
for the rest of your life? 

If so, I invite you to join our band of independcnt-minded, self- 
starters who love the truth, love America and love all the good things 
it stands for. 

Get the “other side of the story" by reading this Special 
Introductory Issue. Then tum to page 19 for a speciat invitation 10 
join us and receive a series of Health & Wealth Special Repons I've 
just completed or updated, all Free! 


BA Tm 


Bob Livingston, Publisher 


B The 10 minute heart 
attack stopper: In 1996. 


emm oaoa 


A sampling of life-saving warnings and money-making picks 


Readers of The Bob Livingston Letter were among the first to know about... 


@ Nature's miracle worker: in 1997. we 
broke the news of oral chelation, a 


SRT TO SPIT = 


Æ The full fury of the 2000 bear 
market: In February 2002, wc warned: 


we scooped the siory on 

strophanthin, a tc-known 
German herbal miracle that 
ses high acidity which 


» saved and 


ia Black gold: in January of 2000, with oil 
at $28/barrel. we predicted oil and oil 
stocks would rise thar year. with another 
Price shock 
coming ia two 


to three years. 
RESULT: Qil 
exploded 10 
SS3fbarrel 


can trigger a heart ailack crisis. 


natural way 10 keep your arteries clear 
of toxins, plaque and cholesterol. 
RESULT: Thousands of people worried 
uboul ibeir hearts discovered this 
amazing alternative, 


Bi The crash of Internet and dot.com 
stacks: In May 1999, we warned. 
“Imemet stocks will kiss the dirt before 
many months. They H lose 95 10 100 
percent of ioday s valuations.” RESULT: 
Over the neal 24 months, mont of these 
stocks c worth pennies on 1e dollar, 


@ The sugar and corn syrup scam: 
These two common food ingredients are 
causing millions of people 16 become 


aliematives (revealed in this issue), 


RESULT: Reiu 


avoid major health 


"Even though the aq is down 63 
percent since its high of 5000. it wil! 
still collapse much further." 
RESULT: By August 2002. ihe Nasdaq 
was below 1200. and more than 
villion dollar: 
stock market since 2000! 


n 


ye vanished on the 


pm) BH An overlooked 
X x 

profit doubler: In 
August 2002. we 
recommended 

huving a gold Jun, 
Tocquevilie Gold 
Fund (TGLDX? al SES, 

RESULT: 11's soared u al this a ntng. 


neatly doubling investors? money! 


Now, read on 10 discover the truth 


belund today’s Pregest health and wealth 
Stories 


Tha Roh liuinnctan { 
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And it’s why Clayton’s deck copy 
—even in the most frightening apoca- 
lyptic investment promotion - always 
offers opportunities to “grow up to X 
times richer^ as the disaster unfolds. 


Now that you see how this strategy 
looks in action. let's move to the final 
step ... 


STEP #9: 
Sell Yourself First 
Before Selling ANYTHING Else 


Gary Bencivenga once told Clayton: 
"People don't buy from others unless 
they believe them and unless they trust 
them. If you don’t sell yourself first. 
you're trying to short circuit the process 
by just rushing to the bottom line, rush- 
ing to the close of the sale too early.” 


And Clayton instantly agreed. 


Isn't that interesting? Rather than 


Jead off selling the product, the ben- 
efits. or anything else — both of these 
legends recommend you lead off by 

SELLING THE RELATIONSHIP. 


As I got a better explanation from 
Clayton and looked at many of his pro- 
motions. I found that’s exactly what he 
does. Within the first few pages — and 


usually on the front cover — Clayton 
always consistently sells his prospect on 
why he should trust him, through the use 


of track record and other strong credibil- 


ity devices. 


The use of credibility and proof 

- which we covered extensively in 
Chapter 5 — is indispensable to this pro- 
cess. You may be able to do everything 
in this bonding process right. but you'll 
never harness the FULL power of these 
response-boosiing techniques unless you 
insert maximum credibility into the mix. 


And not just any where, you need 
to do it UPFRONT. Just look at 
Gary's statement or glance at any of 
Clayton's financial or health mailers. 
You'll always, always. ALWAYS see 
strong credibility devices on the cov- 
ers. Devices that offer reasons why the 
prospect should trust the spokesperson 
and why he should welcome this new 
relationship with open arms. 


In fact, one of Clayton's favorite 
strategies is to use the pre-head (right 
above the headline) to build credibility. 
It’s the very first or second thing the 
reader sees when his eyes hit the pro- 
motion! 


Another way is to fortify your lead 
(the first 1-2 pages) with proof/cred- 
ibility elements, selling the relationship. 
For example, just look at Figure 21-6 
and see how James Dines’ track record 
is displayed so prominently on the 
second page. Where you'd normally 
see lead copy, he’s actually showing 
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We challenge any advisor to beat this 
forecasting track record! — 


ut of James Dines’ Jast 21 annual 

forecasts for the Dow Jones Industrial 
Average, 19 were 100% correct. We know 
of no other financial analyst in the US or 
internationally to have surpassed or even 


matched that track record. 


x Mr Dines Forecasted: 


January 1966 


1974 


June 15, 1982 


1994 
December 1994 
March 1996 


September 1996 


December 3, 1999 


October 20, 2000 


September 2001 


September 
18, 2001 


March 11. 2002 


June 2003 


January 16. 2004 


An "invisible crash” will bring down Stocks. 


Gold boom ahead, witn 
silver foftowing suit. 


Sell gold! 


The Internet wili revolutionize the 
world- buy Internet stocks now. 


Prepare for resumption of the 
major bull market in stocks. 


Great religious war will begin in 
Central Asia + a major attack on a 
US city will send stocks plunging. 
On the Nightly Business Report 
TV show, Mr Dines predicted a 
currency crisis to start in Asia. 


When the herd pours into Intemet stocks. 
that will be the top-time to bail out. 


Downgraded Toronto Stock Exchange 
300. “Caution is warranted." 


Too much pessimism so Duy Stocks. 


NASDAQ predicted to rise to around 2.000. 


Sell signal on the US doliar and a 
buy on the euro at $0.9249. 


"Run for your life” at 10.811 came 
within only one day of the 2002 top. 
Cameco (CC)), virtually unknown 

in the investment community, will 
jead the uraniums. as the age of 
petroleum ends in this century. 


Crude oll is a “buy” at prices near record 
highs at $34.31, as the US doilar crash 
distorts the world’s trading patterns. 


Here's a small sampling of Mr Dines’ 


forecasts—which he often made as the lone 
voice in the wilderness. Time after time, the 
investment gurus disagreed totally. And 
time after time, he proved them wrong. 


in this modem economy 
stocks ate resilient. 


Gold is dead: it’s a relic of the past. Stick 
with stocks, Silver s an “industrial metal.” 


Commentators, news writers and financial 
gurus all agree: gold will continue to rise. 


The Internet wil! take 10 to 20 years to 
catch on. It's overpriced. Wait to buy. 


Prospects for a year-end rally are 
dim. Expect further declines. 


No other financia! advisor was paying much 
attention to foreign cultura! developments. 


Majority saw no danger signs 
in Asia's massive debl. 


The experts suddenly speak 
Eloricusty of dot-coms. 


Any weakness in the TSE 300 viewed 
only as a correction just like the Dow's 


Recession coming. so don't buy. 
The dollar is growing stronger...buy. 


2002 will be a new bull market.. Duy, 


Nuclear energy carries a heavy baggage 
of concerns, making it a risky investment. 


Big oil producers led by Saudi Arabia 
are likely to increase production 
at these record-high prices. 


Bear market from 1966 to 


1982, adjusted for inflation. 


Gold soared 2,025% in 7 
years. Silver raced ahead 
1.639% in the same period. 


TDL subscribers locked in 
10-fold profits «n gold. 
Recommended stocks 1 
soared thousands of percent 
in the next 6 years. 

"Buy" signal within only 

one day of a 6-year buli 

market in stocks. 


Tragic events of 9/11/01. 


Currency crash in 
Southeast Asia; South 
Korea needing a bailout. 
Southeast Asians lost 
50%-70% of their wealth. 
Mutual funds bought 
Internet stocks in droves B 
in March 2000-pnces 
began to slide in March. 


Oniy 5 days later, the TSE 
300 crashed 1.146 points. 
NASDAQ hits 2,000 on 
December 5, 2001. “Buy” 
Signal off low by only 5 days. £ 


The collar subsequently 
plunged and the euro 
rose over 48%. 


Crashed 32%. 


Cameco has since risen 

376%. Uranium up 280%. 
Mutual funds scramble to 
acquire Cameco at any price. 


Crude oi soared 62% 
to $55.65 per barrel on 
October 27, 2004. 
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he successfully predicted 19 out of the 
last 21 moves in the Dow. And he was 
right even when all the other investment 
gurus were WRONG, 


So that’s everything you do in the 
first stage. Lots of work, | know. But 
this process will give you a huge edge 
over others who see the “creating the 
enemy” process on a much inore super- 
ficial level. 


If you've gotten through all of this, 
pat yourself on the back. You've earned 
it. You're now ready for ... 


THE SECOND STRATEGY: 
Using Tactical Writing Secrets to 
Help Strengthen the Bond 


The process above is very psy- 
chological and strategic. meaning that 
~ more than anything — it will affect the 
entire approach and direction you take 
on your promotions. 


Now what follows in this section, 
on the other hand, is much more tacti- 
cal. These are simple secrets you can 
immediately add to your writing/editing 
process to increase the bond you have 
with readers. 


SECRET #1: 
Taik Directly to Your Reader! 


And make it PERSONAL. Instead 


of talking about how ^we" were swin- 


dled by greedy brokers ... or how “we” 
ose money when interest rates rise ... 
talk to your reader about his life ... his 
future ... and most importantly, his feel- 
ings. Finding ways to personalize every 
ine of your body copy - framing each 
sentence in a way that directly affects 
your reader — is a key to keeping his at- 


ention. 


Use the word “YOU” as often as is 
humanly possible throughout your text. 
The word “You” has been called the 
most powerful word in the English lan- 
guage -- and for good reason. Remem- 
ber: Your prospect really couldn't give 
a flying flip about you, your company, 
your product or anything else. Your 
prospect is interested in himself! 


Yes, it’s true that x million Ameri- 
cans suffer from arthritis each year. But 
saying it that way, you’re not talking 
about him: you're talking about x mil- 
lion other folks. 


Find ways to personalize these 
kinds of statistics: “If you’re an Ameri- 
can over age 40, your chances are one 
in x of developing arthritis this year.” 
Now THAT'S personal. There's no 
doubt you've got his attention. 


Or instead of saying, "My subscrib- 
ers earned 457% profits on oil stocks” 
... Say, "T£ you had put money into all 
my oil stock picks last fall, you could 
have bagged an 457% profit in just 11 
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weeks! And $5.000 would have yielded 
you a cool $22,850!” 


Look for places in your copy where 
you could be addressing the prospect 
directly, yet you aren't, Edit these sec- 
tions just like the examples above and 
make them feel as personal and direct 
as possible. 


SECRET #2: 
Use Jargon in the RIGHT Places! 


Many young copywriters are under 
the impression you should avoid techni- 
cal terms and industry jargon altogether. 
This is NONSENSE. 


The selective use of jargon comes 
in handy lots of times when you're 
writing. For example, there']] be times 
when the jargon’s meaning is familiar 
to your prospect — whether he’s a busi- 
ness owner, an investor, a medical pa- 
tient, or an Internet marketer. And using 
the proper industry terminology — a.k.a. 
Jargon ~ is a clear sign of you respect- 
ing his intelligence. You're speaking a 
language he understands and is com- 
fortable with. 


As long as the jargon is either famil- 
iar to him or can be quickly explained, 
you're golden! 


Plus, when the jargon is being 
spoken sparingly by an expert, it adds 
to the expert's credibility. We expect 


doctors to be proficient in the use of 
medical jargon and brokers to use in- 
vestment terminology. And if an Inter- 
net marketer didn’t know and use terms 
ike “SEO” or “Adwords” or "Pay-Per- 
Clicks" — vou probably wouldn’: trust 
him. 

If the term is obscure, however, you 


just include a quick explanation and 
hen move orn. 


It’s easy to see why this builds the 
bond — you're showing him respect ... 


you're using terms that he sees as cred- 
ible and trustworthy ... and your lan- 
guage gives him the impression that you 
really ARE qualified to help him. 


SECRET #3: 
Use Figures of Speech to 
Instantly Enhance 
Your Connection! 


I've made this point in previous 
chapters, but I cannot emphasize it 
enough. It’s so amazing for helping es- 
tablish the bond between you and your 
prospect, 


The problem is that in high school 
and college, we're often told to avoid 
clichés, sayings, analogies, aphorisms. 
proverbs, adages and so on. While that 
may be the way it’s done in Academia 
~ it does NOT work in marketing. Why? 
Because if you had a face-to-face con- 


———— 
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versation with your prospect — or any- 
one else. for that matter — vou'd hear 


tons of these figures ot speech! 


When I say figures of speech, Pm 


talking about expressions like ... “richer 
than Midas" ... "a king's ransom” ... 
“going. going. GONE" ... “mind like a 
steel trap” ... "a picture is worth a thou- 
sand words" ... "laugh all the way to the 
bank” ... and many. many more! Stuff 
that l've mentioned in Chapters 14 and 

5. and what I cover extensively in the #7 
Yay to Elecrify Your Ads premium. 


Don't these expressions instantly 
say. "Hey — I’m not selling vou. We're 
riends sitting down to chat.” Don't 


they get your prospect to grin and nod 


his head? Don't they communicate 
that you're not some corporate ‘stiff’ 
who's arrogantly speaking over your 
prospect’s head? 


Plus. these figures of speech in- 
stantly communicate something that it 
would otherwise take you a sentence 
— sometimes even paragraphs! 


Surprisingly, I've discovered this is 
one of Clayton's BIGGEST secrets. If 
you scan his packages for Weiss Rescarch 
or Health Resources. you're liable to find 
5-10 on a single page! And it works for 
Clayton like gangbusters. These expres- 
sions make his writing much more alive 
and fast-moving, giving it personality and 


energy that makes the package hard to 


put down. 


But be careful, it IS possible to 
overdo it. And there's also the risk of 
using these little expressions at the 
wrong time or in the wrong context. 
This is a landmine, one that will draw 
attention to your words and not the 
sales message. So be sure to use these 
expressions in the proper context and 
with plenty of variety. 


Remember: The more these little 
gens become a part of your vocabulary, 
the stronger your copy becomes! 


SECRET #4: 
Strengthen Your Bond with 
the Occasional 
Obvious Overstatement 


No. I’m not suggesting that you 
should exaggerate when describing what 
your product does. But great writers often 
use an obvious over-the-top phrase to 
demonstrate how intensely their client 
feels about a particular point. 


Once in a health promotion, for ex- 
ample, Clayton wrote: 


“Some surgeons are so 
greedy, they'll gladly cut a hole 
right through you — just (o get to 
your wallet!” 


Was it true? No, not literally. He 


didn't have a story about a surgeon 
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who had literally cut through a patient 
to reach his wallet in his substantiation 
files. But he did know, however, that 
many of his prospects had had hysterec- 
tomies, mastectomies and other surgical 
procedures that were later determined to 
be unnecessary — and that his prospects 


would instantly “grasp” the meaning of 
that exaggerated statement. It helped 
every one of them get emotionally in- 


yolved and on his side. 
Another time. he wrote: 


“This is an absolute night- 
mare for the banks. It’s a razor- 
sharp dagger at their throats. 
And the banks are already be- 
ginning to bleed.” 


Again, this wasn’t literally true. 


Surprisingly enough, you're actu- 
ally respecting your prospect's intel- 
ligence with these kinds of statements. 
You're giving him enough IQ credit 
to see through the fact that it's an in- 
tentional overstatement. with a much 
deeper emotional point being made. 
That's exactly why you use them. 


Because these kinds of expressions 
are perfect when you want to convey a 
strong feeling that wouldn't sound right 
if you came out and stated it literally. 
Done at the right points, they bring you 
and your prospect much closer together. 


SECRET #5: 
Beef Up the Conversational Quality 
of Your Copy and Avoid 
a Dangerous Biumüer 


Great writers speak to their pros- 
pects in normal every-day English, us- 
ing words and phrases theyre used to 
hearing. Yes, that means often pausing 
... (like I just did with that ellipsis!) or 
ending a sentence with a preposition. 
What's the big deal? You're trying to 
communicate here — not ace the SAT 


test. 


So try closing your eyes and imag- 
ining that you're talking to a friend 
about the subject at hand. How would 
you begin the conversation? What 
would you say? What would he say? 
What would you say back? 


You sure as heck wouldn’t refer to 
yourself in the plural with a phrase like, 
“We want to make things easy for you 


You'd say, "Here — let me make 


things easy for you ...” 


Perhaps you've heard various copy- 
writing gurus mention the “Barstool 
Principle.” It’s the long-known idea that 
your copy must feel conversational at 
all times. It’s okay to break grammatical 
rules ... you can begin and end sentenc- 
es with prepositions ... you can bold, 
italicize, highlight or underline words to 
make the copy louder or more forceful 
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... as long as it makes your copy sound 
more like everyday speech. Judge all 
your copy by how much it feels like 
two guys or gals just sitting down, hav- 
ing an informal conversation. 


This is why it helps to read your 
copy out loud to someone else. Make 
sure it keeps flowing like a smooth 
dialogue. Ask your partner to grab you 
whenever the copy feels like “writing” 
and not like a conversation. Your goal 
is for your prospect to forger that he's 
reading and become totally engrossed 
in the mental conversation the copy 
stimulates. 


Do this skillfully and it’s the perfect 
way of telling your prospect, “Hey. 
Tm like you — we think and speak the 
same language.” It creates an instant 
bond. And as we saw with the Cialdini’s 
it’s a sure-fire 


discovery of “similarity 
way to get your prospect to like you 
more ... dramatically boosting your 
chances of making the sale! 


What Nohedy's Ever Teld You 
About Conversational Writing 


Here's another big lesson in this 
area. I remember a copywriting legend 
once say that he cringed when some- 
body would take a piece of his copy 
and compliment him on the writing, by 
asking, "Where did you come up with 
those WORDS?” He would respond 


by thinking, "Oh no, they're seeing the 
WORDS and not seeing through the 
words directly into the benetits being 


presented!” 


Do you see how this principle ap- 
plies to your copy's style and word 
choice? Ultimately, you want to make 
your prospect see through the words 
without ever noticing them — and you 
want him to ask questions like, “Is it 
really true that a one-legged golfer can 
teach me how to hit 400 yard drives? 
That's amazing — I want to learn that!” 
Questions like this are a sign that his 
full attention was on the benefit and 
NOT the actual words. 


Therefore. whatever you do to make 
your copy less structured and more 
conversational — your top priority is to 
be 100% transparent. If he notices your 
words. your sentence structure or design. 
you're a goner, This draws attention 
away from your sales message and your 
prospect begins to notice he's being sold 
by someone, a scenario he absolutely 
HATES. 


Lots of Web copywriters violate this 
rule of transparency by using way too 
much highlighting, bolding, italicizing, 
etc. And response goes south because 
this brings attention to the “writing,” 
preventing the prospect from seeing 
through the writing into the emotions 
and deeper benefits. 
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Notice how people like Clayton and 
experienced masters never overuse these 
layout elements (bolding, highlighting. 
italicizing. underlining. etc.) - they 
format their Web copy to be very clean 
and simple, much like how they would 
for print mailings. Often it’s just the font 
that changes. 


So how does this relate to the bond- 
ing process? Well, I assure you that 
you'll reach your prospect much more 
deeply when you avoid these com- 
mon pitfalls. And as with many direct 
response principles, tabloids are a great 
place to learn. The writing there is sim- 
ple, informal and puts ali of your atten- 
tion on the shocking events or celebrity 
secrets. It never uses language. design 
or style in a way that calls attention to 
itself and distracts the reader. 


Mimic these publications in this re- 
gard and you'll reach your prospects on 
a deeper, more trusting and persuasive 
level, I guarantee it! 


SECRET #6: 
Throw in Valuable 
FREE Information! 


And NO - I'm not talking about 
your premiums or bonuses. I’m talking 
about the content you provide FREE as 
part of your advertorial sales message. 
Every copywriter and direct marketer 
has been guilty of underdelivering free 


information to his prospect at some 
point or another, 


While I'll discuss this in more depth 
in the next chapter, I want you to under- 
stand it in this context. Like so many 
of the other strategies we've discussed 
here — when you provide valuable in- 
formation, it makes you immediately 
welcome in your prospect's life. 


Why? Because almost everybody your 
prospect encounters wants something from 
him. And they're usually offering lite or 
nothing in return. As a result, he tends to 
distrust people all the way until they ve 
earned his trust. 


Great marketers carn a prospects 
trust by providing valuable, FREE con- 
tent before ever asking for money. And 
not just in the direct response industry 
— everywhere! Even multi-billion-dollar 
utans like Google earned people's trust 
by providing the best free search engine 
on the planet. And if you talk to top In- 
ternet marketers, they'll tell you that the 
sites with the highest Alexa ratings are 


the ones with the most valuable content. 


It's for this reason that million-dol- 
lar copywriter Kent Komae once told 
Clayton: "Everything that I do is "infor- 
mational marketing.’ And by that | mean 
putting in value-added information that 
can help people with their problems. 
Whenever ] write a piece, it’s always 


filled with information. with news, with 
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some breakthrough. with something that's 


going to help them.” 


So when you're doing your research 
before a project — don’t just focus on 
the fcatures, benefits and emotions sur- 
rounding the purchase. Remember to 
also keep your eyes peeled for red-hot 
info that your prospect would gladly 
pay for ... and then find ways to incor- 
porate it FREE into your copy. Hell, if 
it's strong enough — it may even help 
give you a kick-butt headline or lead. 


If you look at the control on Figure 
21-7, you'll see an example of what I 
mean. On the top right there’s a side 

bar that gives purely valuable info. It 
doesn't hold it back or promise to reveal 


a secret. This is something very intrigu- 
ing to prospects getting this promotion, 

and communicates that this is more than 
just a sales pitch. 


Either way, providing free informa- 
tion within the copy that your prospect 
would eagerly pay for is one of the 
quickest, easiest ways to build trust. It 
communicates you've got the habit of 
overdelivering, that you're a “giver” and 
not a “taker.” And it gets him thinking. 
"If they're giving this information away 
for FREE, imagine what they'll provide 
in a paid service!” 

He walks away thinking you're 
special — so different from everybody 
who's just reaching for his wallet. And 


he'll welcome your communication 
from that point forward, often shower- 


ing you with his hard-earned money. 


THE THIRD STRATEGY: 
Finding the Right “Selling Voice" 
Every Time 


One of the hardest copywriting prin- 
ciples to teach — but something that often 
makes a world of difference in response 
— is finding the ideal “Selling Voice.” I 
bring it up here because it’s a huge part 
of bonding with your prospect. The more 
your voice resonates with hiin. the more 
hell trust and see you as a friend. And 
the more he'll /ike you, which trans- 
forms your relationship and eventual 


bottom line. 


So how do you find the right voice? 
And why is it so darn hard?! More on 
that in just a moment. 


First] want you to see how NOT 
to employ your selling voice. You can 
quickly get a first-rate education on 
the worst ways to "voice" your copy 
by searching online for products. More 
often than not, you'll find Web copy 
written in a loud, hypey, exclamatory 
kind of voice that turns prospects off 
and sends them running for the hills. 
This style of copy gives direct response 
& bad name. 
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CHINA STRATEGY #3 


Get Outta Town 


The disruption caused hy China's ramd growth and 
dangerous ambition will be contained. The lid (blown off by our 
fend Bill Clintont will he slammed hack on. The Chinese 
dragon contained, But it will take years. if not decades, and you. 
in the meantime, bave a future so plan and a life to live. 


Here at Young's Inieliigenve Report. we have never drawn a 
your life and your weuhk, Euch should enhance and 


line berwi 
enable the other. 


A portfolio is your dreams. simply arrauged in xcorccard 


format. 


China will intrude upon those dreams of vours--let me 
assure you of that. But 1 have shown you how to take advange 
of this upheaval and shicid yourself [rom thut tikel fallout. Most 
advisors would quit there, but 1 don't. 

Consider this fact: 76 million people are nugraung eut of 
suburba. This is a trend thar is likely to be accelerated hy ihe 
uncenaimy that comes with China's growth. hut even if it isn 
you will still he made wealthy by Ls 

With housing in a bubble in some areas. should we avoid 
housing stocks and REITs? Without doubt, values wii plunimct 
in the worst areas (Le; most of California. where there arc more 
real estate agents than houses for sale!) But housing markets are 
very local. and where the rush uf of suburbia and jae the 
countryside is in full farce. real estate will continue 10 prosper. 


The Kinder, Gentler Florida 
The northeast cous! of Florida is a glorious example, Check 
oul Ihe lite town of Apalachicola, population 2.600. stately 
inns. homes with deep porches, oyster hoats docked along the 
river. Even the beaches are certified the best i 
sand is pure silk. 


America—the 


Hemingway would be at home here. Hs a kinder. gentler 
Florida than most people know these day: 


And it all cost 50 cents un acre—originally, 


Nowadays, ap acre runs close to a million dollars. 


Multiply tat by a million acres. and you'll sec that the 
devclopment company sitting on this treasure is wart two. five, 
even ien times its current share pr 


Here's the maih: Promiten fats in this arca ge eas 
WW)ODO. but let's be conservative und fig 


$500,000, The company has a marker cap of $3 bilhon. 
Divide shar by its million acres, and vou can sec iat 


the market putts à value of S5. 


UN) per acre on this land. 
So the fair value af che stock is aciuadly one turatred 
times what itis todas! 


Buy ii now: WCs difficult te heep a treasure the size of 
Delaware secret for rnuch longer! Complete deturls in your free 


teport Ger Oua Town. See page 19 for ordering information, 


teentinued on noit paget 
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Best Places to 
Live, Invest 


—live a larger life in a smaller place 


uie in 


e are in the speculative blow-ofl phase of real 
WI. parts of the country. But unique, freestanding 
bomes in the following areas are most likely to withstand a 
correction and increase in value over the neat decade: 

C Si, John’s River, south of  @ Elsworth. Maine 
Jacksonville, Florida © Winter Park, Florida 

© Old town, Naples. Florida — £y Dorset, Vermont 

© Beaufort, South Carolina — g Amelia Island, Florida 

Q Austin, Texas © Blue Hills, Maine 


© Aiken. South Carolina 


© Fairhope, Alabama 


Urban Blight 
—what a billion squatters 
tell you 


ONSIDER YOURSELF WARNED JF YOU OWN ANY REIT. 
(O or piece af real estate associated with downtown 
office buildings or apartments. The brave wlk of 
revitalization and gentrification is. in 90% of all cascs. pure 
hogwash. 


Hopefuls wha hang on will sce crime, blight. 


homelessness and diseuse swallow up therr investments. 


A bilhon squatiers (soon Lo be two) m the world's cites 
tell vou what you may not want to know: the cities of 
tomorrow will be abandoned to the poor and desperate. 
while the wealthy and talented videoconference und network 
busily from besides their swimming poots in 
places you can't even find on a map. 


In your special report. Cet Outta Town 
I show you which investments, REITs and 
stocks will win, and which will Jose us high- 
achievers take their low orbit satellites. fiber Y 
opties and cable modems and make a living Yours 
in the country. Free! 


Special webs 


goto wmimcniteliaota 


port onsena 
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In contrast, the best writers on the 
planet not only have a very powerful 
"natural" selling voice - they also have 
the ability to switch voices, catering 
to the specific situation and prospect 
they're addressing. 


It makes sense ~ you wouldn't write 
the same to a 60-year-old woman in- 
terested in dream interpretation as you 
would a twenty-something guy who 
wants to purchase herbal Viagra. Being 
able to adjust your voice effectively 
allows you to bond passionately with 
prospects in a wide variety of markets 
-.. and successfully sell anybody just 
about anything. 


YOICE TIP #1: 
Why Slave Away 
Finding Your Selling Voice 
When You can Easily Steal One? 


Now if you're just beginning or still 
haven't found your unique selling voice 
— here's some great advice: STEAL the 
voice of another top writer! Okay, that 
sounds extreme. But I’m only half-jok- 
ing. I’ve found this simple secret to 


work like magic. 


Just take two, three or four great 
writers whose voice you'd like to emu- 
late or incorporate into your writing. 
Make sure they're good. Damn good, in 
fact, because you WILL start to sound 
like them. Next, copy out their sales 


letters long-hand. Do a little from each 


writer every day. 


Since this practice simulates the 
process of YOU writing from THEIR 
perspective, its like you subconsciously 
begin to steal their selling voice. And the 


best part? This practice allows vou to see 
results from the very first day! 


Here's what I did (and still do): I 
found four writers that I resonate most 
with, and ] developed the discipline of 
reading and copying out some of their 
stuff each and every day. Over time, it's 
helped me to create my own unique voice. 
I've created a blend of my own personal 
style ... spiced with powerful voice ele- 


ments from each of these greats. 


Plus, this process helps you tackle 
your weaknesses in a whole new way. 
1f you have trouble adding emotion to 
your copy — find a writer that's great at 
writing emotionally and copy out his or 
her stuff as practice (Clayton's a great 
one to steal from). If your writing is 
too laid back and lacks force. grab the 
controls of a more forcefuf wrierand C 
get busy. (I suggest someone like John 
Carlton.) You get the point. 


You'll hone your writing chops and 
selling voice like crazy with this simple 
practice. I highly recommend it! 
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VOICE TIP #2: 

Adapt Your “Selling Voice” 
to Make Yourself 
Truckloats of Money 
in Niche Markets 


Why else is your voice important? 
Because if you’re selling online, the 
rage now is niche marketing. It's about 
finding an untapped market, well-de- 
fined enough to create a product and 
killer pitch for ... and yet still sizeable 
enough to make it worth your while. 


To really go in and conquer a 
niche. your copy needs to be written in 
a voice that resonates most deeply with 
the readers of that niche. 


This means with every new niche 
you'll adapt your voice to whatever besi 
Suits your prospect — whether it's male 
or female fifty-somethings, organic gar- 
deners ... yuppie guitar aficionados ... 
extreme martial artists ... teenage punk 


rockers ... or anyone else. 


The key is to speak in the language 
they're most used to hearing. Go the 
extra mile to understand their slang 
and favorite words. Do this thoroughly 
and finding the tone that perfectly 
matches your product to tbeir feelings 
becomes a breeze! 


This is really an A-list secret: Get 
to know the slang, jargon, figures of 


a s RR ise 


speech, and speaking style of your pros- 
pects. If you want them to see you asa 
friend and NOT an outsider, you must 
instantly show them that you're hip to 
their language. They want to deal with 
somebody who's “down” with them 

— not some greedy ‘stiff? trying to barge 
into their life and take money. 


Besides, NOT knowing your 
prospect's distinct language is the surest 
“tip-off” that you're just some imposter 
salesman. You can't be uusted. It's like 
promising a golfer he'll be able to hit a 
hole-in-one on a par 5 or promising a 
tennis player you'll show him how to 


hit 160 mph serves. 


Fortunately, most prospects are very 
open to helping you out in this depart- 
ment, Just ask revealing questions that 
tease out what kinds of favorite words, 
Sentences and desires are most natural 
to them. Ask a bodybuilder what he 
wants to feel like after a workout, or a 
golfer how be wants his buddies to re- 
act when he birdies a hole. Frame your 
questions skillfully and you'll be get- 
ting them to coach you on their insider 
lingo for FREE! 


Finally. incorporate these words 
and speech patterns into your copy 
and you'll create a bond that puts you 
light-years ahead of your competition! 


ee 
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VOICE TIP #3: 
Remember WHO the 
Copy Is Coming From! 


Your selling voice also must fit in 
with your editor or spokesperson. For 
example. if you're writing or market- 
ing for a subdued female doctor, you'll 
sound ridiculous making a loud, ranting 
and raving sales pitch. 


So take that into account. You want 
to write in a voice that matches the per- 
son standing behind the product. 


One of the surest ways to accom- 
plish this is to speak extensively with the 
editor or spokesperson prior to writing. 
and really get inside their head. Tape- 
record your conversations if you can. 
Notice where they pause. where they add 
emphasis, what kinds of words they use. 
if they re sarcastic, funny — any nuance 
you can about how they communicate. 
Also. get a feel for how they write by 
checking out past articles, newsletters, 
books — anything they’ve written. This 
will give you a sense of their stylc. 


Figure 21-8 shows an example 
of this — it's a Phillips promotion that 
Clayton wrote for marketing legend Jay 
Abraham. One of the things Clayton did 
1o make this promotion successful was 
to speak extensively with Jay (they're 
old friends) and get a feel for Jay's style 
of speech, vocabulary and approach. 


That way, the copy authentically felt 
like it was coming from Jay himself and 
it made all the difference in response! 


But also be careful when you're 
reading materials written by — or speak- 
ing to — a doctor, financial advisor or 
other professional — because they're not 
copywriters. Chances are they write in 
a more subdued. academic style. rather 
than how they actually speak. For ex- 
ample, doctors are used to writing for 
journals or to other doctors, colleagues. 
nurses, etc. They’re NOT experienced at 
writing to prospects! 


That's why you don't want to com- 
pletely mimic their writing style. Just try 
to extract the positive personality-indi- 
cators vou can find in their writing and 
pepper them into your copy wherever it 
feels needed. 


Now That You Know How to Bond, 
Put this Process to Work for You 
Right Away! 


By now you see that if you really 
want to maximize the response on every 
promotion you ever write, you MUST 
find ways to bond with your prospect. 
You'll begin by using different strate- 
gies (similarity, familiarity, creating an 
enemy) that you got in section one. 


Then, on a tactical level, you 
learned secrets for making your writing 
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DECEMBER p 


$10.00 


SPECIAL REPORT #3 


“In The Next 60 Days, l'Il Help You... 


“Write Your Own Ticket 
to Business Success!” 


POWER UP 


Your Business! 


WAKE UP 


Your Customers! 


BILE VP 
New Profits 
and Income! 


5, .. With 
j Power 
Principles 
of Business 


Builders Who 


Get Rich!” 


GE UP 


Your Employees! 


INSIDE: 


Legendary 
Business Builder 
Jay Abraham 


Reveals 


How You Can 
Bridge The Gap 
Between Where 
Your Business Is 
Now And Where 
You WANT It 
To Be! 


JAY ABRAHAM—the 
amazing sales and 
marketing expert who 
has helped more than 
9,700 companies 
generate over $3 billion 
in new revenues! 


Liberate 
Yourself From 
Business 
Frustration 
and Boredom! 


Break through the 
barriers to greater 
success and profits. 
It's easy! 

Page 3, INSIDE! 


Awaken Your Get Twice As 
Customers! Much Done in 

The secret to getting your HALF the Time! 
customers to pursue you Amazingly powerful mental 
and virtually beg you lo — tools that cause your busi- 


sell them more! PLUS: ness 1o grow two, three, up 
How to remove the to ten times faster than vou 
mental blocks that stand ever thought possible. With 
between you and the less work, less worry and 
success you deserve! less risk Ihan you have 
Page 15, INSIDE! now! Page 6, INSIDE! 


Take Control of 
Sales and Profits! 
Ever feel like your husi- 
ness owns you-—not the 
other way around? Here's 
the simplest wav 10 get 
back on top of your busi- 
ness— YOU! decide how 
high your sales, profits 


and income vill be! 
Page 1, INSIDE! 
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more persona] and more conversational 
— by personalizing stats and figures, by 
talking ro your prospect, by using lan- 
guage (including slang, jargon, idioms) 
that he’s used to hearing. by providing 
free information — all of these cause 
your prospect to receive you with open 


amis. 


Finally, you've got A-list secrets 
for nailing the right voice in your copy 
— so that your message really hiis home 
emotionally. Do this right and your 
reader will be absolutely thrilled to 
work his way through your promotion. 


Even if you've already written 
much of your copy at this stage, you 
can go back and find ways to add these 
elements. Some of them will apply. and 
will make your copy dramatically more 
personal and appealing to the prospect 
you're writing to. 


With practice, they'll become sec- 
ond nature. You see, master copywriters 
put all of these secrets together in their 
copy, almost every time out. They're 
proven to boost response and backed 
by clinical psychological research. 


As usual, study the examples of 
these secrets in Figures 21-1 through 
21-8 and look at adding even better ex- 
amples to your personal file. You'll im- 
prove faster and you'll grow your ability 


to hit bigger winners. more often! 
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Sales Psychology 


Because you're in the latter stages of 
your writing process — and you've worked to 
understand many advanced concepts throughout 
this course -- you're ready to start reviewing. 
writing, and editing with persuasion and bond- 
ing in mind. 

And that's because. at the higher levels, 
successful selling is all about making friends. 
The more you can make your copy feel friendly. 
helpful. non-threatening — like it comes from 
Someone the prospect deeply likes and trusts 
— the better your response will be. 


These secrets apply across the board — to 
your website, your e-mails, sales letters — all 
communications you have with the prospect. So 


here's what you need to keep in mind ... 


1. To maximize your influence, your goal is to 
make friends with your prospect: 


a. Show your prospect that you're 
similar. 


b. Get in front of your prospect more 
often. 


c. Create an urgent need for cooperation. 


d. Reveal the deadly, disgraceful enemy. 


* ene PE ARE ETERS RITE 


Chapter zi Action Srego 
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e. Dimensionalize the heck out of your 


enemy. 
f. Verbalize your full emotional response 
to the enemy. 


g. Use the feeling of powerlessness to 
deepen your bond. 


h. Putall of these feelings into the 
passionate voice of your editor or 
spokesperson. 


i. Sell yourself first before selling 
anything else. 


ns] 


Strengthen the bond: 
a. Talk directly to your reader. 
b. Use jargon in the right places. 


c. Use figures of speech to instantly 


enhance your connection. 


d. Strengthen your bond with the oc- 


casional obvious overstatement. 
e. Beefupthe conversational quality of 
your copy. 


f. Don't overly format your text so that 
the reader sees through your text and 
gets stuck on the words. 


üa 


Throw in valuable free information. 
b. Find the right "selling voice.” 


Now, if you can, go back through your copy 
and see if there are places where you might 
better bond with your prospect. This may mean 
that you add sections to it ... it may mean that 
you personalize it further ... feel free to use 
anything you learned in this chapter. 


REED... ns d 
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Take advantage of this process to examine 


and refine your copy from a higher vantage 
point. Use it to ensure you're following the 
same immutable principles that master sales- 
people follow. so that your copy performs at its 
highest possible level. 


———— M 
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Information Marketing — 
How to Sell the World's Most 
Profitable Products 


In this Chapter... 


m How to write breakthrough promotions for 
any kind of information product — whether 
it's a book, CD, DVD series, course or any- 
thing else ... 


m The secrets of effectively “teasing” your 
prospect into ordering (this technique is so 
seductive and so valuable, you'll find yourself 
using it over and over again for the rest of your 
life) ... 


m The best way to study and review an information 
product, so that you have everything you need to 
craft a winner — right at your fingertips ... 


a And much, much more ... 
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ow that you've gotten through 

the entire writing process, I want 

to use this chapter to address a 
specific kind of promotion — the process of 
writing copy for information products. 


Why? Because let's face it ... The 
ability to sell information products is 
one of the most essential skills a direct 
response pro like you could ever master. 


Need proof? Just look at the many, 
many examples I’ve provided through- 
out this course! The majority of the 
control copy you've seen has been for 
information products. 


On top of all this, more info prod- 
ucts are being sold now than ever be- 
fore. Virtually all the top copywriters in 
the world have this skill down cold ... 
and the opportunities to grow rich in the 
information produets biz are literally 
boundless. 


But you might be wondering, 
"What makes the process of writing 
copy for info products unique? How 
does it differ from promoting other 
products? And what are the steps in the 

process? " 


These are just a few of the questions 
we're going to answer together in this 
chapter. 


By the end of it, you will have 


learned exactly how to take any book, 
CD series, DVD collection — whatever 


type of information product you're 
faced with — and write copy that show- 
cases its strongest benefits ... teases 
everything the prospect will find inside 
it... and then compels him to place his 
order. 


12 Stens in the Process 


These first seven steps in this pro- 
cess have all been covered in previous 
chapters, But we need to quickly review 
them, within the context of selling in- 
formation products. (Really, everything 
I’ve covered to this point applies to sell- 


ing info products — but I’ve focused on 
the steps that change slightly when sell- 
ing information. This will make sense 
as the chapter progresses.) 


With that accomplished, we can 
then move onto the powerful new steps. 
you need to sell info products like the 
masters do. 


Step #1: 
Research your 
Product, Prespect and Market 


The first thing you're going to do 
when selling an information product is 
the same as always: Research. And that 
means ... 


» — You'll uncover all the features of 
your product, the story behind 
it and more ... With information 
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products, the physical features are 
typically less important than the 
"content features.” Let me give you 
an example. On Figure 22-1. you'll 
see the main features for Frank 
Kern’s Mass Control Internet Mar- 
keting product. Notice how these 
various components of the product 
are pretty “stripped down" — and 
that’s what you want at this point. 
Benefits aren't needed, as we'l] get 
into them in your next step. 


Also, be especially thorough in list- 
ing out your content features. Conrent 
features are the specific categories/ 
groups of information your product is 
going to be delivering. It's really what 
your product covers, and is all about. 
Virtually all the features listed in Fig- 
ure 22-1 would fall into this class. 


To do this, you'll need to exten- 
sively review the product. That means 
reading, listening to it, or watching it 
and taking detailed notes. (More on this 
in a later step.) 


» You'll also need to understand 
your prospect’s most relevant 
desires, beliefs, feelings and behav- 
iors ... For information products, 
this means figuring out what drives 
him to wan this kind of product and 
why ... what his past experience 
(if any) has been with similar info 


products ... how/why he feels this 
information could transform his life. 


» And you'll dig into your market, 
figure out how sophisticated and 
aware it is - and what trends are 
currently affecting it ... Specifi- 
cally. you'll want to pay special 
attention to competitive info 
products being sold in the same 
(or similar) categories as you. This 
will give you TONS of priceless 
information about how you're go- 
ing to differentiate your product in 


the copy. 


Step #2: 
identify, Select 
ani Dimensionalize 
Your Strongest Benefits 


In step #1, you will have already 
listed out your product’s features. That 
could include anything from the number 
of pages in vour book ... to the spe- 
cific ‘modules’ vou're offering in your 
course ... the basic information covered 
on your CD ... or any other relevant 
feature, especially the content features. 


With that in place, vour job is to 
then take those features and convert 
them into the following types of ben- 
efits: 
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Feature’s of Fra ontrol Program 


1) 4- Week "30 Days to Mass Control Millions" Video Training Implementation 
Program ($7,995 Value) Four (4) action-oriented video training sessions where I will 
walk you through all the steps to conceiving and building your Mass Control campaigns. 


You'll learn how to use Mass Control in eMail, Website Copy, Live Action Videos, 
Screencams, Podcasts, Downloadable Audios. PDF Reports, and even blog posts. 


Pius you'll get simple "Mass Control Money Magnet" templates you can use to swipe my 
techniques. 


Here's how the modules break down: 


Module i: Planting The Seeds For Total Domination - Including REAL EXAMPLES 
from my actual businesses. 


Module 2: Creating Your Character And Mass Control Story Line 


Module 3: The Actual FORMULA Behind Mass Control, And How To Use It For 
Maximum Profits. 


Module 4: Firing Your Silver Bullet — where I take you by the hand and walk you 
through getting your first Mass Control campaign up, running, and bringing in money. 


2) Three "Feet To The Fire" Q&A Sessions ($485 Value) 


These are the live Q&A calls I held with participants so they could ask questions specific 
to their businesses. 


3) Printed Video Transcripts for Each Module ($788 Value) 
Also includes the slides from my video presentations. 
4) Unlimited Access To the "30 Days" Members Area ($697 Value) 


I'm continually adding new content and new strategies to the program, and this member's 
area is where I post this content. 


5) Free Access for 45 Days to My "Mass Control Monthly" Club ($445 Value) 


Each month, members of this group get to "look over my shoulder" as I run my different 
online businesses. 

Currently membership in this group is $397 a month, but you'll get 45 days free and after 
that time you can choose to renew at the charter membership rate of only $297 a month. 
6) The first 100 signups will also get: The Four-Day Cash Machine! This the "fact 
action" strategy members have used to make money within their first week of access. 


TOTAL COST FOR ENROLLING IN THE PROGRAM IS $1997. 
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» Functional benefits — what each 
feature actively does for the pros- 


pect... 


»  Dimensionalized benefits — the 
expanded, vivid description of 
how that benefit looks in your 


prospects life ... 


» Emotional benefits ~ how each of 
those benefits make the prospect 
feel ... 


For example, go back to Figure 
22-1. You'll see that under #1, there's 
something that says “Module 2: Creat- 


ing Your Character and Mass Control 
Story Line.” So that’s a feature of 
Frank’s info product. And here’s what 
some of the functional and dimension- 
alized copy would look like (1 pulled it 
from his actual landing page): 


aOR ak 


Now, for the first time ever, 
I'm going to show you exactly 
how to create these characters 
and story lines to use in your 
own campaigns ... and I'll "pull 
back the curtain” and show you 
real examples from my actual 
businesses where I’ve used each 
storyline to make a fortune. 


... Examples you can model 
after or just plain swipe, and put 
to work for vou immediately. 


ae ek ok 


Notice how the feature is expanded 
into what’s being done for the prospect 
(functional benefit) ... and the expand- 
ed (dimensionalized) benefit of being 
able to swipe them easily and make a 


fortune in the process. 


Once you're clear on all the bene- 
fits, you'll rank and select them in order 
of importance to your prospect and then 
move on to proof... 


Step #3: 
Gather the Necessary 
Proof Elements 


In this step, you'll carefully match 
proof elements you discover in your re- 
search with the most powerful benefits 
your information brings to the prospect. 
For example, if you look on Figure 
22-2, you'll see an example of an info 
product being sold by a top copywriter. 
The product in question is Dr. Julian 
Whitaker’s Health & Healing newslet- 
ter. 


Notice how the little bullets at the 
bottom reveal key benefits (these are 
the benefits the prospect has consis- 
tently responded best to). And notice 
how a credibility element is attached to 
virtually every single one. For instance, 
you see the following proof/credibility 
elements: Studies by a major university 
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IN THIS `| 
BRAND NEW 
ISSUE: 


Can glucosamine, chondroitin, calcium, 
vitamin D and saw palmetto all be... 


What's with all the new anti-supplement studies 
| The truth is more alarming than you dreamed., 


Jalan Whitaker. MD. - 
SUE ; ro 


PLUS: 27 New Breakthroughs 
from the legendary doctor featured on USA Weekend TV! 


RIEW? Thousands of bypass candidates —healed! NEW! Breast cancer conquered by 2-cent vitamin? 
By a secret so simple, it's almost absurd... NOT a fraud. Scientist won Nobel Prize twice, and patients 


gt it i imes longer... s 
MEW I y stroke co! D who get it live 6 times longer page 1. 
New study at University of Pennsylvania... puge7 — RE WAIT Doctor's 99-cent find bests blue pill, even 


MEWY! Before you put mom in a nursing home, 
take just 30 days. Now look! No more dementia........ page 8 


H . 3 NEW? “Missing link" bone mineral blows away 
KEW! The 20-minute Parkinson's Miracle proven — yesterday's calcium formulas, boosting density 14.4%.. page 2] 


beats testosterone therapy! Proven in two new, 
peerreviewed studies. 22355 more "rise" ees page 14 


by independent researchers! coco page 9 
FEW! Navy SEALs adopt doctor's 4-day pain cure. 
Want to call them a bunch of gullible rubes?................ pagel | 
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... independent researchers ... military/ 
Navy Seals ... Nobel Prize winning 
scientist ... doctors ... various forms of 
specificity (14-day. 20-minute, 2-cent, 
123% more, 14.4%). 


Look at how these bullets on the 
cover are “selling” him on reading the 
inside of the magalog. The first bullet, 
for example, attempts to get the pros- 
pect to go to page 6, so he can learn 
how anyone with bypass worries can 
easily be healed. 


Then, if you go to Figure 22-3, you 
can see what's actually on page 6 of the 
magalog. The entire page focuses on the 
heart-related benefits of the information 
producUpremium — Bypass Candidates 
Healed. And more proof is offered via 
case histories, research and documenta- 
tion. (You'll also see that the “adverto- 
rial process" is being used on this page 
~ bonding and teasing the prospect with 
valuable free information — which we'll 
talk about more in jus: a second.) 


Another crucial proof element you 
must always consider is testimonials. 
You'll want to select testimonials that 
back up every major benefit you've 
promised in the copy. 


For info products, it’s especially 
important to focus on “results-driven” 
testimonials versus "satisfaction-driv- 
en” ones. Let me explain. When you 
sell any product (and this is especially 


true with info products) you're going to 
get two different kinds cf testimonials: 
[he first type is when your prospect is 
just blown away by the quality of the 
information ... how much content you 
deliver ... how superior it is to what ev- 
eryone else is offering ... and so on. 


These testimonials are great. They 
prove that you're delivering fantastic 
information ... and it’s important that 
your prospect believes that this is the 
case. 


But it’s not enough. Your prospect 


also needs to see that real people are 


getting the specific results vou 're prom- 


ising. For example. say that you're an 
efficiency expert selling a product that 
helps business owners streamline their 
operations and make more money. To 
succeed and command a high price 
point, you usually need to convince 
prospective clients of two things: a) that 
by using your product, their businesses 
will become noticeably more efficient 
... and b) they’l] make much more 
money by using your product, 


And one of the best ways to do this 
is by offering real testimonials from 
previous clients — people who explicitly 
say that you helped give them a specific 
increase in efficiency, and boost in 
profits. Clients who say something to 
the effect of, “I used John Doe prod- 
uct for 3 months. My business became 


ee 
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and that 


E How to clear blocked carotid 
arteries with norhing more dai 
than soy exiraci! Rosemary and 
many others could tell you it works 
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Bur the doctor who healed her has 
done it for thasands a? “hapeless” hy 
candidates. need are viramins. fish oi] and vegetable 


, | | 
Doctors (ƏC) | FROM HEART FAILURE | 
cholesterol EH ; ks! 
PROVEN mnes cscs sti to perfectly healthy—in weeks! 
FDA forced to approve breakthrough | 


Why trade high LDL cholesterol for 
liver damage? Statin drugs arc well-known 
to attack vour liver. and even niscin 
therapy has ii s. Yet Dr. Whitaker has 


i 
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i 

| 
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| 
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finished her off. She was wheelchair-bound, she could barely breathe. and 
her body was so swollen with edema, the fluid was weeping from her legs. 


| 
| 
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slash your “bad” LDL cholesterol up to our walking and shopping! 


What did it? Believe it or not à set of pressurized cuffs! Sort of like giant 
blood-pressure cuffs, they fit over your arms and legs. Then they squeeze 
blood fram your extremities back 10 yoar heart and lungs. 


inexpensive vitamin that prore: 
from liver damage! Let Dr. Whitaker 
show you the new clinical proof about 
Pantethine. Nothi cheaper and safer 
so why not give it a trv? He'll explain 

how much to take and where to find the 
right kind. A1] the facts are in your FREE. 
REPORT. BYPASS CA 
HEALED. RSVP today 


Sound silly? But the effects are so miraculous, that a reluctant FDA was 
recently forced 1o approve it, Thanks to Dr. Whitaker. now this therapy is 
available nationwide and your loved ones can obtain it too. Ful! details in 
your free report. BYPASS CANDIDATES HEALED, RSVP for your FREE 
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31926 more efficient ... and we made an 
extra million dollars in profit because 
of that. ^ 


Notice how much more powerful 
this is than a client saying something 
like, “The best product on the market!” 
-.. or "T eouldn't be more satisfied!" 
Sure, these kinds of statements tell your 
prospect that people like your product, 
but they don’t direcily prove to him that 
he'll get what he wants: a) more effi- 
ciency and b) more money. 


Simple, right? But you'd be as- 
tounded by how few copywriters and 
business owners actually push their 
customers to give them these kinds of 
specific, results-driven testimonials. 


Step #4: 
Clarify Your Offer 


Information products are notorious 
for having more complicated offers, 
and so it’s crucial that you get a grip on 
your offer very early in the process. 


For example. newsletters often 
provide a monthly publication that’s de- 
livered via first-class mail, plus a whole 
slew of exciting premiums. 


But you might be faced with pro- 
moting a DVD course ... a monthly CD 
interview series ... an e-book ... the 
possibilities are endless, 


The key is to get crystal clear on ex- 
actly what's being offered ... the com- 
ponents of the product ... the free gifts 
... the pricepoint ... how it’s going to 
be delivered ... whether or not there’s 
a deadline ... any pertinent information 
that must be included in the copy. 


You see, knowing this in advance is 
essential for the success of your copy. 
For example, if you’re making a soft 
offer — vou can be very liberal with the 
word ‘FREE’ throughout the copy. You 
can tell the prospect he can test out the 
product free for a certain number of 
days, because it’s the truth. He doesn't 
need to send money upfront. 


Here’s an example of this: 


pot ee 


In a moment. II tell you 
how to claim your FREE trial 
subscription to Bortom Line 
Personal, plus a FREE copy of 
our TOP 20 SECRET REPORTS 
OF ALL TIME ... and a FREE 
volume of our new, 53.000- 
word blockbuster expose, THE 
FORBIDDEN FILES, 


Th ak oR ak a 


These statements can be made in the 
copy because it’s a soft offer (hence the 
phrase ‘FREE trial subscription’) and 
because the other two items listed are 
premiums. But there would be no way 


——— 
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to put this into the copy without perfect 
clarity on the offer. 


The moral of the story is simple: 
Be sure to find out everything that's 
included in the product ... the premi- 
ums/bonuses ... what it’s going to cost 
... whether the payment must be paid 
in advance, in installments or not until 
he’s tried it for 30 days ... how its go- 
ing to be delivered ... and anything else 
that’s offer-related. 


Step #5: 
Figure Out Your 
Big Selling idea 


The next key step in preparing your 
info product promotion is to figure out 
the Big Selling Idea. As you know, this 
is the central idea that drives your entire 
promotion - the idea which, once your 
prospect accepts as true, makes buying 
your product the easiest, most obvious 
choice. 


Remember, all information prod- 
ucts are idea-driven. Sure, they may be 
practical — they may contain exercises, 
actions steps, and so on. And sure, they 
offer him concrete benefits like more 
money, success in dating, better health 
and more. 


But behind all of these practical 
benefits and action steps always lies a 
core idea (or set of ideas). Your job is 


to find the most attractive, most unique, 
central idea ... distill it down to its very 
essence ... and then use it vo unify and 


drive your promotion. 


Let me give you an example from 
one of the best ever writers at this, Gene 
Schwartz. Obviously, F ve talked a lot 
about Gene in previous chapters — but 
in no area may it be more fitting to 
praise than in the field of selling infor- 
mation. You see, Gene was an absolute 
genius at selling books, courses and 
newsletters — the dominant types of info 
products of his day. 


And he did so by consistently hon- 
ing in on the single most powerful idea 


that the product represented. The idea 


that would grab the prospect’s atten- 
tion ... thrill and excite him ... the idea 
that represented exciting benefits and 
transformation ... the idea that would 
change his life. 


If you look at Figure 22-4, you can 
see an rather unconventional example. 
It’s far different from most of the ex- 
amples I've provided to date. It's about 
a book on Eastern Philosophy, present- 
ing concepts like “detachment from the 
body" ... “universal oneness” ... not 
necessarily the easiest benefits to sell to 
Westerners! 


But Gene found a way. He distilled 
the core idea into something like this, 
“If you can break free of your condi- 
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remove your fear 
of death forever 


It could teach you-for the first time in your existence- 
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tioning. vou will no longer fear death — and 


you can feel outrageously alive TODAY." 


He positioned it as a sort of rebellion and 


you can see this in the final few paragraphs: 


abe 


This is not only a volume of 
philosophy so beautiful it might be 
called poetry — it ts also a handbook 
for mental and emotional rebellion 
... This then — above everything 
else ~ is a textbook on how to get 
out of the rat-race, today. It is, to 
repeat again, completely subversive. 
It says quite bluntly that there is no 
future: only a succession of presents 
that are too precious to be thrown 
away. That the prime rule of life is 
to live; not wait. That you must do 
what you do to be doing it. That 
you must make your life - now— a 
series of ends, not means. 


And it shows you how to do 
this, quite vividly. 


LIIII 


Let me also remind you, that while 
I have not read this book, I can virtually 
guarantee that it's fairly dry and boring. 
But Gene found a way to draw out the core 
idea, and then make it sexy for the pros- 
pects this ad was going to. 


So in considering the Big Selling Idea 
of your info product, ask yourself ... 


» Knowing the chief benefits of this 
product and what they mean to the 
prospect — what 5 the single most 
powerful idea this product represents? 
In other words, what core idea - once 
embraced by the prospect — makes 
these chief benefits possible? 


» Will this resonate powerfully with 
the prospect? Will he quickly rec- 
ognize it as transformative and life- 
changing? 


» Does it truly stand out, separating 
you from competitors selling similar 
information? 


Once you have your Big Selling Idea 
figured out, you’re ready to move to ... 


Step #6: 
Select a Theme and Lead Approach 


As we've discussed in the past, your 
theme is how you showcase your Big Sell- 
ing Idea. For example. maybe your idea 
is well suited to a story-based approach. 
Or maybe your central idea extends from 
something that’s been in the news. In that 
case, you'd use the topically-driven theme. 


The main theme/lead approaches we 


covered earlier in this course are ... 
Conspiracy — When your Big Selling 

Idea is subversive in nature, when the focus 

is something “they” don’t want your pros- 


pect to know ... 
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Big Benefit — Your approach centers 
around the powerful. unique benefit be- 


ing offered to your prospect ... 


Proposition — If your Big Selling 
dea is simple and your offer is much 
stronger than the competition, than just 
eading with “give me this ... I'l] give 
you that" kind of proposition can work 


best ... 


Dominant Emotion — When your 
core idea triggers ultra-powerful emo- 
ions in your prospect ~ such as anger, 
betrayal, fear or anything else — then 
his is often the best approach to take ... 


Intrigue - Other times, vour idea 
will be so fascinating that you simply 


ead with an intriguing statement and 
explanation (one example we've cov- 
ered before is Parris Lampropoulos' fa- 
mous headline, How Doctors Stay Well 
While Treating Sick People All Day) ... 


Testimonial — Just like the famous 
example of the Jared/Subway com- 
mercials, your theme can be all about 
the miraculous success of a happy 
customer. In this case, the customer's 
amazing experience symbolizes the idea 
of transformation and benefit ... 


Story — Use this when the story be- 
hind the creation of your product (or the 
story about the impact your product is 
having on people) is especially engag- 
ing ... 


Topical — When there's a powerful 
current event surrounding your product 
and your Big Selling Idea focuses on 
that. use this approach ... 


Now let me give you an example. 
On Figure 22-5. you'll see the lead 
Copy for a promotion that uses the Con- 
spiracy theme approach. If vou could 
read a little further in the promotion, 
you'd see the Big Selling Idea is the 
combination of the problem and the 
Solution: 


oko 


Because of an old, tired, 
and extremely ineffective way 
of investing. One that's making 
"industry professionals" richer 
by the day, while siphoning offa 
big portion of your returns. (Up 
to a full 80% over your invest- 
ing life, as you'll see in just a 


moment.) 


v's the crime of the century, 
but not one punishable by law. 


LEZILI 


So that's the problem. The solution. 
of course, is the new way of investing 
(offered at the end of the promotion) 
that's subversive and wildly effective. It 
allows investors to rake in a completely 
safe 22.8% on their money, year in and 
year out. 
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Why a desperate cartel 
. would gladly spend Billions t 
stop you Rom readin ts bulletin 


Hint: It would be a small price to pay to preserve 
their lucrative racket. Discover inside the clever 
ways they rip you off. How you éan protect 
| yourself from their dirty tricks. And how two 
famous brothers and a powerful industry insider 
can help you beat Wall Street at its own game. 
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That's how the conspiracy theme 
works. It builds up the enemy (the prob- 
lem). the injustice being perpetrated 
against the prospect ... and then prom- 
ises a powerful new solution. 


The point of this is simple: When 
you've clarified your Big Selling Idea, 
and you've matched it to the right 
theme approach, it becomes much 
easier to structure and lead off your 
promotion. That's because each theme 
approach has set guidelines that stay 
constant — helping you to know exactly 
what to include (and exclude) from 


your copy ... 


Step #7: 
Dutline Your Sales Argument 


At this stage, you know quite a bit. 
You've thoroughly researched your info 
product. your prospect and the market 
you're selling into ... the benefits your 
information brings to his life ... the 
proof ... your offer ... the core idea 
represented by your product ... and the 


theme you're going to use. 


Now you've got to outline your 
main points. How do you do this? 
Simple: If you've gone through the pre- 
vious steps, you've already intemalized 


virtually everything you need to know, 


Next, imagine you're sitting face to 
face with your prospect. He's willing to 


hear about your product — and it’s your 
job to convince him that he should buy 
it. What would you say to him? What 
would your sales pitch sound like? 
What would you say first? Second? 
Third? 


Just let it flow. Make your argu- 
ment, uncensored. Once you've got it 
out on the page, you can go back and 
reorder it for logic and clarity. Some 
people like to get into their "selling 
mode” and just write freely at this 
point, delivering the full pitch for the 
product ... including everything they 


can think of. 


But that’s totally unnecessary. An- 
other choice is to simply create a “bare 
bones” hist of points, something like 
this ... 


FoR 


1. Did you know that you’re getting 
ripped off on virtually everything 
you buy right now? It’s true: You 
can save tons of money — up to 
90% — on just about anything 
You're currently buying! 


Ww 


In fact, many industry “insiders” 
and savvy wealthy know these 
money-saving secrets, they just 
don't tell you about it. 


E 


It gets worse: Almost every in- 
dustry takes advantage of the fact 
that you don't know how to get 
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the discounts and free stuff you're 
entitled to. They intentionally capi- 


talize on your ignorance! 


But now that’s all about to change. 
I've spent the last 20 years rigor- 
ously researching everything the 
wealthiest. sneakiest “insiders” 
know to live large, while paying up 
to 90% less than everyone else. 


These are the secrets that will al- 
low you to save a fortune on ... 
airfare ... music ... clothes ... a 
new home ... appliances ... fur- 
niture ... medical costs ... and so 


much more. 


Tve put all these secrets into a 
single. 352-page book that lays 
out everything you need to know 
0 begin saving money today. Ev- 
erything is listed out in clear, step- 
by-step detail with all the phone 
numbers, websites, and contact 
info you need. 


Best of all, you can see this book 
without investing a single penny. 


That's right — send no money now! 
Just mail back the RSVP card. and 
we'll rush you your copy. Then. 
and ONLY if you're absolutely 
thrilled with the money you save, 
we'll bill you in three easy install- 
ments of $9.99. 


deber 


This is a real product - The Bottom 
Line Bargain Book. Do you see how 
this is a simple, "1-2-3" argument for 
why the prospect should buy the prod- 
uct? It’s this kind of argument that you 
can use to structure your copy. It tells 
you exactly what to say first ... second 
... third ... all the way until it's time for 


your prospect to place his order. 


With this ready, you can finally 
begin to think about the valuable free 
information you're going to provide in 
the copy 


Sten #8: 
Write Your Lead and Body Copy, 
Giving Him Valuable 
Free Information 


Times have changed. With more 
and more exposure to advertising, pros- 
pects can spot a typical “sales letter” a 
mile away. This puts a HUGE burden 
on your copy to be good, to make him 
want what you're offering so much ... 
so much that he’s willing to tolerate 
your blatant attempt to sell him. 


Oh, but there IS a way to make your 
life easier! A way to sell information 
products with only a fraction of the re- 


sistance you'd normally encounter. 


And the secret is this: Bribe him for 
his time. Give him powerful FREE IN- 
FORMATION - information he can use 
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right now to improve his life and get 
whatever benefit he seeks. When you do 
this, you give him a powerful reason Lo 
be pitched. To invest his time and en- 


ergy in reading what you have to say. 


This one act accomplishes so many 
things: 1) It shows him that you’re 
generous, vou're not just out to make 
a quick buck — you actually care about 
his success ... 2) This. in turn. creates a 
bond and relationship with him ... 

3) You "sample" what vou have to offer, 
essentially proving that you're capable 
of helping him ... 4) You make your 
copy more interesting and beneficial to 
read, in other words — it becomes much 
more instantly gratifying to your pros- 
pect ... and much, much more. 


Very few successful promotions 
are mailed these days that don't use 
this process to some degree. And many 
Internet marketers have come to real- 
—if they want 
their prospect's attention to be high, 


ize that “content is king” 


they must earn that attention by giving 
quality, life-changing information away 
... for FREE. 


But how do you know what informa- 
tion to feature? And how to you seam- 
lessly go from giving your prospect free 
information ... to pitching your actual 
product ... without ruining the good will 
you ve created? 


These things are easier said than 
done. There truly is an art to giving 


your pruspeet the right froe information. 
If you fail ... if you provide him with 
stuff that he’s simply not interested in 
... he won't read ... and he won't buy. 


In this sense, what you give him 
for free in your copy (and often in your 
overall marketing campaigns) will be 
a direct extension of the previous steps 
we've covered. You're going to tailor 
your free information to exactly what 
he wants ... it’s got to be something of 
incredible benefit to him. And it’s got 
to fit in perfectly with your Big Selling 
Idea and theme approach. 


Let me give you a simple example, 
then we'll move on to some more 
in-depth possibilities. Botrom Line 
Retirement is a newsletter sold to folks 
in their 50's. 607s and 70's, The copy- 
writer with the contro! (at the time of 
this writing. it’s Parris Lampropoulos) 
understands that he must give the pros- 
pect something very valuable early on, 
to win his trust and get him to keep 
reading. Here's the very first sidebar 
Parris offers up: 


Oe He ne e 


The Most Dangerous Time of 
the Year to Be in the Hospital 


The worst months to be in 
the hospital are July and August. 


=O 
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Reason: New residents — fresh 
out of medical schoo] — begin 
their residencies on July 1*. And 
to make matters worse, many of 
the senior doctors are on vaca- 
tion during this time! 


Bottom line: Wait until the 
fall to have any medical tests or 
nonemergency surgery. By then, 
the more experienced doctors 
will be back ... and the residents 
will have had time to adapt to 
their new duties. 


dodo 


See how that works? No pitching, 


just very valuable free information 
that perfectly fits with this prospect, 


his 


thoughts, desires, hopes and fears. 


Here's a slightly longer example: 


796 


LLLILII 


How Sunscreen Can Cause 
Skin Cancer: 


For years we've been told 
to stay out of the sun'and use 
sun screen to avoid skin cancer. 
But since the invention of sun 
screen years ago, skin cancer 
rates in the U.S. have gone up, 
not down. Doctors can’t explain 
this. Nor can they explain why 
the incidence of skin cancer in 


tropical countries (where the 


sun's rays are strongest) is ex- 


tremely low. 


The explanation is simple: 
Sunshine isn't bad, we really 
need it. Besides being our main 
source of vitamin D (a potent 
anti-cancer fighter) sunshine 
causes your body to produce 
melanin, your natural protector 


against skin cancer. 


Melanin is the pigment re- 
sponsible for turning your skin 
brown when you tan. Using sun- 
screen blocks the production of 
melanin, and deprives your skin 
of this protective ability. That’s 


why skin cancer has been on the 


rise in this country. despite the 
wide use of sunscreen. 


Now scientists have uncov- 
ered another problem. Sunscreen 
itself may even cause cancer. 
Five chemicals commonly used 
in sunscreens have been found 
to behave like estrogens and 
stimulate tumor growth and the 
spread of cancer cells, 


My advice: It'll be a while 
before health officials get wind 
of this. Even longer before they 
take action. Until then, there’s 
a better way to protect yourself: 
Make your own sunscreen from 


vitamin C powder (ascorbic 
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acid). It protects the skin from 
both UV-B and UV-A damage, 
while actually making it health- 
ier. Simply mix the powder, 
which is widely available, with 
water or some form of cream 
and apply it to your skin. Reap- 
ply after 30 to 60 minutes. 


SRR 


Notice how this section of copy 
is COMPLETELY revealing. It hides 
nothing and gives the prospect very 
valuable information and advice that 
he can begin using immediately. This 
is from a promotion for Dr. Dave Wil- 
liams — one of Healthy Directions 
hottest doctors — and you can see how 
it strengthens his position as some- 
one who cares about his readers. And 
someone who's willing to take a stand 
against misinformation. 


One of the most popular and 
profitable applications of this prin- 
ciple happens in Internet marketing 
campaigns. You can create a valuable 
free report — like Rich Schefren did 
with his Internet Marketing Manifesto 
(www.strategiprofits.com/manifesto) 

— and then give it away to anyone who 
opts into your list. Rich's report was 
groundbreaking at the time, loaded with 
powerful information about how most 
marketers on the Web were not thinking 


like true business people. They were 
thinking like high-paid employees. 


And as a result, they were tired 
... overworked ... and making only 
a pathetic fraction of the money they 
truly deserved. But he had the solu- 
tion — a new mindset and system that 
would help streamline and re-prioritize 
everything from the top down ... allow- 
ing them to work much less and add a 
fortune to their bottom line. 


They could learn all of this — the 
new mindset, the principles and much 
of the techniques in the report. But if 
they REALLY wanted to get the full 
experience, that could only be delivered 
via a high-priced coaching program. 
Rich made millions leading off with this 
powerful piece of free information (his 
Marketing Manifesto). and he's done it 
more than once. In fact, nearly all the 
gurus ... from Mike Filsaime ... to Jeff 
Walker ... to Frank Kern ... all use the 
process of giving away free information 
to ‘prime’ prospects for their market- 
ing/sales efforts. 


Also. this isn't just relegated to 
writing. You can give away valuable 
free videos, audio files. teleseminars 
and more. 


To sum things up: When evaluat- 
ing the quality of your information, ask 
yourself the following questions ... 
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»  s this information SURE to grab 
my prospect’s attention? Is it news 


or “buzzworthy”? 


» Does it help him to solve an urgent 
problein he’s facing? Does it offer 
(or begin to offer) him the stron- 
gest benefits he seeks? 


» — Is it content that he'd gladly pay 
for, but is now getting for free? 


» Does it psychologically prepare 
him to buy my product? (In other 
words. it must — through the power 
of your argument — instill a strong 
desire for a solution. the one which 
you'll be offering.) 


Ifyou can honestly answer “yes” to 
all these questions, the chances of your 
free information resonating with him 
are strong. 


Step #9: 
Make the Transition from "Free" 
to Telling Him 
its Time to Buy Something 


You might be wondering — at which 
point do you make the switch and bc- 
gin "selling" vour prospect? Because 
you're in business — you can’t just offer 
everything for free! Eventually you 
need to make money. 


This is true, you can't keep your 
sales pitch hidden forever. You’ve gotta 
make the transition from free informa- 


tion to selling your paid product and the 
specific action you want him to take. 


The simplest answer to the dilemma 
is this: Start slowly. 


Begin by giving him some free 
information and then tell him there’s 
more where that came from. As amaz- 
ing as it seems, you’ve only given him 
a “taste” of what you have to offer. And 
the rest will be available in the brand 
new product you've created. 


Unfortunately, there’s no exact for- 
mula for you to follow. How you do this 
will totally depend on your product and 
format. Let me give you some of the 


scenarios ... 


» Ina landing page. you may fortify 
your lead copy with interesting or 
useful information, Frank Kern 
does this exceptionally well in his 
Mass Control sales letter: 
www.masscontrolsyndicate.com. 
Notice the stories and tips he gives 


in the first half of the sales letter ... 


»  Inamagalog. you'd provide highly 
useful sidebars ~ like the Bottom 
Line Retirement and Dr. Williams 
examples we saw earlier — with 
most of them coming in the begin- 
ning of the promotion ... 


» Ina campaign or product launch. 
you'd make sure your initial re- 
ports and e-mails were filled with 
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actionable information (just like 
Rich's Marketing Manifesto) ... 


Makes sense right? 


With each powerful new piece of 
information, you wet his appetite with 
useful, actionable insights and then you 
promise even more inside the upcoming 
product. 


AS your ad progresses, it becomes 
clear to your prospect that — in order 
to get ALL of the amazing information 
you have to offer — along with all the 
life-changing benefits that come with it 
— he's got to actually buv your product. 
This is where money comes in. And 
honestly, this is the critical moment 
where readers are either converted to 
buyers or hit the road. 


The good news is, if you've done a 
stand-up job, you've got lots of momen- 
tum going in the right direction. Even 
as your prospect realizes he's being 
sold. he's having so much fun and is so 
engrossed in the emotions and benefits 
he's experiencing - he wants to keep 


reading and consider ordering. 


Step #10: 
Use Bullets to Thoroughly 
Wet His Anpetite 


You already know the importance of 
giving away free information. But a big 
part of this process is raising your skirt 


a little and almost giving away free in- 
formation. This is seduction at its finest. 
his is where you give your prospect 
just enough to pique his interest and get 
his juices flowing, but still hold the final 


answer back. 


Your goal in teasing him like this is 
ultimately to get him so curious and hot 
for the answer to what vou're describ- 
ing, that he’s ready to whip out his wal- 
let just to find out. 


If you've been writing copy for a 
while. you'll recognize that this is the 
psychology you employ with your bul- 


lets. Bullets are a staple in the process 
of selling information, because they 
tease and tantalize your prospect into 
wanting more. They send his curiasity 
through the roof, giving him a burn- 
ing feeling that can only be quenched 
through buying your product. 


Although we've covered bullets 
extensively in Chapter 16, let's quickly 
go through the difference between a 
regular bullet and a “blind” bullet. PH 
illustrate by example ... 

A "regular" bullet gives away the 
full secret — it tells all and holds nothing 
back. Here’s what one looks like: 


kk 
» Worried about the health and 


suppleness of your skin? JAMA 
research shows that 80z per day 


SSS SE 
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of blueberries can neutralize age- 
causing free radicals — leaving you 
with younger, more beautiful skin! 


ORR KR 


See how the reader can take imme- 
diate action on this information. It’s a 
great way to provide value in exchange 
for his reading time. He usually appre- 
ciates this kind gesture and trusts you 


more because of it. 


But there are also some serious lim- 
itations here. Because everything’s been 
revealed. there’s very little mystery, al- 
lure. or intrigue. He thinks, “Okay. 802 
of blueberries every day. Great. What 
next?” He has what he needs and can 
forget about it. There’s no building of 
desire or urgency to know more, 


On the other hand, you always have 
the option of making any of your bul- 
lets "blind." The term “blind” is used 
because the reader cannot totally SEE 
or KNOW what you’re talking about. 
He can have an idea or a guess — but 
he won’t know for sure. He’s left in the 
dark. 

Here’s how the very same bullet 
above would look if you made it blind: 


LELIII 


» Worried about the health and 
suppleness of your skin? JAMA 
research shows that 80z per day 


of this delicious, supermarket 
food can neutralize age-causing 
free radicals — leaving you with 
younger, more beautiful skin! See 
page 19 for the full details. 


LLLLI 


See the difference? Imagine you're 
a prospect reading through each of 
them. You'd have a totally different 
experience — right? After the first one, 
vou'd be grateful to have received the 
information and maybe even eager to 


start eating blueberries cach day. 


But after reading the second bullet. 
vou'd be very curious to find out what 
this food is. And you'd have more ofa 
desire to buy the book so you can find 
out. 


(If you look on Figure 22-6. you'll 
see an entire page of excellent blind 
bullets and how they're used to “pre- 
view” the information product you're 


selling.) 


Step #11: 
Carefully Scan Your Product 
and Write TONS of Blind Bullets 


By now you understand why it’s 
absolutely crucial for you to fortify 
your copy with a heavy dose of “blind” 
bullets and teaser copy. This allows you 
to build up the value of the informa- 
tion you're trying to sel] — whether it’s 
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Take all 20 FREE... with no obligation ever! 


NEW! For the first time ever, we've 
brought together our TOP 20 SECRET REPORTS 
OF. ALL TIME ; in one blockbuster volume. 
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health secrets, hand-picked investments 
ready to soar, marketing tactics that 
can change your prospect's business 
overnight - WITHOUT revealing what 
the secret actually is. It’s how you 
strengthen and sharpen his desire for 
your product. 


Fail to do this significantly enough, 
and he won't have enough push or 
urgency to make a purchase decision. 
But do it right, and it'll be hard for him 
to sleep at night UNTIL he orders your 
product! Thats exactly where you want 
him to be. 


So how do you go from the infor- 
mation inside your product — ro writing 
the actual bullet itself? Glad you asked! 

Let’s walk through some real-life 
examples. to see how the masters do it. 
If you go to Figure 22-7. you'll see a 
page for a promotion for a Boardroom 
product called The Big Black Book. 

here’s a long series of blind bullets. 
which we'll go through one by one. 
‘This way, you can see how the writer 
went from the actual information to the 
bullet itself. 


We'll start with the first bullet after 
“some examples” — with the statement 
"Nature's Weight Loss Pill.” 


Here’s the book text the copywriter 
used to create this bullet ... 


Solution: Supplements of natural 
chromium picolinate. I recommend 200 
micrograms (mcg) — three times a day, 
with meals — for any overweight adult. 
especially those who crave sweets or 
who have a blood sugar or cholesrerol/ 
triglvceride problem. 

Here's the text used for the “Mi- 
raculous Cabbage" bullet: 


Cabbage Leaves for Arthritic Joints 


Cabbage leaves contain powerful 
anti-inflammatory compounds. Applied 
to arthritic joints, these compounds are 
remarkably effective at relieving both 
pain and swelling. (add pages) 


Here's the book text for the next 


bullet, “Nature’s Best Cancer Blocker?” 


Eat Tomatoes — Fight Cancer 


Eating tomatoes cuts risk not only 
of prostate cancer, but also of cancers 
of the lung, stomach and cervix. Pre- 
liminary evidence suggests that eating 
tomatoes also helps prevent cancers of 
the pancreas, colon, recium, esophagus, 
mouth, and breast. In 57 of 72 studies, 
iomatoes and tomato-based products, 
Such as pasta sauce, were found to have 
aniicarcer properties. 


This is the book text used for the 
"Lower Your Cholesterol Count" bullet: 


Lower Cholesterol With Peanuts 


SE a m 
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limit your 

health care 

options to the 
treatments that make 
them richer. What's“ 


a backseat to money 
considerations. It's just 
| outrageous—and it's 


got to stop! 

THE BIG BLACK BOOK pro- 
tects you by revealing the near- 
miraculous and new discoveries — | 
that doctors and drug companies : 
are keeping i from you. | 

Some exa; iples: 


» Nature's Weight-Loss Pil: 
Builds muscle. Ends cravings. 
Page 84 


* The Miraculous Cabbage- 
Leaf Cure For Arthritis 
Pain. Works better than drugs 
and you don’t have to eat it. All 
you have to do is see age 60. 


your cholesterol 
_ problém. What“ 


best for you often takes | $$ 


| » Dangerous Lies On Food 


| « Hidderi Risks Of LASIK Eye 


Why? Because they'll inae you ibo darn smart and 
too darn healthy...and these cures cost next to nothing! 


| e Why Online Medical Advice’: 


Can Be Hazardous To Your | 
Health. Page 90 . - i 


Labels. It says "salt-free'—but. 
it's often packed with sodium. 
How to tell, page 72. 


Surgery. What you must know ' 
before you go. Page 102 


» Irritable Bowel Syndrome? | 
This 2-week remedy can bring i 
relief for a lifetime. New relief — | 
for the pain...and you'll have less | 
gas, too! Details, page 104. ` 


» New Baldness Cure For 
Men. ‘Actually restores yor 
natural hair where it's need: 

d rost., Details, page 128. ° 
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| » Foods That Fight The Effect 


! « Common Sinus Remedies 


: + New Connection Between 


: i good reason to stop. Page 114 


WWW. BottomLinaSacrsts. COm/BIQDIACKDOOK — 


- Machine You Can Bas | 
(NOT one of those fancy d 
trainers or TV gadgets!) Page 55 | 


» Hidden Health Hazards Of | 
Hot Tubs. What the manufac- 
turers don't want you to know. 

See page 64, 


That Do More Harm Than 
Good. What the drug compa- 
nies don’ t want you to know, 
Page 108 


Smoking And Impotence. 
New research reveals another 
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Peanuts may be heart-healthy after 
all. Heafth-conscious individuals have 
long shunned the nuts because of their 
high fat contenti, New finding: Levels 
of LDL (bad) cholesterol and triglyc- 
erides were lower among healthy men 
and women who regularly ate peanuts, 
peanut butter or peanut oil than among 
people who ate a low-fat dier but didnt 
eat peanut products. 


The “Online Medical Advice” bul- 
let: 


Beware of Online Medical Informa- 
tion 


Online medical information can 
be hazardous to your health — and lifes 5; 
A review of information on the World 
Wide Web about childhood diarrhea — a 
potentially life-threatening condition 
— found that many recommendations 
were dangerous. And misinformation 
was found even on sites of major aca- 
demic medical centers. 


The “Dangerous Lies” bullet: 
Beware the “Salt-Free” Label 


Absence of the word "salt" on a 
list of ingredients does not necessarily 
guarantee that the product is salt-free. 
Other “salty” substances commonly 
used in food preparations include brine, 
disodium phosphate, sodium glutamate, 
baking powder and baking soda. 


The “Hidden Risks” bullet: 


Important Facts About Laser Eye 
Surgery 


LASIK laser surgery to correct 
nearsightedness requires a highly 
experienced eye surgeon to minimize 
complications. 


LASIK corrects nearsightedness 
by using a laser beam to remove a thin 
layer of tissue from cornea to flatten it. 
A study of 574 patients who had LASIK 


found that complications occurred 


about 596 of the time, and serious vision 
loss in three cases. Complications were 
more frequent when the operation was 
performed by inexperienced surgeons. 


The “Irritable Bowel" bullet: 
Irritable Bowel Relief 


Irritable-bowel syndrome (IBS) pa- 
rients often get marked relief simply by 


following a restricted diet. 


IBS patients often complain that 
certain foods trigger stomach pain, fa- 
tigue, diarrhea and constipation. 


Patients reported improvements 
in each symprom after two weeks on a 
diet that included beef and all cereals 
except rice ... replaced dairy products 
with soy-based products ... and reduced 
consumption of citrus fruits, caffeinated 
drinks, tap water and yeast. 
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Bonus: The patients produced less 
gas while on the diet. 


Starting to see how it works? It’s 
not magic, and some of these bullets are 
very simple. It’s just a matter of refram- 
ing or rewriting the information in the 
most intriguing possible way. 


One of the Most important 
Bullet-Writing Exercises 
You Gan Ever Do 


Going through these examples re- 
veals a very important exercise — some- 
thing sure to transform your bullet writ- 
ing forever. 


It's simply this. Go to the following 
website: www.boardroom.com. Click 
on the “books” link, so that you're tak- 
en to their store. Buy one of the books 
that interests you. 


Why do this? Because it will get 
you put on their mailing list(s). Soon, 
you'll be getting promotions for their 
other books. When that happens, | want 
you to buy some of the books that you 
get promotions for. Usually, these pro- 
motions will be big tabloids with lots of 
bullets and fascinations inside. 


The beauty of this is that this copy 
will often have been written by some of 
the very best copywriters in the world 
(who also happen to be some of the best 
bullet writers in the world!). 'm talking 


about guys Arthur Johnson. Parris Lam- 
propoulos, David Deustch and a couple 


others. 


Now here's the fun part. Make sure 
you save the promotions that prompted 
you to buy the Boardroom books. When 
the books arrive, take out the promo- 
tions. 


Your job is to go through the copy 
— bullet by bullet - and see how the 
writer took information within the book 
... and then wrote the bullets in the pro- 
motion. This is very similar to the ex- 
amples we went through earlier. All vou 
do is simply look up the page numbers 
listed after the bullet, go to that page in 
the book and make the connection. 


The more you do this, the more 
you'll sharpen your ability to take what 
would normally seem like boring or 
common information, and then spin it 
into an intriguing bullet. 


Now It's Time 
to Go Through YOUR Product 


Now that you understand this pro- 
cess of going from the product to the 
bullets. it's time to take your product 
out. How you do this will depend very 
much on the type of product you're 
promoting. 


For example, if you're giving away 
information-driven premiums, you'll 
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go through the premium itself and pick 
the most interesting little tidbits you can 
find. Then you'll write a bullet for each 
thing you find, making each as fascinat- 
ing as humanly possible. Just like you 
saw with the examples I've provided in 
this chapter. 


If you're selling CDs, you'll need 
to listen to it and then hit *pause' each 
time vou hear something interesting ... 


And the same goes with DVDs 
~ just hit ‘pause’ when you come across 
an intriguing fact or statement and then 
write your bullet accordingly ... 


With books. we've already been 
through the process — just go through 
it page-by-page and look for the most 
unique, or useful pieces of information 


you can find ... 
... and then write your bullet! 


Your goal in doing this is to write 
many, many more bullets than you can 
possibly use. A good rule of thumb is to 
write seven times more than you need. 
So if you believe vou're going to need 
50 bullets in your sales letter, then you 
write 350 and select only the finest. 


Once you master this process, it 
becomes so natural for you. You can 
quickly go through virtually any kind 
of info product and then quickly write 
bullet after bullet for whatever piece of 
information catches your attention. 


At the end of the process, vou 
should have a whole bunch of irresist- 
ible bullets tbat intensify your pros- 
pect’s desire for your product. That gets 


you ready ... 


Step #12: 
Place Your Bullets 
At the Bight Places 
in Your Promotion 


Okay, so you've got the brunt of 
your copywriting promotion written. All 


the foundational stuff. And now, you've 


just gone through your product and 
written a bunch of killer bullets. 


The most common placement for 
your bullets is what you often see on 
the Internet. This is the typical sales 
etter with a headline ... deck copy ... a 
jead and intro storyline ... the product 
is introduced ... and then the copy of- 
fers to give you a “taste” of what will 
be found in the information product 


you're selling. 


This "taste" is then a long series of 
bullets, teasing the reader about what 
he 1l find in the product. I’m sure you 
encountered this many, many times on 
the Internet. When these bullets are re- 
ally good, your desire for the product 


is intensified to the point where he's 
compelled to buy. 
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If you're writing a direct mail 
promotion — or a much nicer looking 
Internet promotion — you can use side- 
bars and the running text to give your 
promotion visual variety, making the 
reading easier and more interesting. For 
a great example of this, just look on 
Figure 22-8. 


If you're using bullets on an e-mail 
or a squeeze page, your job will be 
to select the best ones and then fea- 
ture them at the most logical point in 
the copy. Since that varies with your 
product and promotion, where you ulti- 
mately place them will be up to you and 
your expert judgment. 


How it's Time te Take 
the Next Step 


While some of this chapter has been 
review, it’s important you understand 
how things change when writing for 
information products. By using these 
secrets you'll he able to sell informa- 
tion products better than ever. 


If you'd like to write dramatically 
better promotions for info products, 
beyond what's known by 90-95% of the 
copywriters out there ... then just put 
these steps to work. It's that easy. 


Focus on leading with the most at- 
tractive possible free information ... 
write kick-butt bullets and select the 


very best ones ... and then wrap up the 
copy as best you can. 


The more you do this, the more 
you'll attract amazing opportunities for 
wealth and success — just by your power 
to effectively sell information products! 


There’s no limit to the possibilities. 


ee 
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ostly prescription drugs 
C like Celebrex contain one 
i anti-inflammatory 
i compound. But in your FREE gift 
| book, THE FORBIDDEN FILES, 
yov leam about the newly researched 
i namra] exrract that combines 25 
| amazing inflammation fighters. Made 
| fom celery and so safe on the stomach. 
; it’s been used for centuries as a 
| digestive aid, Full details on page 2 
: of this new book, where you'll leam 
: hundreds more barely knowa 
į natural secrets vo heal and protea 
| your loved ones, induding... 
V How to keep safe from avian 
flu, West Nile, SARS, monkey pox 
and other deadly diseases that 
originate in animals. Every femily 
needs to know this. Page 7 
» Phenomenal food cures for 
, asthma, cataracts, gallstones, 
i IBS and even congestive heart 
, failure. Nearly every health 
^ complaint is caused or affected by 
? what you eat, and here are the 
. hushed-up secrets of how to correct 
“them with food alone. Pages 2-5 
> Incredible instant insomnia 
Cure from one of today’s most 
acclaimed natumpathic physicians. 
Take when you wake up at 3 in the 
morning, and drop back w sleep in 
a matter of minutes. Page 1 
> Discrete natural secrets that 
; banish your most embarrassing 
complaints, including anal itching, 
earwax, foot odor, urinary leakage 
and more. Page 69 
> Dirt-cheap folk remedies that 
work so well, famous doctors 
; Secredby use them for colds, nausea, 
sore throat and more, Page § 
> Nontoxic trick to erase nait 
© fungus with nothing bur cornmeal 
and waret, Antifungal drugs can 
; Poison your liver, bur this treatment 
i releases friendly microbes thar 
; devour the fungi! Page 9 


med 


Why hasn't your doctor told you about it? 
Probably no onc told bim. Alternative 
and conventional doctors aren't even 
talking to cach other! Bur BOTTOM 
LINE/Personal has hecn working for 
years to bring these warring factions 
i together —and we've persuaded hundreds 
| of brilliant doctors from both sides to 
i share their most life-enhancing secrets. 
i 
H 
i 


‘You'll see what] mean in your FREE gift 
book, Bottom Lines TOP 20 SECRET 
REPORTS OF ALL TIME. Ir's yours 
i absolurely FREE with no obligation to 
{buy anything. simply for returning the 
i FREEBIE CLAIM CARD on page 15. 
| Send for it now and show your doctor... 
| >The world’s fastest artery cleaner. 
j Proven! Up ro 50% more sxccessfid than- 
| ourdared angioplasty. Srunned expers 
| admit it clears “hopelessly” blocked 
| aneries in as iade as 30 minutes. Page 7 
} >This permanent cure for high blood 
pressure could make dangerous drugs 
obsolete, Botanical breakthrough now 


E 


Clear completely blocked arteries in 


30 Minutes? 


ES! This sensational speed cure may sound 

impossible, but wait until you see the clinical 

proof. The latest research shows it could save 
your life even faster than surgery can be scheduled. 


shown to reduce hypertension dramati- 
cally. Better still, it seems to relax rigid 
anery walls permanenth. Take for jus 8 
weeks and you may ocver necd it again, 
Page 36 

» Lifesaving new stroke-huster ends 
deadly clots withour dangerous drugs like 
Coumadin*. This true miracle herb 
includes 7 different nama! clor-cleaners. 
all of them safe. Page 34 


* Nature's instant cholesterol-cutter 
blows away drugs, herbs and the 
Mediterranean dict! Proven 10 drop 
your cholesrero] by 100 points or more in 
under 2 weeks, Page 8 

UNIMAGINABLE? Thar's what the 
medical establishment would iil you 
10 think, because they have a huge 
investment in obsolete drugs and 
surgery. Bui let us show you the shocking 
facts, FREE. You'll see! Time and again, 
BOTTOM LINE/Personal has proven 
so trustworthy, smarz doctors subscribe 
for this very reason. 
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Selling 
information Products 


If you've got any experience as a copy- 
writer, marketer or business owner — chances 
are that you've already been involved in selling 
information products. And if you review the 
examples in this course. you'll see that easily 
7596 of them are for info products. 


So why work so hard on this? Well. believe 
it or not, many writers are still blind to the many 


of selling this type of product. While 

ch of it is similar to promoting any kind of 
product. there are some subtle differences you 
MUST understand. That's what this chapter was 
all about. 


Here's a quick review of the necessary steps: 


1l. Research your Product, Prospect, and 
Market. 


lo 


Identify, Select and Dimensionalize your 
strongest Benefits. 


3. Gather the necessary Proof Elements. 
4. Clarify your Offer. 

5. Figure out your Big Selling Idea. 

6. Select a Theme and Lead Approach. 
7. Outline your Sales Argument. 


$. Give valuable Free Information. 


Chapter 22 Action Steps 


= Notes © 
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9. Make the transition from "Free" to telling 


him it's time to buy something. 
10. Use Bullets to thoroughly wet his appetite. 


11. Write TONS of Blind Bullets by carefully 
going through YOUR Product by reading, 


listening, or watching the material. 


12. Place your Bullets at the right places in 
your Promotion. 


13. Close your promotion just as you normally 
would, including a powerful guarantee, etc. 


if you're currently writing copy for an 
information product, | want you think about 
whether there’s any way to add any of what you 
just learned to your promotion. Can you offer 
your prospect better free information? Can you 
strengthen your teaser copy? Are your bullets 
properly placed? Anything else you can think 
of? 


Then go back and make the changes. See 
how close you can get the quality of your copy 
to the many winning examples I’ve provided. 
The more you do this, the inore your quality 
will resemble that of the top writers! 


jy NOTES -- 


810 www.makepeacetotalpackage.com 


Epilogue — Coach for Lye 


in this Chapter ... 


m How to finish off your promotion ... 


m Troubleshooting individual parts of your 
copy ... 


m Why holding yourself to a “higher standard” 
will help you get more from this course 
— and make you a LOT more money over the 
years ... 
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Congratulations! You'e just completed your first full reading of The Ulti- 
mate Desktop Copy Coach. It’s something you can use every time you write, 
for the rest of your life. Your own best friend and coach in the often solitary 
path of being a writer. 

Remember: This course has laid out the process -- including many of the 
"invisible" secrets — used by many of the top copywriters in the world. A pro- 
cess that I hope you've followed while working on a real-life assignment. 

If so, then at this point you should have a complete rough draft, ordered in 
the following way ... 

» Headline and Deck Copy (ideally, multiple variations to test) 

» Lead 


» Body Copy Based on Your Logical Argument 


» Benefits and Proof Presented throughout Your Body Copy 

» Bullets Inserted at Key Places in Your Body Copy 

»  APowerful Close With A Call to Action 

» A World-Class Guarantee Presented In Your Close 

» Any additional e-mails, lift notes or sidebars saved at the very end 


At this stage, you can also cut any excess research from your running docu- 
ment and save it somewhere else (It must not have anything extrancous in it). 
That's because the document you've been working on is going to become your 
polished final draft. 


You see ... 


You're Net Quite Done Yet! 


Just because you've completed a rough draft, it doesn't mean you're fin- 
ished. You've got to polish it and perfect it to the very best of your ability be- 
fore submitting it. 


Atthis stage, you'll want to go through the video product that Clayton and 
I created that deals with making important edits and changes to your copy. It's 
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very thorough and actually shows you a draft before and after editing — a pro- 
cess that's much better suited for video format. 


In that video we also mention some tips like having others read it (espe- 
cially prospects) to check that it flows. makes sense, is interesting ... and so on. 


When you've finally polished your rough draft to the very best you can 
make it — you're ready to submit it or test it. Do this knowing you've done the 
very best you can, and you've poured more proven copywriting knowledge 
into your one promotion than most writers will learn in a lifetime. 


Make a Commitment to Writing 
Within the Context of a System 


As you go back through this course more and more, | encourage you to re- 
fine and create your own personal process/system for writing a promotion. You 
don't have to follow the sequence exactly in the order I’ve listed — you may 
want to start with your headline ... or end with your headline! 


The important thing is that you're developing and fine tuning a system that 
works for you. This course has given you the tools — more than anything else 
available on the market — and now it’s your job to use them. 


And always remember that you can refer back to the material at any point 
in your writing process. That's the way this course was designed. 


Stuck on your headline? Check back with Chapter 9, 10 or 11. Body copy 
feeling a little sluggish? Re-read Chapter 14 or 15. Need a better guarantee? 
Go back to chapter 18. 


The more you interact with this material on a level of application — the 
faster you'll improve ... the better your copy will be ... and the more money 
you'll make. It’s not a complicated thing. 


That's why it’s a good idea to have this on your desk whenever you write 
copy. Believe me, as a writer I know it can be tempting to just gloss over some- 
thing important — to think that my lead or bullets are “good enough”... no 
need to put any more work into them. 
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But that s the difference between the decent writer and the great ones. The 
great writers continually hold themselves to higher standards. unti] they come 
to the point where world class copy is simply second nature. 


Ultimately. this course has been designed to make it easier to hold yourself 
to that ‘A-list’ standard. It gives you all the tips and tricks you need ... tons of 
real-world, winning examples ... steps you must take to apply them ... all you 
need to do is act. 


With practical application of this material, there’s no limit to how good you 
can get. 


And if the income of many of the writers mentioned throughout this course 
is an indicator of potential ... there's virtually no limit to the amount of money 
you can make! 


Thank you for all your hard work and dedication and please feel free to 
send any questions, comments (or embarrassingly flattering praise) to 
care@makepeacetotalpackage.com. 


Sincerely, 
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QwikCrits Evatuation 


The QwikCrit is a process that Clayton developed in order to quickly evaluate the 
strength of a promotion. When first released through The Total Package™. the price 
for each evaluation was $750 ... and it wasn't before long that we had more requests 


than we could possibly handle. 


While each QwikCrit was originally done by a top copywriter ... this is a process 
that YOU can use to judge the quality of your promotion in advance. 


That's why we've included it at this stage of the course. 


Just take some time away from your copy after your rough draft is complete (so 
you have some "distance" from it), and then honestly score yourself according to the 
QwikCrit template on the ensuing pages. 

Better yet. if you have a friend who’s a copywriter or marketer — give the template 
to them and ask them to fill out the form for you. It will be well worth it. 

Over time, this process will become a natural part of vour thinking — and you'll 


hold yourself to a higher standard throughout the writing process. Also, if you would 
like to have a professional QwikCrit done. we recommend Brad Petersen. He's a 


highly experienced. successful copy writer who's worked with Clayton for years 
— and he does a wonderful job at this process. 


In fact, you'll see two examples of Brad's QwikCrits in this section. They're a 
peek inside the mind of a top writer. and vou'll learn quite a bit in the process of re- 
viewing them. 

Again, if you've got a lot riding on the results of your copy and you're interested 
in Brad doing a personal QwikCrit for you (for the original introductory price of 
$750) —just e-mail him at brad.petersen@verizon.net. 
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DuikGrit Template 


1. Effectiveness of the Main Theme: Is it in the news or current 
event? Does it appeal directly to prospects’ most dominant fears and/or 
desires? 


Grade: — (0-5 with zero being worst, 5 being best) 


2. Organization: Does the copy move smoothly and quickly? Or 
does the writer seem to jump around in ways that are likely to confuse the 
reader? Do the sidebars directly support the running text? Or do they blur 
clarity of vision by introducing extraneous material? 


Grade: — 
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3. Headline: Does it grab the prospect’s attention? Is there an “in- 
trigue” element? Does it offer a compelling and credible benefit? Does it 
speak to the reader’s dominant emotions about the main theme? 


Grade: _ 


4. Deck Copy: Does it adequately support and bring credibility to the 
main head? Does it “bribe” the prospect to read further? 


Grade: — 
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5. Opening Copy: Does it confirm that the reader will indeed receive 
the promised benefit for reading the copy? Does it paint a picture of the 
reader enjoying the benefits offered by the product? 


Grade: — 


6. Credibility Elements: Arc there sufficient testimonials, case his- 
tories, success stories, etc. to convince the reader that the product and/or 
premium(s) will deliver as promised? 


Grade: — 


ee 
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7. Proof Elements: Has the writer included sufficient facts, figures, 
and third-party references to prove his thesis beyond the shadow of a 
doubt? 


Grade: — 


8. Risk Relief: Is the guarantee presented in the strongest manner pos- 
sible? Does it repeat all the benefits the prospect is promised in the text? 
Does it create a “contract” between the reader and the product? 


Grade: — 


E ———————À——————5oA—————Á— —— ad 
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9. Offer: Are the main product's benefits presented in a way that con- 
nects powerfully with the prospect's dominant fears, frustrations and de- 
sires? Is the prospect told precisely and repeatedly how easy it is to order? 


Grade: — 


10. Premiums: Are the premiums presented in a way that gives full 
dimension to the value that each one will bring to the prospect's life? Are 
there premium ads or other call-outs that make the premiums themselves a 
value that's as great or greater than the asking price? 


Grade: — 


11, Price Justification: Does the copy leave the reader feeling as 
though the price is an amazing bargain? Is there a daily, weekly or month- 
ly price comparison? Does the writer compare the price with a trivial item 
(a cup of Starbuck's a day) that the prospect pays MORE for? 


Grade; — 
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12, Order Devices: Is the toll-free number presented on every spread? 
Do sidebars include action devices urging the prospect to call or to com- 
plete and return the order form? Is the response device as simple, straight- 
forward and easy to complete? 


Grade: — 


Final Comments: 


www.makepeaceioralpackage.coim 821 


The Ultimate Deskiop Copy Coach 


nad 


OVERALL GRADE (Add each section to get total): _ 


How did you do? 


Overall Grade Means 


0-12 Tremendous room for improvement. 
Applying your reviewer’s suggestions should 
multiply response many times over. 


13-24 Substantial room for improvement. 
Paying close attention to weaker areas 
and seriously considering these 
recommendations have the potential to 
give you a significant boost in response. 


25-36 Good, but not yet great. You’re about half-way 
there. Pay special attention to weaker sections, 
addressing the reviewer’s comments. 


37-48 Slight room for improvement: Just a few hours 
spent on the weaker sections is likely to push you 
over the top! 


49-60 Future superstar! Little if any improvement needed. 
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The following promotion is a direct mail package 
for a prostate health supplement. It follows the typi- 
cal direct mail model, where lists are rented out ... 
the promotion is mailed ... and then response is mea- 
sured, 


Response was not as high as hoped, which is why 
the client asked Brad to do a QwikCrit. As you’ll 
see, it does a lot of things right — a good portion of 
the copy is actually well-written — but there are also 
some big mistakes made. 


Can you find them? How would you improve the 
copy? Once you’ve read the promotion and thought 
about it, read what Brad has to say about it in his 
QwikCrit. 


Also, in our next section — Promotional Analysis 
— I'll be going over one of Clayton’s more success- 
ful supplement promotions. One of the most valuable 
things you can do is to study them both — this prostate 
promotion and Clayton’s CoQ10 winner — and notice 
all the little differences you see. 

This will sharpen your own writing, and you’ll 
naturally hold yourself to a higher standard the next 
time out. 
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Swiss Labs «653 West Station * Kankakee, IL 60901-3511 . 


Leading urologist and former prostate surgeon reveals. 


As the latest research now shows, 


not everything you’ve been told is true! 


OPEN IMMEDIATELY FOR URGENT 
NEW INFORMATION THAT 
ae AFFECTS EVERY MAN ALIVE! - 


SEE INSIDE NOW: 


Æ Learn why up to 30% of all prostate cancer is found in men who i e mH 
their PSA test with flying colors (pg. 2) 


Discover the 4 Big Prostate Lies — before they kill you (pg. 4) 


Stop the common inflammation that evolves into prostate cancer — easily and 
naturally (pg. 4) 


Learn the one question every man needs to ask before being talked into 
dangerous prostate surgery (pg. 4) 


E See why today's most popular prostate supplement is no more effective than a 
fake sugar pill (pg. 11) 


E Receive a RISK-FREE TRIAL of the only natural formula that’s been 


CLINICALLY PROVEN to relieve chronic prostate and urinary troubles (pg. 23) 
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New Medical Night 


Up to 30% of all prostate cancer is found | 


ven as prostate problems continue On the other hand. if the answer 15 “no”. the 
to skyrocket. a new 5-vear research information Fm about to reveal just might save 
study reveals the astonishing secret your hfe. 

of the ONLY natural prostate health formula 

CLINICALLY PROVEN to help relieve the Are you taking some kind of natural 

chronic prostate and urinary troubles that prostate health supplement? 

threaten your health. 


If so. them you're going to be shocked to 
Dear Concerned Adult Male: learn that today’s most popular prostate health 
supplement is no more effective than a sugar pill. 
Did you pass your last PSA test with flying 
colors? Is sex-destroying surgery always the best 
answer for prostate problems? 


If the answer is "ves . that's great news 
— but don't think you've dodged the bullet. As a former prostate surgeon. I believe 


For the plain truth about what it really takes to keep your prostate problem-free... 


Meet “The Expert’s Expert” 


Dr. RONALD WHEELER, M.D. ìn 1979, he completed his general internship 
requirements at the Akron City Hospital m 


Akron. Ohio. Then. in 1985, le completed an 
or more than 20 years. Dr. advanced residency in urology at ihe Louisiana 
Wheeler has led the charge in State University Medical Center in New 
developing and evaluating more Orleans. 

“patient friendly" approaches to prostate Jn 1999 and 2000. Dr. Wheeler proceeded 

health. to “shake up” the medical community with a 

After graduating from the University — series of presentations to the U.S. Government's 
of Guadalajara School of Medicine National Institute of Health. The subject of these 


Leading authority on natura! prostate health 


To Our Readers...This informauon ts not to be construed as any kind of attempt io enber prescribe or practice t 
heath problem. You should always consult with à competent, fully-4nforr al professional or hi pracusoner + 
and educate yourself about the remarkable, allnatural. nuritional substance which reports irom the field sugaest ready | 


in 
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mare For Men: 


in men who have healthy PSA test results! 


that too much of today's prostate surgery is Because prostate problems aud related 
totally unnecessary and should be performed urinary difficulties eventually affect virtually 
only as a last resort! every nian man at some point in his life — if 
you live long enough — and the older you are. 
My friend. I don't mean to scare you. But the greater your risk. 
vou absolutely need to know the truth about 
these things. Even more serious, mauy men don't realize 
that the worst kind of prostate trouble — prostate 
After all. just the fact that vou re a man cancer — strikes close to 250,000 men a year in 
means one of two things: either youre already the U.S. alone. and is the second most common 
experiencing some kind of prostate-related form of cancer death in men (after skin cancer). 


troubles. ..or you will be soon. 
My name is Dr. Ronald Wheeler. Over the 
And the problem won't go away by sticking past 25 years. I've helped thousands of men 
your head in the sand. overcome one of the most misunderstood 


The 3 Stages of 
Bi Prostate Disease 


(How prostate troubles can 
trike at virtually any age!) 


Problem & Age that it occurs 


eye-opening presentations was the little-known cause of 
prostate problems — as well as his advocacy ofa revolutionary 
natural approach for maintaining lifetime prostate health. 


Finally. in 2001, after years of independent research, his 
efforts were officially recognized when his breakthrough 
achievement — the first natural prostate formula with 
clinically proven effectiveness — was awarded a U.S. patent. STAGE #1 Prostatitis 16 years and up 
Fully accredited to practice medicine in both Colorado and (iifiammation intecon) 

Florida. some of Dr. Wheeler's professional affiliations STAGE #2 Benign prostatic hyperplasia 
include: member or American Urologic Association. member feta 339 iui "E 

of Society of Clinical Urology. member of Laparoscopic Centar gamenteswerling) 

Surgical Society, PAACT (Patient Advocates for Advanced STAGE #3 Prostate cancer 20 years and up 
Cancer Therapy). and other leading health oreanizations. eS deadly Uu) 


Xe 


a is it to be understood as putting forth any kind of claim Tor Cure for any AT ot acute or eene 
when it comes 10 making any kind ef decisions h. a 
Playing y major role in dramatically helping a 
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"Had I kuown about the benefits 
of PEENUTS *, I would nor have 
; had prostate resection surgery 
at the VA. Surgery didn't help me 
amway. 1 know this product will 
eliminate the surgical course for 
many men," — HW. 


medical problems that a man can face — 
prostate disease and prostate cancer. 


Bur today, I have a new reason for worry. 


Because of the growing awareness that men 
need to get regular prostate examinations... 


Because of the almost infallible faith that 
the medical community places in the common 
PSA test as a reliable indicator of prostate 
health. .. 


And because of the increased use of 
uutritional prostate health supplements whose 
effectiveness and safety haven't been fully 
verified. .. 


.. foo many men mistakenly think they re 
doing all that’s necessary to keep their 


prostates healthy. 


However. as I'm about to show you. the 
latest research clearly shows that when it 
comes to maintaining a healthy prostate and 
preventing the onset of prostate cancer, most of 
today’s conventional thinking on the subject is 
proving to be way off track. 


Mind you. I seriously doubt that most of my 
fellow physicians would ever admit this. 


After all, the majority of them are primarily 
interested in seeing patients. rather than also 
4 


being actively involved in clinical research as I 
am. 


That's why I’m writing this spectral report. 
After all. it’s high rime that someone stood up 
and exposed all of the outdated and obsolete 
thinking that makes dealing with prostate 
problems so confusing. 


Because the more vou know, the better 
prepared you'll be to avoid years of untold misery. 


So let's start by discussnig the truth 
behind... 


PROSTATE LIE #1: 


“Prostate cancer doesn’t 
give you any warning. 
It just strikes out 
of the blue.” 


There's just no way around it: learning that 
you have prostate cancer is a real mghtrnare. 


But unlike other forms of cancer. which 
often seem to appear “out of nowhere” without 
any previous syinptonis, prostate cancer is 
usually preceded by two other kinds of chrome 


prostate conditions. 


The first warning sign i5 prostatitis. an 
inflammation of the prostate gland. 


Jn more than 95% of all cases, the cause of 
prostatitis is not a bacterial infection, but one 
caused by a virus or other source. 


And. in many cases. the inflanunation 
can occur without any clinical evidence of its 
presence, 


wn. makepeacerotaipackage.com 827 


The Ultimate Desktop Copy Coach 


Who needs the amazing PEENUTS' formula...and why 


v All men with a family history of prostate cancer, regardless of age. 
(Why? Because these men have a 10% increased risk of developing prostate 
` cancer) 


V/ All men who are known to have prostatitis, regardless of age. (Why? 
Because prostatitis is now linked with prostate cancer.) 


V/ All men who have problems urinating — starting, stopping, suffering 
from sudden urges, etc. (Why? Because in a study of 235 men with these 
problems, researcliers found that more than 80% also had prostatitis!) 


V/ All men whose PSA is greater than 1 ng/ml. (Why? Because the 
commonly accepted “healthy” PSA range of zero to 4 ng/ml is obsolete! Up to 
30% of all prostate cancer is found in men whose PSA is 4 ng/ml or less!) 


V/ All men who have undergone prostate biopsy and have no evidence 
of prostate cancer, yet their PSA is greater than 1 ng/ml. (Why? 
Because proper nutritional support can help reverse the development of prostate 
problems, or at least help prevent them from getting more serious.) 


&/ All men who have tried traditional antibiotic therapy for prostatitis, 
yet continue to suffer from urinary voiding symptoms and/or a 
rising PSA. (Why? Because less than 5% of all cases of prostatitis are caused 
by bacteria. That means antibiotics are simply unable to help. For this, you need 
specially-targeted nutrients that actually strengthen and promote prostate health.) 


All men with BPH who are presently taking an expensive prostate 
drug, designed to shrink their prostate and improve urine flow. 
(Why? Because these drugs do nothing to improve the health of the prostate and 
may not be needed in many cases. Not only that, these drugs often come with 
unpleasant side effects.) 


V/ All African-American men, regardless of age. (Why? Because according 
to statistics compiled by the U.S. government's Center for Disease Control, 
the déath rate due to prostate cancer is more than twice as much for African- 
' American men than it is for any other racial or ethnic group.) 


Make no mistake, if you are in one or more of the above groups, you need PEENUTS? now. 
Because no other formula offers such a comprehensive, scientifically-documented approach to total 
prostate health. For complete information on how to obtain a RISK FREE TRIAL SUPPLY.. along 
with up to 3 FREE GIFTS.. please turn to page 20. 
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‘Continued from page 5! 

When you have prostatitis. you cau 
experience a variety of symptoms. ranging 
all the way from paiuful or difficult urination 
— including sudden or frequent urges — to 
fever. plus discomfort in the genitals. lower 
back and rectum. 


After more than two decades of 
observing the effects of prostatitis on men of 
all ages. Fve come to the conclusion that it is 
more than just an innocent inflammation. It 
is one of the most dangerous diseases in the 
world. 


Aud that's not just my opinion. 


It is a well-known fact that chronic 
inflammation of au organ often leads to the 
development of cancer in that organ — and 
the prostate is no exception. 


Clinical studies by the American 
Association of Cancer Research and other 
medica! organizations have now shown that 
the link between prostatitis and prostate 
cancer is real. 
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A growing number of other experts like 
Dr. Timothy Moon of the University of 
Wisconsin Medical School are reaching the 
same conclusion. 


Tn fact. after examining a large number 
of malignant biopsy and surgical specimens. 
Dr. Moon reported that virtually all of the 
specimens showed evidence of chronic 
prostatic inflammation. 


The second warning sign is benign 
prostatic hyperplasia — or BPH — an age- 
related increase in ihe number of cells in the 
prostate. which results m an enlargement 
of the 2land. This swelling creates pressure 
against the urethra and the bladder. which 
can cause all kinds of urinary problems. 


Most men who have BPH also suffer 
from prostatitis. For practical purposes. 
the syiuptoms are so identical that many 
urologists have a hard time recoguiziug the 
difference between prostatitis and BPH. 


Very often. the tendency is to make the 
diagnosis on the basis of age. So if you're 


“Before you think you have a sexu 4 


6 6 A fier treating literally thousands of men for prostate 


problems, I’ve observed that a great number of them 
also complain of sexual difficulties. Of course, given 
` the close iuterworkings between the male reproductive organs 
and the urinary tract, this really shouldn't come as a surprise. 


As you grow older, healthy male sexual arousal and 
performance becomes an increasingly fragile thing. And auy 
inflammation or swelling of the prostate gland — even if you're 
unaware that anything is wrong — can really turn off your 
sexual response. 
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under 50, the symptoms are called prostatitis. 
While if youre over 30. the symptoms are 
called BPH. 


But if you find yourself getting out of bed 
at least 2 times a night to go to the bathroom, 
that’s a pretty reliable indication that vou have 
BPH or prostatitis. 


The important thing to remember is 
that prostatitis can lead to prostate cancer 
— and every case of BPH is associated with 
prostatitis. 


So please take these two warning signs very 
seriously and see your physician right away 
should vou begin to experience symptoms. 


Remember. when it comes to maintaining 
prostate health. you are ultimately the boss. 


That's why vou need to know that recent 
clinical research has identified a totally new. 
completely unique nutritional breakthrough 
that’s been shown to help stop prostatitis and 
BPH in their tracks — and help keep them 
from developing iuto cancer. 


ee eee ee ee ee Tee eee ee 


"E have tried multiple products 
over the past 3 vears...noue 

of those worked effectively for 
me. PEENUTS' is for real! 

To ger n PEENUTS*, you'd 
have ro wrestle them away 
Frou me.” — B.B. 


Just as significant. this same breakthrough 
has also been observed to actually reverse the 
growth of prostate cancer in some cases. 


Tli be giving vou more information on this 
a little later. But before J do. we need to talk 
about... 


PROSTATE LIE #2: 


“As long as your PSA 
number is 4 or less, 
you don’t have to worry 
about prostate cancer.” 


Right now. even as Tm writing this special 
report. there are millions of men running 
around with big smiles on their faces. 


i problem, make sure it isn’t a prostate problem.” 


In fact. what many men fail to realize — and 
many doctors tend to ignore — is that decreased 
sexual performance and impotency are often 
associated with chronic prostatitis. However, 
this link was finally validated at the 2005 
American Urological Association convention in 
San Antonio, Texas. 


My hope is that ongoing research will further 
clarify the relationship between a healthy 
prostate and more fulfilling sex. In the meantime, 


T urge you to start giving your prostate all of the 
nutritional support it needs for optimal health. 


You see, very often, after a patient starts 


“using my PEENUTS® formula to help with 


a prostate problem. he will report another 
welcome benefit — in the bedroom. 


Please call 1-800-346-7944 to try PEENUTS* 
yourself — and you'll know exactly what I'm 
talking about.” 
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"I took PEENUTS and 
avoided prostate surgery. 
This is truly remarkable.” 


— iB. 


And it’s not because they just won the lottery. 
The real reason? Their doctor told them that their 
PSA test result was in the “healthy” range. 


What the doctor meant was that the aniount 
of the PSA (prostate specific antigen) produced 
by their prostate was 4 ng/mL (nanograms per 
mililiter of blood) or less. 


You see. in a healthy prostate. only a 
tiny amount of PSA ever escapes into the 
bloodstream. However, if your prostate ts 
swollen or inflamed — or God forbid. if you 
have prostate cancer — your PSA nuinber will 
skyrockei. 


Conventional wisdom has always held that 
if your PSA was 4 ng/mL or less. vou don't 
have anything to worry about — at least from 
prostate cancer. 


Yet. as medical researchers are now just 
discovering. the popular PSA test is anvthing 
but fool proof in its ability to screen for prostate 
cancer. And even thongh this surprising news 
is beginning io be published in professional 
publications like the Journal of the American 
Medical Association. Tin embarrassed to tell 
vou that... 


...many of my fellow physicians just aren't 
getting the message. 


The shocking truth is that up to 30% of 
all cases of prostate cancer arc discovered m 
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men whose PSA number is in the so-called 
“healthy” range between 1 and 4 ng/mL. 


So what's a nan to do? Specifically. how 
low does your PSA number need to be in order 
to help reduce the risk of prostate cancer? 


Many prostate health experts. including 
myself. now believe that a new PSA target goal 
of 1 ng/mL or lower gives men the best chance 
of avoiding prostatitis, BPH. and prostate cancer. 


But what's the safest. most natural way to 
help you reach this new PSA “safe zone"? 


In just a moment. Fm going to share with 
you the astonishing results of an elaborate 
5-vear research studv that has confirmed 
the safety aud effectiveness of the ONLY 
natural prostate health formula that's been 
CLINICALLY PROVEN to help free vou 
from all the prostate worries weve been 
discussing. 


And THAT makes what I'm about to reveal 
even inore interesting! 


PROSTATE LIE #3: 


“Saw palmetto alone 
is the key to natural 
prostate health.” 


For as long as I can remember. health- 
minded men have been told that supplementing 
their diet with saw palmetto extract is a great 
way to keep their prostate healthy. 


This advice originated in the folk medicine 
tradition of the Native Americans and has been 
popularized by generations of naturopathic 


doctors ever since. (Turn to page 10% 
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Some of the most enthusiastic users of Dr. 
Wheeler's amazing PEENUTS* formula are 
other physicians and medical professionals — 
who also recommend it to their own patients! 


"PEENUTS* eliminated my getting up at night after 49 hours of being on the product. I 
couldn't believe 3!" — EC. M.D, 


“Tam a Board Certified, practicing Family Practice physician in my 
mid 40's. A couple years ago I developed significant voiding problems 
and discomfort. Treatment with antibiotics had no effect. Having known i 
and worked with Dr. Wheeler for a number of years. I consulted him. HEMD: 
He diagnosed my problem as prostatitis. Dr. Wheeler recommended PEENUTS *. I was 
somewhat skeptical, but knew the dangers of long-term antibiotic use, which wasn't working 
anyway, so I tried it. Over the course of several weeks. my symptoms significantly improved. 
After several months. I felt so well that I discontinued the product, only to find my symptoms gradually 
building back. Since restarting PEENUTS *. and staying on it. I continue to do well. I note absolutely no side 
effects. I feel comfortable that it is safe for long-term use. PEENUTS* has made a significant difference in my 
quality of life. I also recommend it to patients of my own. Even though there are many prostate supplements 
available. I see no reason to use or recommend anything other than PEENUTS®. Dr. Wheeler lias done 
studies proving its effectiveness and I can personally attest that it works for me” — A. M. Phillips. M.D. 


A. M. Phillips, M.D. 


^. was quite pleased to notice that PSA levels declined im at least 5 patients to date and I 
call this the "PEENUTS EFFECT"... Keep up the good work!" — R. L, MD. 


“As yon know. I was scheduled for the TURP, or “roto rooter”, operation 
in January. In mid-December I heard about PEENUTS* from a friend and 
called your office. I bought a bottle of PEENUTS? aud started taking 3 tablets à 
a day on December 16*, About 2 weeks later F talked with you. . This was R- L, MD. 
very helpful and I canceled my operation. much to my local urologist’s disappointment. He 

enan said that I needed the operation now and that my prostate was the size of a lime. Since I was 

Nutrition’ in good health otherwise, you told me I had a 5096 or better chance to avoid this operation 
ifI used PEENUTS ® for 60 days. If it works, great. if not. I could always have the TURP operation. 
PEENUTS* WORKED! I have appreciated your calls during the last several mouths. . Where I was getting 
up 3 times a night to urinate back in December, I now only get up once. My stream is stronger. there is no 
hesitation, no stopping and starting, no pain. And on May 2, my PSA was down 45% from January. I an 
going to have another PSA this coming week and I expect it to be down at least another 25%. The digital 
exam indicated it is much smaller. So. you are hearing from a grateful, happy man! I am spreading the word 
and glad to do so..." — H. Lawrence. Nutritionist 


Physician-endorsed...clinically proven...recognized by U.S. patent 36.197.309. Try the exclusive 
PEENUTS* formula and you'll sing its praises, too! Call 1-800-346-7944 for a RISK-FREE TRIAL 


SUPPLY and get up to 3 FREE GIFTS! 


* The results in these tecamonisds ace not typical. Zndividual realis may 
The matemects an tins packege here no: beer evalzates by the Food and 


models te protect eenSdenrishey 


is nar intended to tean, diagnose. cere or preventany disease. 9 
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¿Continued fron: page 81 

As a result. saw palmetto extract is todav's 
most popular prostate health supplement. 
Millions of men have tried it, as I have myself. 


And who wouldn't? 


After all. saw palmetto is safe...it’s 
natural...and there is considerable anecdotal 
evidence to the effect that the soothing 
plant sterols in this remarkable botanical 


compound provide exceptional relief. 


However. there's just one problem. 
Until quite recently. saw palmetto — as 
an individual nutrient — had never been 
subjected to the rigorous testing procedures 
of a modern clinical research study. 


Now don't get ine wrong — I still take 
saw palmetto. Only now. I take it as part of 
à comprehensive prostate support formula 
that contains a total of 14 other carefully- 
matched phytonutrients. 


Here's why. 


Breaking news: 


More recognition by the mainstream medical community 
for Dr. Wheeler's all-natural prostate breakthrough 


TS recent events have thrust Dr. Wheeler's amazing PEENUTS* formula into the 


spotlight: 


At the 2005 convention of the American Urological Association in San Antonio, Texas, 
Dr. Wheeler presented clinical proof of his revolutionary approach to natural prostate 
health to hundreds of the nation’s leading urologists. 


The scientific validation of his claims for the revolutionary PEENUTS* formula 
— something that has never been offered for any other prostate supplement — was eye- 


opening news for everyone in attendance. 


Next, in the September 2005 issue of Ihe Journal of Urology, one of the world's 
leading medical publications, Dr. Wheeler offered the results of his preliminary research, 
which clearly showed the effectiveness of the PEENUTS * formula in dealing with the 
problems of prostatitis, BPH and prostate cancer. 


These two events underline the PEENUTS* formula’s growing acceptance by many 
doctors and the confidence you can have in this exceptional product. 


If you are currently suffering from prostate troubles — or you just want to do 
everything you can to avoid these troubles in the future — call 1-800-3 46-7944 now for a 


RISK FREE Trial Supplv. 
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Recently. the prestigious National Institute 
of Health sponsored a one-year. nmiti-patient 
research study to determine the effectiveness 
of saw palinetto in lowering PSA and 
relieving prostate problems. 


A total of more than 200 men were divided 
into rwo groups. 


The first group was given a standardized 
dose of saw palinetto twice a day. while 
the men i2 a second group were given 
"fake" sugar pills as a placebo on the same 
Schedule. 


Well. the results of this research totally 
blew me awav. 


Saw palmetto did not perform any better 
by clinical standards than the placebo sugar 
pills did in relieving prostate problems. 


Which means if you're still taking saw 
palmetto by itself in hopes of a dramatic 
improvement in your prostate health... 


. Youre just peeing your money away! 


Since completing this eye-opening study. 
Tve consulted with a mmber of leading 
prostate researchers and biocheniists. 


From these experts. I’ve learned that 
for saw palmetto to be OPTIMALLY 
EFFECTIVE for a wide variety of men 
and their individual biochemical needs. it 
needs to be taken with 14 OTHER natural 
phytonutrients. 


And that’s where the advanced 15-nutrient 
prostate formula that I now take on a daily 
basis comes in. 


Because clinical studies have shown 
that this new breakthrough is so effective at 
lowering PSA and boosting prostate health 
that I recommend it in complete confidence 
to all of my patients and anyoue who has any 
kind of prostate concern. 


In fact. when you see exactly what this 
totally unique formulation can do. 


I hope you'll] understand why Tin so 
enthusiastic about it — and why there's an 
excellent chance that it can help you avoid 
the need for conventional prostate treatments 
aud their often dangerous side effects. 


That’s why it’s so important for you to 
understand what I’m going to share with 
you next. Because I don't want you to fall 
for... 


PROSTATE LIE #4: 


“The only sure way 
to deal with prostate 
troubles is with 
prescription drugs or 
invasive surgery.” 


Because of the difficulty in making a 
precise diagnosis for prostatitis and other 
prostate problems. doctors will often use a 
“shotgun approach” in which a wide variety 
of therapies are prescribed — in the hope 
that at least one of thein will provide relief. 


For example. I would say that 80% of 
urologists continue to recommend a course 
of antibiotics as a first step. even though less 
than 396 of all cases of prostatitis involve a 
bacterial inflammation — the only kind of 
inflammation that antibiotics can help. 
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“PEENUTS ! is incredible 
— the results were amazing." 


— ilL. 


What's more, playing this kind of prostate 
“guessing game" with antibiotics when they're 
not called foris irresponsible since it can lead 
to more resistant bacteria and a weakening of 
the patient's immune system. 


Also. you'll probably be asked to start 
taking one or more other drugs designed to 
help improve urine flow. 


While some of these drugs are quite 
helpful. many can subject the patient to a 
variety of discomforting side effects. 


And at least one of then — one of the most 
popular prostate medications, I might add — 
was recently shown to be of doubtful value. 


You ll be poked and prodded by a rubber 
gloved hand as vour doctor performs a digital 
recta] examination to determine the extent 
of the swelling. And if your PSA level is 4 
or greater, you'll probably be subjected to an 
invasive biopsy procedure, in which a sample 
of your prostate tissue is removed to check for 
evidence of malignancy. 


Then. if vour drug therapy doesn't 
significantly lower your PSA level and improve 
your condition, you'll likely be asked to keep 
coming back for more of these biopsies on a 
regular basis. For some patients. it's like getting 
on a merry-go-round that never seems to stop. 


If the problem is serious enough. you'll 
12 


probably be asked to consider some type 

of surgery — quite possibly a procedure 
called TURP. which is short for transurethral 
Tesection of the prostate. 


During TURP. a tiny flexible cutting tool is 
inserted into the tip of your anesthetized penis 
and pushed back through the urethra until it 
reaches the point where it can cut away the 
swollen prostate tissue that is obstructing the 
urine flow. 


However. let rue warn vou: Although TURP 
is a very common surgical procedure... 


...there's a 50/50 chance it will leave you 
both impotent and incontinent. 


To add insult to injury. TURP doesn’t stop 
the prostate from growing. 


In fact. TURP often results in the buildup 
of scar tissue. 


Which means you just might have to go 
through the same procedure again to get rid of 
the new scar tissue tliat is now causing even 
more urinary problems — and making you 
increasingly susceptible to urinary infections. 


Now don’t get me wrong. As a physician. 
{ know there's a time and place for all kinds 
of treatments. But to me, drugs and surgery 
shouldn't be the first things you turn to. 


Especially now. 


You see. slowly but surely. after years of 
research and decades of treating thousands of 
my own patients. I've learned that the most 
powerful weapon against all types of prostate 
troubles isn’t always drugs or surgery. 
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Rather. it’s an extraordinary formulation 
of 15 remarkable nutrients that now has been 
recognized by a U.S. government patent 
and scientifically validated through rigorous 
clinical trials. 


U.S. patent #6,197,309 — the first REAL 
breakthrough in natural prostate health 


As I was mentioning earlier. the idea of 
using powerful nutrients to support healthy 
prostate function isn't exactly a new idea. 


However... 


The idea of studying ALL of the 
latest, most up-to-the-minute research 
that's available in order to identify the 
ABSOLUTE BEST of these prostate 
nutrients.. then carefully determining the 
exact amount of each that’s needed for 


Dr. Wheeler explains: 


“Why I will never perform 
prostate surgery again” 


“Frankly, I just couldn’t take it anymore.” 


“Even though prostate surgery is a well- 
established medical practice, I'd seen just too 
many men who now suffer from incontinence 
and impotence as a direct result of this 
invasive procedure. So I put down my scalpel 
and vowed never to pick it up again.” 


“Instead, I established a prostate research 
clinic and dedicated my career to developing 
the first and only natural prostate formula 
that’s been medically tested and scientifically 


optimal results and combining them all into 
a single formulation... 


Plus the most important step of all... 
Actually verifving the effectiveness of the 


completed formula with accurate. scientificallv- 
valid. double-blind research studies... 


Well. THAT'S BIG NEWS! Because this 
has never been done before with auy otlier 
prostate health supplement! 


Just think about it for a minute: 


Ir used to be that every time you came 
across some typical marketing “hype” about a 
new prostate supplement. all you were reading 
were hope-filled promuses that had not been 
scientifically validated. 


problems that often lead to prostate cancer.” 


“Thousands of men have tried my patented, 
scientifically-validated breakthrough with 
outstanding results. Even better, these men 
continue to call, write and e-mail me, all 
thankful that this life-enhancing discovery 
was able to spare them years and years 
of misery." 

“Now it’s my turn to help you.” 

“Please let me send yon a RISK-FREE 
TRIAL SUPPLY todav...along with up to 


proven through rigorous clinical trials to help 
relieve the common prostate and urinary 


3 FREE GIFTS! Complete details are on 
page 20^ 


13 


836 www.makepeacetotalpackage.com 


QwikCrits Part One 


"I have been using 
PEENUTS' for several 
months and have experienced 
a favorable response. 
Dayrine urinary urgency as 
: i © diminished significantly and 
my PSA dropped from 3.3 t0 ] in six weeks. 
Prior to taking PEENUTS*, while working 
our al the gym I would find it necessary 
10 nrinaie every half hour. That problem 
has greatly improved as I do not find it 
necessary 10 urinate at ail while working 
On..." —AG 
But not with the breakthrough I' about to 
reveal. And that's what makes it so different. 


You see, working under strict federal 
government guidelines, I've developed the 
FIRST and ONLY natural prostate health 
formula that’s been CLINICALLY PROVEN to 
actually work, 


This revolutionary advance in prostate 
health is called PEENUTS* — which stands for 
the Power to Empty Every Time while Never 
Urinating Too Soon. 


And that's why PEENUTS' is such a good 
name. Because the Power to Empty Every Time 
while Never Urmating Too Soon is what normal 
bladder function is all about — and it all starts 
with a healthy prostate. 


And I promise that the more you learn 
abont PEENUTS". the more you're going to 
understand why it's the only natural prostate 
supplement that has everything you need to 
give chronic prostate and urinary problems a 
walloping knockout punch. 


Because unlike all of those other “cookie 
14 


cutter” prostate products — the kind you see 
on the shelf at your local drug store or health 
food store — only the medically-endorsed 
PEENUTS* formula offers... 


...compelling clinical proof that there really 
is a natural way to achieve total prostate health. 


Let me explain. 


My interest in finding an effective natural 
solution to the perpetual prostate problems 
that plague men began soon after I completed 
my urology residency at the Louisiana State 
University Medical Center in 1985. 


You see. it was at this point that it really 
began to dawn on me just what kind of trauma 
that prostate surgery can cause to man's life 
— not just in the bathroom. but in the bedroom. 
And I didn’t want that ever to happen to me. 


Still. it wasn’t until 1997 when the story 
behind the PEENUTS"* breakthrough really 
took a giant leap forward. 


I had just finished a year-long search to 
identify and evaluate all of the natural nutrients 
that might possibly benefit anyone suffering 
from prostate and urinary difficulties. 


Since specially-targeted nutritional therapy 
is not exactly the kind of thing you're taught in 
medical school. I had a lot of “homework” to do. 


After reviewing all the available research 
on each of these individual prostate nutrients. 
I decided it would be a good idea to put the 
best of them — a total of 15 — into a more 
balanced. comprehensive type of prostate 
formula that I could give to iny patients with 


coinplete confidence. (Turn to page 161 
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The exelusive biocellular protection of 15 precisely- 
matched nutrients makes PEENUTS" your first line of 
prostate defense — and the ultimate male formula 


No other prostate supplement gives you a protective shield of so many different natural anti- 
inflammatories, essential amino acids and powerful immune system stimulants — all in a 
comprehensive formulation of clinically-proven effectiveness! 


Vitamin C — immune system stimulant and antioxidant 


Vitamin E — actually lowered the incidence of prostate cancer 
by 32% in one study 


Vitamin B6 — immune system stimulant and key nutrient for ‘ š [ 
overall health in the urinary, vascular and nervous systems D Ww | 


Selenium — this amazing trace mineral has been shown to decrease 
the incidence of prostate cancer by 66% in a 10-year clinical study 


Peenuts | 


Zine —the “master mineral” for prostate health and sexual functioning 
Echinacea — immune system stimulant 
Glycine —siimulates healthy hormone levels and fights inflammation 


Alanine — a powerful natural anti-inflammatory that stimulates production of 
lymphocytes in the immune system 


Glutamic Acid — an essential amino acid for prostate health 


Saw Palmetto — a potent source of soothing beta-sitosterols that helps relieve BPH. 
saw palmetto is most effective when used with the patented blend of 14 other 
synergistic nutrients that make up the exclusive PEENUTS* formula 


Pygeum — another rich source of beta-sitosterols that helps ease BPH and supports 
prostate health and urinary function 


Pumpkin Seed — a third source of natural beta-sitosterols, plus trace minerals like 
copper for complete prostate nutrition 


Nettle — a fourth source of beta-sitasterols, excellent for helping relieve a wide variety of 
urinary symptoms 
Garlic — well-known for its anti-inflammatory, antioxidant, antibiotic and immune 


boosting action at the biocellular level 


Ginkgo Biloba — promotes overall vascular health in the prostate tissue and elsewhere 
15 
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"I began raking PEENUTS* 
two months ago ar the 
recommendation of one of 

the most renowned prostate 
specialists in the U.S. My 
second biopsy has come back 
negative as two suspicious areas were atrophic 
rather than malignant. My PSA has declined... 
Mv flow is much improved and even though 

I drink a lot of fluid, my nightly trips to the 
bathroour have been reduced from nvo to 
one,” — LA. 


All I knew was this: if the only alternative I 
could give my patients was the choice between 
drugs or surgery. I was clearly in the wrong 
business. And hopefully. this new patented. 
scientifically-backed formulation would give 
prostate sufferers a better way to be more 
proactive in dealing with their problem. 


Well. after finalizing the specifications 
of the formula — and determining the exact 
amounts required for each of the 15 nutrients 
— I produced the initial batch of PEENTTS* 
capsules. (See page 15 for a complete listing of 
this "all star team" of prostate nutrients.) 


But that was just the beginning. Because 
Twas detennined to give my new formula 
the kind of thorough clinical evaluation that 
was sorely missing from every other prostate 
product I had seen. 


The only way I could prove beyond a doubt 
that the PEENUTS* formulation would really 
“deliver the goods” was to subject it to the full 
scientific scrutiny of a double-blind. placebo- 
controlled study. So that's what I did. with the 
full cooperation of many of my patients. 


(The full details of this ground-breaking 
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research are available in a FREE REPORT 
that I want to send you. More on this m just a 
minute.) 


Needless to say, all of the patients who 
took PEENUTS* reported a dramatic decrease 
in their symptoms associated with both 
prostatitis and BPH (enlarged prostate). 


Of course. it's always a good thing 
whenever a physician's patients have something 
to smile about. But the “medical researcher" 
part of me wanted more than smiles. 


So I took my research beyond the subjective 
feedback that my patients were giving ine and 
compared the test results against the rigorous 
objective testmg criteria of the American 
Urological Association’s symptom evaluation 
index. 

Specifically. ] evaluated the exact degree of 
each patient's improvement in 7 different areas 
that affect men with prostate concerns: 

* “incomplete emptymg” 

* “frequency” 

* “intermittency” 

* "urge to urinate” 

* “weak stream" 

* “straining” 

* "urinating at night? 

At the conclusion of this full clinical 


evaluation. I was delighted to discover that the 
PEENUTS"* formula had helped 69%% of the 


www.makepeacetotalpackage.con 839 


The Ultimate Desktop Copy Coach 


patients see a dramatic improvement in 6 of 
these 7 svimptom categories while... 


100% of the men 
experienced 
substantial benefits! 


Even more impressive. this same result 
was later duplicated in a larger. more 
elaborate follow-up study involving 300 
men. So I knew the exceptional performance 
offered by the PEENUTS* formula wasn't 
just some kind of fluke, 


“OK. Dr. Wheeler. Fine and dandy.” I can 
hear you saving. “But what about the PSA 
number? Exactly what effect did PEENUTS* 
have on the PSA levels of all those men?^ 


The answer to that question was perhaps 
even more gratifying — especially since the 
PSA level is widely regarded as the “barometer 
of prostate health" — and. as I pointed out 
earlier. the lower vour PSA. the lower vour risk 
of developing prostate cancer. 


Well. the good uews for every man alive 
is that the average drop in PSA was an 
astonishing 4996! 


Best of all. no negative side effects or 
drug interactions were noted during either 
the test period or the clinical follow-up. 


This confirms everything I continue to see in 
iny own medical practice today — more than 7 
vears after these initial studies took place. 


Many patients find that taking PEENUTS* 
alone — as part of a program of healthy diet aud 
moderate exercise — is all they need to enjoy 


“After taking PEENUTS' for 
abour two months, my PSA 
dropped from 7.2 10 3.6... 
was extremely happy about 
how effective the product was 
and declined a recoumiended 
second biopsy... Thanks." — O. 


remarkable freedom from prostate worries. 


Other patients prefer taking the all- 
natural PEENUTS* forinula together with a 
prescription prostate medication. especially if 
Their symptoms seem to benefit from an extra 
degree of specially-targeted nutritional support. 


Both approaches work perfectly fine. 
although you should always keep your doctor 
inforined about what you're doing. 


Aud speaking of doctors... 


..]many of the happiest users of 
PEENUTS' are my fellow physicians! 


Even better, these doctors. most of 
whom are just as frustrated as I am with 
the limitations of conventional therapeutic 
approaches. don't just stop at taking 
PEENUTS* for their own prostate concerns, 
They also recommend the formula to their own 
patients. And for good reason. 


With the patented PEENUTS* formula. 
there’s FINALLY a safe, natural, non-invasive, 
and CLINICALLY PROVEN way to help... 


v relieve the common age-related 
prostate problems that can lead 
to prostate cancer 


v/ achieve today’s new standard of 
7 
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prostate health. which is a PSA 
level of 1 ng/mL or less 


v^ avoid the inconvenience of 
embarrassing urinary problems 


v/ reduce the risk of prostate cancer. 
help stabilize existing prostate 
cancer. and possibly even reverse 
prostate cancer at the Gleason 5-6 
level (as suggested by preliminary 
data associated with a prospective 
prostate research study published 
in the Septeinber 2005 issue of 
the Journal Urology) 


The medical evidence is clear: 


No other prostate formula even comes 
close to the documented difference that 
PEENUTS! can make in your life. 


Make no mistake. developing the 
PEENUTS* formula and being awarded a 
U.S. patent for it has given me a great deal of 
personal satisfaction. 


And so has the opportunity to share 
my research findings with officials at the 
National Institute of Health in Washington. 
D.C. on two separate occasions. 


And what pleases me even more is that 
thousands of men — patients as well as 
friends — have tried PEENUTS* and taken 
the first step on the road ro total prostate 
health. 


But what about all the other men across 
the country who are already suffering from 
prostate problems or are concerned about the 
risks of prostate cancer? 
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What about YOU? 


Well. you'll be glad to know that Tve 
found a better. more convenient way to get 
this revolutionary formula to get into the 
hands of any man who wants it — as quickly 
and inexpensively as possible. 


Instead of vou having to contact my 
office and make an appointineut to see me 
personally. I've agreed to let Swiss Labs — 
one of the world’s leading manufacturers of 
advanced nutritional products — take on the 
responsibility of distributing the PEENUTS* 
formula throughout the U.S. and directly to 
vour door. 


When it comes to dealing with prostate 
problems. time is NOT on your side. 


Remember. this is war. „and hesitation is 
the enemy. 


You need to deal with these problems as_ 
quickly as possible. in an aggressive. effective 
manner. 


For niany men. taking the PEENUTS* 
formula may be their best first opportunity to 
take control of their prostate health in order 
to delay and help prevent the development of 
prostate cancer. 


That's why I urge you to... 


..try PEENUTS* now with a special 
RISK-FREE TRIAL OFFER. 


In fact. I've already made arrangements 
for vou to try a special trial supply in your 
home for a full 30 days — without any 
obligation. 
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During this time. you'll be able to see for 
yourself exactly what this remarkable all- 
natural formula can do. 


Just imagine what your life would be like 
with... 


@ No more endless trips to the 
bathroom at night 


E No more embarrassing urinary 
emergencies during the day 


BI No more agonizing over what to 
do with an elevated PSA when 
the biopsy is negative 


E No more wondering if there's 
something that can help calin 
your prostate cancer fears 


I urge you to take advantage of this 
opportunity to personally put my PEENUTS* 
formula to the test and enjoy a truly proactive 
approach to natura! prostate health tliat really 
works. 


And there's more to look forward to. 


Because along with your RISK-FREE Trial 
Supply of PEENUTS'". get ready to... 


...Ieceive up to 3 FREE GIFTS 


worth $76.85. plus a 100% satisfaction = 


guarantee. 


You'll find complete details about © 
your free gifts on page 20. i 


Don't miss out on this limited- 
time offer to personally evaluate the 
most advanced nutritional prostate Seu 


Peenuts 


therapy in medical history. 


T invite you to try PEENUTS* for a full 30 
days. Then. if you're not totally delighted with 
the results you get from this amazing formula 
in every way. simply return the empty bottle 
(or any unused portion) for a full refund of 
the product price. 


Either way. any free gifts you receive are 
yours to keep. Just remember that supplies are 
limited. So you need to act now. 


For instant service in getting your special 
trial supply. call 1-800-346-7944 or see the 
Risk-Free Savings Certificate on page 23. 


Yours for a healthy prostate and long life. 


m 


Dr. Ronald Wheeler. M.D. 


P.S. — The people at Swiss Labs. the 
distributor PEENUTS*. have asked me to 
share some great news with you! If youre 
one of the first 500 people to ask for a 
RISK-FREE Trial Supply of the PEENUTS* 
formula within the next 7 days. vowll 
automatically receive a FREE ONE- 
YEAR SUBSCRIPTION to the all-new 

ALTERNATIVE HEALTH JOURNAL 


— the exciting weekly on-line 
7 magazine that keeps you up to date 


* 


ou today's latest medical advances... 
biggest health breakthrouglis...and 
best natural remedies. 


This wonderful “bonus gift” — a 
regular $49 value — is yours FREE 
if you hurry. So don’t miss out. Call 
— 1-800-346-7944 NOW! 
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FREE GIFT #1 


"PROOF NOT PROMISES!” 


by Dr. Ronald 
Wheeler 


Filled with 
carefully- 
documented 
research 
studies never 


PROOF...NOT. 
PROMISES 


seen before 
by the general 


public. this 
fact-packed 


$29.95 value special 
report presents all the clinical facts 
about the exciting PEENUTS' 
prostate breakthrough — and how it is 
revolutionizing the way many physicians 
help patients suffering from prostate and 
urinary troubles. Show it to your doctor! 
Share it with friends and family! Take 
control of your prostate health! You'll 
see exactly what kind of benefits you can 
expect from the PEENUTS* formula 
— AND you'll have the facts to back it up. 
There’s also a special “personal progress” 
section that makes it easy to track your 
own prostate health and create your own 
prostate success story. 


Remember, any FREE GIFTS you 
receive are yours to keep...even 
if you later decide to return your 
RISK-FREE TRIAL SUPPLY of 


PEENUTS* for a full refund! | 


FREE GIFT 82 


"A CRITICAL UPDATE ON 
PROSTATITIS AS A CAUSE 
OF PROSTATE CANCER" 


by Dr. Ronald 
Wheeler 


For anyone 
wlio is interested 
in keeping 
their prostate 
healthy. here is a 
"bible" reading™ 
Written for men 
in language 
that 1s easy to 
understand. this 


$19.95 value 


remarkable report puts the truth on the 
table in helping you better understand your 
symptoms and treatment options — all in a 


way that will help vou arrive at a successful 
outcome. Discover wliat you need to do to 
help vour doctor treat you like an individual 
instead of just another patient — and give 
you the treatment you want. Learn about 

a little-known lab test that can save you 
from a lifetime of misery — and how to 
get your doctor to prescribe it. Discover 

an all-natural strategy that can help you 
avoid the dangers of life-changing surgery. 
Also includes specific diet and lifestyle 
recommendations. as well as the American 
Urological Association’s official symptom 
checklist. so you can determine the exact 
state of your prostate health in the privacy 
of your home. (On DVD, a $19.95 value) 
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FREE GIFT #3 
“SAVE UP TO 86% ON YOUR 
PRESCRIPTION DRUGS” 


Yes. now thousands of U.S residents are taking 
advantage of a recent vote by congress... prescription 
drugs from leading drug companies at savings of up to 
86% less than you are paying today! Supplied directly 
to your door by a reputable licensed Canadian pharmacy. 
You get a complete listing of over 500 drugs. plus you get 
all the necessary forms and instructions to help you start $24.95 value 
saving thousands of dollars per year! So what are you waiting for? Before vou shell 
out vour hard-earned cash for your nest prescription. make sure you're not paying up 
to 86% more than you should! Request your RISK-FREE Trial Supply today! 


AND THERE'S MORE... turn page 


Photo -b9069959902»9*t€»,0tWsnss5tetmsotevpss5'svevisrssvnssecsscecscenuor 


“A PROSTATE FORMULA THAT'S SO ADVANCED, 


EITHER IT WORKS FOR YOU...OR IT'S FREE" 
The PEENUTS* Triple-Satisfaction Money-Back Guarantee 


Guarantee #1: Guarantee #2: Guarantee #3: 

The exclusive PEENUTS' = PEENUTS? is man- In addition, Fin so confident 
formula is guaranteed to ufactured by a GMP- of the amazing PEENUTS* 
be today’s most advanced certified. FDA-approved formula that any FREE 
approach to natural company and is guaranteed GIFTS you receive — 
prostate health — the to offer the full therapeutic including the special FREE 
ONLY nutritional formula potency needed for 1-year subscription to the 


that’s been CLINICALLY maximum effectiveness. ALTERNATIVE HEALTH 
PROVEN to dramatically If you are not completely JOURNAL — are yours to 


lower men’s PSA levels and satisfied with the results keep...even if you decide 
help relieve chronic prostate obtained with this 1o return your supply of 

and urinary problems. And remarkable formula. simply PEENUTS* for a full and 
youre free to try it for a return the empty bottle (or — prompt refund of the product 
full 30 days to see exactly — any unused portion) within price. 

what this remarkable 30 days for a full refund of "ms 
formula can do for you. the product price. Dr. Wheeler 4 
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Order Order Within 10 Days And You'll Also Get; 


A FREE 1-year subscription to 


today’s most up-to-date source 


of healthy, healing information 
is YOURS rif voi are among the first 


500 people to call !) 


We have reserved exactly 500 special one-year 
subscriptions to the all-new 4L7ERNATH E 
HEALTH JOURNAL, Aud we're giving them 
away —— absolutely free — to the first 500 
people who order a RISK-FREE Trial Supply 
of the amazing PEENUTS’ prostate formula 
within the next 7 days (valued at $49)! 


The ALTERNATIVE HEALTH JOURNAL 
is the exciting weekly on-line magazine that 
keeps you up to date on today’s latest medical 
advances. . biggest health breakthroughs. ..and 
best natural remedies. 


With a new issue waiting on your computer 
every week. ALTERNATIVE HEALTH 
JOURNAL is the fastest. easiest way to discover 
the kind of practical. useful information that can 
keep vou out of the hospital and help you live 
your life in the best of health. 


More than just the usual options involving 


BY PHONE: Call 
1-800-346-7944 toll-free. 
Please have your credit card 
or checkbook ready when 
you call. along with the 
priority code number found 
on the back cover of this 
special report. 


Swiss Labs 


seocsentsvivsciosstst]| 42 vin 


22 The statements m this package bave not been ezniused by the Food and Drag Aduzasouatien, Thus product zs nor inteaded to went, diagnose, cure dr prevent za, 


2 Easy VVAays To Order 
BY MAIL: Put this Risk- 
Free Savings Certificate 
into the enclosed postpaid 
envelope and drop it in the 
mail for rush delivery. 


653 West Station 
Kankakee, IL 60901-3511 


58, 08 09 9.B,AB.8 2, 8.2,9,B.8.D à 9.0,0,0,0.,8 8.7, 2.2.8.0. 8 € B aM uà B,2,5,5.,2 2,6,0, 7, 8. 4 0 RS. à. 


surgery or drugs. ALTERNATIVE HEALTH 
JOURNAL brings vou the latest treatments 
and therapies from all areas of medicine. 
Nowhere else will you find so much useful new 
information on such a timely basis. 


Best of all, this wonderful “bonus gift” — a 
regular $49. value — is yours FREE if vou 
hurry. So don't miss out. Call 1-800-346-7944 
NOW! 


Like all the other previously mentioned 
gifts. your special FREE ONE-YEAR 
SUBSCRIPTION to the ALTERNATIVE 
HEALTH JOURNAL is yours to keep and 
enjoy. ..even if you later decide to rerurn your 
RISK-FREE Trial Supply of PEENUTS: for a 
complete refund. So call 1-800-346-7944 now! 


Check orders are available 
by phone only. Make any 
corrections to the address 

on the label and mail this 
coupon in the enclosed return 
envelope — or simply cali the 
above toll-free number 

to order. 
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. RISK-FREE SAVINGS CERTIFICATE | 
Call now for your RISK-FREE Trial Supply of and receive up to 3 FREE 
GIFTS...plus a special fast-response bonus if you respond within 7 days! 
vj YES [?lease rush my special trial supply of the revolutionary PEENUTS* fornuila in the 

* quantity I've selected below. I understand that I'm trying this amazing formula on 
a RISK-FREE trial basis and my satisfaction is 100% guaranteed. Plus. any FREE 
GIFTS that I receive are mine to keep. 
Please send me (check one): 


LJ VERY BEST DEAL — SAVE $49.90 — plus get FREE SHIPPING 
3-month (180 capsule) supply of PEENUTS * — reg. S149-83 — just $69.95! 
Comes with ALL 3 FREE REPORTS (See pages 20-21) 
A total value of $196.70 
But I pay only $69.95 — and shipping is FREE! 
LÌ SPECTACULAR SAVINGS — SAVE $29.95 
2-monrh (120 capsule) supply of PEENUTS* — reg. $79.50 — just $49.95! 
Comes with 2 FREE REPORTS (“Proof Nor Promises” aud “4 Critical Update") 
A total value of $131.80 
But I pay only $49.95 (plus $9.95 S&H) 
L] GREAT VALUE — SAVE $10.00 
1-month (60 capsule) supply of PEENUTS * — reg. $3993 — just $29.95! 
Comes with 1 FREE REPORT ("Proof Nor Promises”) 
A total value of $71.90 
But I pay only $29.95 (plus $7.95 S&H) 
CJ SPECIAL "FAST RESPONSE BONUS": YES, I'm responding within 7 
days! Please send my FREE 1-year subscription to the “ALTERNATIVE HEALTH 
JOURNAL" if I am among the first 500 people to place an order. 


Please charge my: [2 MasterCard (Visa O Discover 

Please note: Checks are available by phone only. No Checks By Mail Due To 4 to 6 

Week Clearance Delay. However. we would be happy to accept your check by phone at the 

toll-free number. Please have the priority code on back and your checkbook ready when calling. 
Name (as it appears on credit card): 


Card — Expiration Date 


Signature: 


Telephone (day): Telephone (night): 
fm case we have a question about your order) 
E-mail address: 


(for slapping confirmanon) 


Swiss Labs * 653 West Station * Kankakee. IL 60901-3511 
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 Finally...The First R 
sreakthrouc 
Prostat 


q | Leading urologist and former 
| prostate surgeon and today's top 
natural prostate health expert 


= “Let me tell you about the ONLY natural 

B approach to prostate health that's been 

Dr. Ronad Wnecjer, mo CLINICALLY PROVEN to dramatically 
lower PSA levels and help get rid of the 

chronic problems that can lead to prostate cancer.” 


“The whole story is waiting for you inside.. .along with a special 


RISK-FREE offer that’s ready to send you up to 3 FREE GIFTS!” 


el * PRSRI $TD 
Swiss Labs Us, POSTAGE 
653 West Station f PAID 
Kankakee, IL 60901-3511 PERMIT XO. 235 
WELLS ME 


Priority Code 
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Brad's Qwik Grit - Part One 
Prostate Health Promotion 


1. Effectiveness of the Main Theme: 1s it in the news or current event? Does it 
appeal directly to prospects’ most dominant fears and/or desires? 


Grade: 2 


Prostate problems are likely on the minds of the men who will receive this pro- 
motion — especially those who are already suffering. The problem is that the piece 
seems to focus too much on “prostate health" instead of on solving the specific prob- 
lems men are concerned with. 


1 also think there is too much talk about cancer early on and too much of the piece 
seems to be selling cancer prevention. 1 think solving existing problems would prob- 
ably be a better approach. Sure, guys are worried about dying of prostate cancer, but 
the more immediate need is to get a good night's sleep without having to get up two, 
three, or four times. 


And those promises need to be made early on in the piece, not at the end. 


2. Organization: Does the copy move smoothly and quickly? Or does the writer 
seem to jump around in ways that are likely to confuse the reader? Do the sidebars 
directly support the running text? Or do they blur clarity of vision by introducing ex- 
traneous material? 


Grade: 2 


The copy flows fairly smoothly, but seems to drag a bit at times. | think there may 
be too much information in each of the myths. A bigger problem, however, is that the 
big benefits are buried at the end of the copy. Here and there benefits are alluded to or 
mentioned, but I think every benefit needs to be clearly promised in the first page or 
two so I have a good reason to read the rest of the package. 


Regarding sidebars, they secm fine, overall. However, the sidebar on page five 
talks about the *amazing PEENUTS formula," before it has been introduced in the 
copy. 1 don't know what this formula is or why you're mentioning it at this point. 


A]so the sidebar on page six talks about a very important benefit — a benefit I 


don't recall even being mentioned in the running copy. 


qa ee SEAS SASE ERASE 
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Additional Comment: I think myth-busting could be a good approach for this 
product, but you have to make sure they are myths everybody believes (I'm not sure 
that’s true of all these myths) and are relevant to the reader. For example. I didn’t find 
Prostate Lie #1 very consequential at all. I've never heard that prostate cancer strikes 
out of the blue. 1 know I need to have an exam and a PSA every year so the doc can 
catch the cancer early, so it seems like a made-up lie that nobody’s actually telling. 


I find lies #2 and #3 far more compelling. Those are things I want to know and I 
think you could build a package around them — with a little prescription drug bash- 


ing thrown in for good measure. 


3. Headline: Does it grab the prospect's attention? Is there an “intrigue” ele- 
ment? Does it offer a compelling and credible benefit? Does it speak to the reader's 
dominant emotions about the main theme? 


Grade: 2 


I don't find the headline very powerful. Using "the truth” is a proven technique. 
but it has to be something people want to know the truth about. I'm not sure anyone 
is dying to know the truth about their prostate. And calling it “the new truth” just 
confuses me. 


4, Deck Copy: Does it adequately support and bring credibility to the main 
head? Does it “bribe” the prospect to read further? 

At first read, I found the first sentence of the deck confusing and had to re- 
read it. But once I understood it. ] don't think it adds much to the headline. Telling 
people that they haven't been told the truth is a proven technique, but I don’t think it’s 
been executed very powerfully here. Also, there's no benefit, nor does it say what bad 
thing will happen to me if I don't read this. 

Essentially, the head and deck are saying. “Here’s some new information about 
your prostate, Read it.” That's just not compelling enough to make me turn the page. 

Regarding the bullets. they’re fair at best. They could be vastly improved by 
studying and emulating the style in Clayton's various packages or in a Boardroom 
package. 

5. Opening Copy: Does it confirm that the reader will indeed receive the prom- 
ised benefit for reading the copy? Does it paint a picture of the reader enjoying the 
benefits offered by the product? 


_—————— RREESME LDEGEIOELLLELLEILEEEELELLEZZEZE 
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Grade: 1 

I'm giving this a one only because | think the headline and deck across the open- 
ing spread are decent (1 think the idea that prostate cancer is found in so many men 
with good PSA scores should be more heavily and dramatically played up on the 
cover. The bullet that mentions it is pretty blasé.). 


But things quickly go awry in the deck copy in the first column. For starters. 
the sentence is much too long and is slightly confusing. 1) The second part of the 
sentence really doesn’t follow well from the first part: 2) It seems odd that a five-year 
research study would reveal “the astonishing secret of..." I would, however, expect 
the research study to prove that the product works. 


More importantly, however, I think it’s much too early in the piece to start selling 
the supplement. 

The body copy doesn’t improve things. I find the opening copy quite confusing. 
The questions don't really tie together very well. I'm not sure why you're asking me 


this stuff, nor does any of it convince me that I really need to keep reading. 


Also. the follow-up paragraph to the question about whether I’m taking a prostate 
supplement doesn't really follow. Yes, I'm “shocked” to learn that the most popular 
prostate supplement is “no more effective than a sugar pill" — though I'm skeptical 
— but what does that have to do with me if I’m taking some other supplement? 


Don't get me wrong — this information is important and belongs in the piece 
— but it’s unrelated to the supplement lm taking unless ] happen to be taking that 
particular supplement. 


Of course, if the prospect reads the rest of the piece, he'll realize you're talking 
about saw palmetto — but at this point I got the impression that you were talking 
about a prostate formula, not a specific component such as saw palmetto. 


Also, why bury such blockbuster news about saw palmetto on page 11 — espe- 
cially when you have a clinical study to back it up? 


Overall comment: the lead has to work harder at giving me a reason to keep read- 
mg. 


6. Credibility Elements: Are there sufficient testimonials, case histories, suc- 
cess stories, etc. to convince the reader thai the product and/or premium(s) will de- 


liver as promised? 
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Grade: 2 


No, there aren’t enough testimonials. case studies. etc. And the only study men- 
tioned is on the doctor’s own patients. which has only limited credibility-building 
power. And even that one study said the patients improved in orly six of the seven 
categories — leaving me wondering which category didn’t improve. 


There’s some confusion as wel]. The copy reads: “69% of the patients see a dra- 
matic improvement in six of these seven symptoms while ... 
“100% of the men experienced substantial benefits!” 


How can 69% see dramatic improvement while 100% experience substantial ben- 
efits? 


"m also bothered by the fact that no information at all is presented abou! any of 
the ingredients in the formula — other than the bashing of saw palmetto. I think you 
need to discuss at least a few of the ingredients in more detail. Handling them with a 
sentence cach in a sidebar is inadequate. 


Lastly, the sidebar on page 10 talks about Dr. Wheeler presenting “clinical proof 
of his revolutionary approach to natural prostate health ..." Two problems: 1) What 
exactly is this proof? And what exactly did he prove? It doesn't even say that he 
presented proof that it works, let alone specifics about what was proven; 2) Is this pre- 
sentation mentioned in the running copy? It seems important. 


Also, the sidebar would benefit from a photo of the cover of The Journal of Urol- 
ogy. 
7. Proof Elements: Has the writer included sufficient facts, figures, and third- 


party references to prove his thesis beyond the shadow of a doubt? 


Grade: 0 

The only evidence is from the docior's own patients and that’s not good enough. 
If you don’t have studies about the formula itself, then you need to get studies about 
the individual ingredients — including comments from prominent doctors about the 
key ingredients. 

8. Risk Relief: Is the guarantee presented in the strongest manner possible? 
Does it repeat all the benefits the prospect is promised in the text? Does it create a 
“contract” between the reader and the product? 


——_—_—_———————— al 
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Grade: 2 


The guarantee is not explicit in the running copy. lt's not cleer that ] get my 


money back if 1'm not satisfied. 


The guarantee box on page 21 doesn't restate all the benefits — especially the 
ones that are likely to concern most men. It’s rather vague, except in regards to PSA 


levels. 


Also, 30 days is much too short of a guarantee. It indicates a lack of confidence 
in the product on Dr. Wheeler's part. 


9. Offer: Are the main product's benefits presented in a way that connects pow- 
erfully with the prospect’s dominant fears, frustrations and desires? Is the prospect 
told precisely and repeatedly how easy it is to order? 


Grade: 2 


As mentioned previously, the benefits are pretty vague throughout the running 
copy, and other than the talk about cancer and PSA levels, aren't explicitly stated until 
the end of the copy. 


| think a better effort needs to be made to connect with the annoyance, worry 
embarrassment. shame, etc. many men may feel at having to deal with these problems 
and how this product will banish those problems forever. But it needs to be done 
early in the piece. 


The ordering instructions are clear. though I'd add the toll-free number across the 
bottom of each spread. 


10. Premiums: Are the premiums presented in a way that gives full dimension 
to the value that each one will bring to the prospect’s life? Are there premium ads or 


other call-outs that make the premiums themselves a value that’s as great or greater 
than the asking price? 


Grade: 2 


The first two premiums look stupefyingly boring to me. This isn’t information I 
need to have, nor does it seem to offer me much in the way of benefits. It's just info. 
And the copy is in one gigantic block that I have no interest in reading. 


The third bonus has a great benefit, but since the copy gives away that the secret 
is to buy drugs in Canada, it loses its mystique. Sure, I guess I want the forms and 


pR€—————————————————————————MÁ Ed 
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instructions, but it's not nearly as intriguing as learning a secret way to save 86% on 


my drugs. 


The fast response bonus has potential, but the copy doesn’t give me any specifics 
about what the Alternative Health Journal is going to bring me that I can't live with- 


out. 


11. Price Justification: Does the copy leave the reader feeling as though the 
price is an amazing bargain? Is there a daily. weekly or monthly price comparison? 
Does the writer compare the price with a trivia] item (a cup of Starbuck’s a day) that 
the prospect pays MORE for? 


Grade: 0 
Price isn’t mentioned in the copy and no attempt at price justification is made. 


12. Order Devices: Is the toll-free number presented on every spread? Do side- 
bars include action devices urging the prospect to call or to complete and return the 
order form? Is the response device as simple, straightforward and easy to complete? 


Grade: 4 


As mentioned before, I recommend toll-free numbers on every spread. Also, the 
sidebars would benefit from a photo of one of the free bonuses and a call to action in 
every one of them. (Most have it, but not all.) 


Final Comments 


Overall, 1 thought his piece was okay, but it never really got me excited. It was 
just a lot of information — only some of it interesting. And the good stuff about saw 
palmetto was buried late in the piece, as were all the benefits I’m interested in. 


Last comment: | find the name of the product bizarre — and it’s explanation 
even more bizarre. Į had a hard time taking the product seriously to begin with. And 
then, in my eyes at least, the explanation almost made it seem like a joke. I would 
come up with a more appropriate name. 


I hope all this helps. Good luck! 
OVERALL GRADE: 19 
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Overall Grade Means 


0-12 Tremendous room for improvement. 
Applying our expert's suggestions should 
multiply response many times over. 


13-24 Substantial room for improvement. 
Paying close attention to weaker areas 
and seriously considering these 
recommendations have the potential to 
give you a significant boost in response. 


25-36 Good, but not yet great. You're about half-way 
there. Pay special attention to weaker sections, 


addressing the reviewer's comments. 
i 


37-48 Slight room for improvement: Just a few hours 
spent on the weaker sections is likely to push you 
over the top! 


49-60 Future superstar! Little if any improvement needed. 


—————————————— 
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The following promotion is selling an e-book 
to Labradoodle owners. In case you didn't know, a 
Labradoodle is the breed of dog that you get when 
you mix a Poodle with a Labrador. They're beautiful 
dogs! 

This e-book is being sold on the Internet — and 
what you see on the following pages are actual screen 
Shots from the website selling the book. 


I recommend that you first read the promotion 
yourself — and think about how you might improve 
it? What's missing? Where does it fall short? Is there 
anything you think it does well? 


Once you've answered those types of questions, 
read Brad's comments in the QwikCrit that he did for 
the promotion. 


It should be a powerful learning experience for 
you. 


[D'UNE Er ee EL tALLbLAL at 
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Information So Thorough, So Accurate, 
And So Complete - The Breed Cofounder 
Calls It, "The Labradoodle Owner's Bible" 


Until recently, only Labradoodle “experts” had this quality and accuracy of information about 
these wonderful dogs. Now you can have access to that same information - and the best part, you 
can check it out FREE if you like... 


Dear Friend, 
Let me ask you three questions - - 


1. How would knowing the unique traits of each different type of Labradoodle ensure 
you a wonderful family companion for years to come? 


2. How could you be sure your new family companion is healthy, has the proper 
temperament, and is physically sound? 


3. How could this information save you from any financial and emotional 
heartbreak before you bring home that new Labradoodle puppy? 


Those are questions you may or may not being asking yourself when visiting Labradoodle web 
sites. Now what if the answers to those, and other critical questions, are finally available to anyone 
interested in a Labradoodle? 


Let me explain by telling you a quick story... 


My name is Edie McKenzie and not long ago my 
husband and I wanted to add a third dog to our 
household. 


Now we have two beautiful Retriever mixes and 
wanted to add a third to our “pack.” I've had Retriever 
mixes for over 20 years and we both love their 
disposition. 


We also needed an allergy-friendly dog for my 
husband. 


Once we made the decision, I started reading 
everything I could find about allergy-friendly dogs. 
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mm 
That's when I discovered the Labradoodle. 


And if you're experience is anything like mine, you quickly discover some answers exist on the 
internet, but in a painfully scattered way. 


It would be great getting our questions answered by having that scattered information in one 
place. But, it would still be useless if it wasn't accurate and organized. 


And accuracy lies in finding tbe right information. And the secret to finding the right information 
means finding the right people — which is more easily said than done. 


The top Labradoodle owners and breeders rarely write books - you and I rarely hang out with 
Labradoodle owners and breeders. 


So getting the right answers began with finding. . . 


Someone Who Could Gain The Confidence Of The Experts 
And Walk Away With The "Secrets Of Their Trade." 


Then one afternoon a Labradoodle breeder said, "Edie, from all the research and goodwill you 
have with owners, trainers, and breeders - you should put down on paper everything you've 
learned." 


And that's what I've done: consolidated, dissected, and decoded the information gleaned 
from 10 months of reading countless web-sites, interviewing and meeting dozens of Labradoodle 
breeders and owners, and attending Doodle romps. 


Now I'm not telling you that to impress you, but rather to impress upon you the fact that when 
you're looking for information about a specific dog, it should be accurate and truthful! 


And that's particularly true with Labradoodles. 
Here's why. 


The internet is the perfect method for moving information from the hands of those who have it 
(owners and breeders) - to those who don't (you and I). 


But, if the information is quickly thrown together to make a quick buck, can you really trust it? 
T've tried to act like a giant magnet waived over the haystacks of Labradoodle web sites (and my 
meetings with breeders and owners and attending Doodle romps) and pull the right needles of 


information out of each one. 


And in doing so, reduce the possibility of someone using their "information advantage" to steer 
you in the wrong direction. 


Because if you think people will use what they know (and you don't) to your detriment - you'd be 
right. 
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That's true whether it's a company, a politician, a puppy mill, or breeder. 
My point is this: Those who would deceive you depend on the fact you don't have the information 


they do. Or that you're confused by the complexity of the information and that you wouldn't know 
what to do with it if you had it, 


So my goal was to simplify and organize all the "correct" information on Labradoodles for 
you (like a consumer advocate) and shrink the knowledge gap between the “experts” and you. 


And this comment by Beverley Manners of Rutland Manor (cofounder of the Labradoodle breed) 
is your seal of approval regarding the thoroughness, accuracy, and completeness of the 


information. "You've presented the information in a way anyone can easily understand. It will 
become the Labradoodie owners "Bible." 


The resource Beverley thinks so highly of is an 180-page downloadable ebook that contains exactly 
what you need, and should know, about this wonderful breed. 


And it's an easy to follow, accurate, comprehensive guide that explains in plain English 


what you need to know about Labradoodles, from the perspective of the breeds founders, long- 
time owners, breeders, and Labradoodle organizations. 


No more confusion, no more mystery, no frustration - because you'll know what the "experts" 
know. 


Nothing but crystal clear answers for people thinking about a Labradoodle. 


Now you won't find this on Amazon.com or in your nearest Barnes and Noble. In fact, the only 
place you can find it is right here. 


Here’s a small sample of what's inside: 


» The History and origins of the Labradoodle. (A fascinating story with more twists 
and turns than an Agatha Christie novel!) Pages 33-38 


© The Two Different Breeding Philosophies - and how they create the different types of 
Labradoodles. See pages 51-65 


e What are the 12 recognized colors for Labradoodles. Pages 47-49 
» What are the differences between the flat and curly coat - and why it's important. 
» The three Labradoodle sizes and their height and weight standards. Starts on page 42 


e How to find and what to look for in a breeder - to get a healthy, well-tempered puppy, and 
an allergy friendly coat. Pages 66-71 


e What to do if a breeder doesn't offer you a health guarantee. (And you'll need to proceed 
with caution!) Discover why on page 76 
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» What insures the best chance of having the mellow, intuitive temperament, which 
Labradoodles are known for. 


- Find out the differenee between an Australian and American Labradoodle. 
« How to housetrain your Labradoodle puppy. See pages 128-133 


e The differences between an F1 and an F1B - and why one is more allergy-friendly than the 
other. Discover which one on page 57 


* What can happen if you buy a Labradoodle from a "backyard" breeder or puppy mill. 
That's just a sampling of what you'll learn. . . if you're interested. 


The resource is called The Definitive Guide to Labradoodles. 


And people love it -~ 


"You've done a fabulous job with this book 
and have presented the information in a way 
"that anyone can easily understand. It will 
become the Labradoodle owners "Bible." 


Labradoodie breed cofounder Beverley Manners 
of Rutland Manor 


"I was impressed by how thoroughly the book 
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covers Labradoodles and the many associated 
issues. The different types of Labradoodles 
are well covered and explained in a way that 
will help people understand them and help 

the reader confidently and wisely choose not 
only the right breeder, but also the right 

dog. 


m 


Dixie Moore of Dixie’s Doodles 


“Congratulations on a wonderful compilation 
of information and edvice. Every Labradoodle 
owner (current and future) should have a 
copy of this book!" 


Charlotte McGrath of Tamaruke Labradoodles 


"You have done thorough research & looked at 
this whole topic of the Labradoodle from 
every conceivable angle. This is such an 
important book!" 


Long-time Labradoodie owner Margaret Stahl 


"The book is terrific. I am sending many 
people in the direction of the book, as they 
inguire about Labradoodles. 


Again, great job - we all needed it 
desperately." 


Judy Hickey of Snug Harbor Labradoodles 


"We seem to get a lot of Labradoodle 
questions from folks just discovering Doodies 
for the first time. I try to answer the 
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questions, but the last 2 guestioners I have 
also included your site. If they are smart 
they will buy the book!" 


Allen Gordy of Barksdale Kennei Labradoodies 


Armed with The Definitive Guide to Labradoodles, you get 
information you can be certain is. . . Current. Complete. Candid. Clear- 
eut. Convenient. 


Imagine your confidence asking a breeder the right questions before 
investing your hard-earned money for your new puppy. You don't want 
anything less than a healthy, well-tempered Labradoodle do you? 


And when you get home, won't it be great knowing exactly what you 
need for your puppy in those first few months rather than trying to 
guess? 


Your role is critical those first few months in the development of a 
happy, healthy Labradoodle. Why risk making the mistakes other 
owners are making! 


If you already own a Labradoodle, you probably want the answers to common training, care, and 
grooming questions owners ask every day. Questions, which left unanswered could cost you 
hundreds and even thousands of dollars - and heartache. 


Imagine knowing and mastering simple training techniques unique to Labradoodles. Having a dog 
that's a pleasure to have around the house, walks well on a lead, is gentle with children, and your 
best friend, all without costing a small fortune. 


Here's More Good News! 


I want to help you have the best possible experience with your Labradoodle. Having healthy, well 
trained dogs certainly changed my life and I want to help you avoid losing thousands of dollars in 
health related costs by buying the right puppy - and just as importantly - caring for your 
Labradoodle the right way. 


The right diet, exercise, and care make all the difference in the world with any dog. And best ofall, 
a Labradoodle does NOT have to be expensive to Jook after, once you know what you are doing! 


It's my wish you become a successful Labradoodle 
owner, proud when family or friends drop by and see 
your Labradoodle. 


It feels great having your friends marvel at how well 
trained, healthy, and well groomed your Labradoodle is. 


You know, there's nothing like seeing the effect a healthy 
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and well-trained dog has on people. 
Imagine your dog sitting nicely as people enter your home - no jumping dog, no flustered guest. 
It’s why you invest time and money researching the right dog. 


I'm so confident the information in this unique resource is exactly what you've been looking for. . . 
that I'm prepared to offer you a 100%, no-questions- asked money back guarantee. 


And if you don't honestly think the information inside is worth every penny . .. e-mail me and 
Ill get you a complete refund. 


Now, you could download the guide and enjoy the benefits and still ask for a refund. So I'm the 
one taking the risk - because I think most people are honest. 


And most people who invest in this guide will quickly see why Beverely Manners calls it the 
Labradoodle Owner's Bible and be happy to have paid the price. 


But don't make up your mind until you've tried it for yourself. 
Download the ebook right now and start using the information inside right away. There’s no 
doubt in my mind that you'll enjoy the best investment about these wonderful dogs you'll make 


this year. 


Just think: No waiting for mail delivery. . . your most pressing question answered in less than 10 
minutes... and no more wasted time searching on-line or at book stores. 


Order Your Copy Of The Guide For Only $29 


«ur 


"Click Here to Order Now! - 


And If You Order Today, 
You Get 4 FREE Bonuses Valued At $44.80! 


FREE Gift #1 “Labradoodle Association of Australia Color Chart " 


A beautiful 3 page chart, showing you every sanctioned color of the Labradoodle! From Chalk to 
Lavender and Parti! (RETAIL VALUE $ 9.95) 


FREE Gift #2 “Is Your Child Ready for a Dog” 
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Are you considering buying a dog for your child or children? Dogs are a big responsibility and if 
you have not been solely responsible for a dog previously you may find the work and time involved 
in training, feeding, grooming and playing to be more than you can handle while caring for a 
young baby or toddler. Let this special report give you the key insights you need to make sure you 
and your child are ready for a dog! (RETAIL PRICE $11.95) 

FREE Gift #3 “New Puppy Shopping List” 

A printable chart with everything you need to get your puppy started right! (RETAIL PRICE $7.95) 
FREE Gift #4 "The Goldendoodle Report” 


A special report crammed with color photos and information on these unique dogs you can't find 
anywhere else! (RETAIL PRICE $14.95) 


The reason I created this book is my passion for dogs. 


And I’m sure you'll agree $29 is a small price to pay to have the quality and accuracy of 
information about these wonderful dogs all in one handy guide. 


The Definitive Guide to Labradoodles is the most thorough, accurate, and comprehensive 
guide ever written on Labradoodles. But there's a risk in waiting, because “knock-off” books wil! 
start appearing like weeds in Spring. 


People will spend from $500 to over $3000 on a Labradoodle puppy and through no fault of their 
own not get the dog they really wanted. 


But with this guide, you have the opportunity to make sure you get that best friend for life. . . loyal 
companion to the very end. 


So whether you're still researching or have decided a Labradoodle is the dog for you. . . get The 
Definitive Guide to Labradoodles today. 


All the best, 


P.S. Don't forget, you're getting a 180 page Labradoodle e-book (that's over 37,434 words) for 
only $29, plus 4 FREE bonuses valued at $44.80. And it's all available right now! 


So if you've been looking for a resource, one that Beverley Manners of Rutland Manor called, "The 
Labradoodle Owner's Bible", which contains everything you need to know about these unique 
dogs - this is an opportunity you don't want to miss. 
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Contact me: edie@Labradoodle-Guide.com 


Photos courtesy of: Rutland Manor, Margaret Stahl, Dixie's Doodles, and Cloudcatcher 
Labradoodles 
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ES SS SSL SEES SETS 


Brad's Qwik Crit— Part Two 
Labradoodle Internet Promotion 


1. Effectiveness of the Main Theme: Is it in the news or current event? Does it 
appeal directly to prospects’ most dominant fears and/or desires? 


Grade: 5 


This letter appears to be written to people who already know what Labradoodles 
are, are interested in owning one. and want more information about them. So clearly, 
the theme of “information about Labradoodles” will resonate. (However, instead of 
using the word “information,” you're better off telling them the benefit of the infor- 
mation. People don't want information: they want the benefit of having that infor- 
mation. For example, nobody wants “information about how to make money,” they 
simply want to know “How to make money,”) 


1f, on the other hand, you're targeting a more general audience and hoping to con- 
vince them that Labradoodles are the best pet to own. then the theme won't resonate 
and my grade would drop to “0.” 


2. Organization: Does the copy move smoothly and quickly? Or does the writer 
seem to jump around in ways that are likely to confuse the reader? Do the sidebars 
directly support the running text? Or do they blur clarity of vision by introducing ex- 
traneous material? 


Grade: 1 


There is a lot of good information in this letter, but it’s out of order. I earn all 
about the letter writer and her dogs and how this e-book came to be in the first couple 
of pages. but I'm never really given any good reasons to read the letter (the three 
questions that start the letter aren't sufficient for reasons I1] discuss in the section on 
the "Opening Copy.”) 


I think this letter needs to start with some of the benefits that are currently on 
pages three and six so that I really have good reasons to read this letter in its entirety. 
At that point you can briefly introduce yourself and mention your dogs (this personal- 
izes the letter and creates a connection between you and the reader). 


Briefly talk about what a hard time you had getting good, accurate information 
about Labradoodles, but figured it all out, gathered up all this info and are now shar- 
ing it with others. Then remind them of the benefits of the book. 
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Next, I would probably stick in your three best testimonials, then move into the 
bullets, and then insert the remaining testimonials. At that point, I might go into some 
of the details about how this book came together. This will help build your credibil- 
ity. Then I'd make your offer, remind them of the benefits, and close. 


One other comment: I was a bit confused as to why anyone would want to de- 


ceive me about Labradoodles. 


3. Headline: Does it grab the prospect’s attention? Is there an “intrigue” ele- 
ment? Does it offer a compelling and credible benefit? Does it speak to the reader’s 


dominant emotions about the main theme? 
Grade: 3 


Fra not keen on the headline, but I'll give it a “three” because it does at least tar- 
get those interested in owning Labradoodles and I like the idea of using the testimo- 
nial about it being “The Labradoodle Owner’s Bible.” 


However. I think you can do better than simply offer "information" about Labra- 
doodles. Instead, I'd focus on the benefits the book brings to its readers, even if you 
go with something basic like: “How to Choose. Train and Raise Your First Labra- 
doodle.” You can probably do better than that, but hopefully you get the idea. 


I'd probably save “The Labradoodle Owner's Bible” for the deck copy and I 
would mention the expert’s name. 


4. Deck Copy: Does it adequately support and bring credibility to the main 
head? Does it “bribe” the prospect to read further? 


Grade: 1 


The deck is mostly just a repeat of the headline, simply promising information. I 
do like mentioning that it’s information only experts had up until now and it would 
be a good idea to incorporate this somehow. And. as mentioned, I would include the 
testimonial about it being the “Labradoodle Owner's Bible.” 


Also, I don't understand the reference to checking it out free. I see no such op- 
tion. 


5. Opening Copy: Does it confirm that the reader will indeed receive the prom- 
ised benefit for reading the copy? Does it paint a picture of the reader enjoying the 
benefits offered by the product? 


Grade: 2 
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There are a couple of problems with the opening copy. For starters, you generally 
want to ask questions tbat can get your prospects nodding in agreement and saying 
“yes.” However. my reaction to these questions are, “I don't know. Why are you 
asking me? I’m not the expert.” 


The second problem is that the first question is confusing and doesn't really make 
sense. | had to re-read it two or three times to get it — and vou can't count on your 
prospects doing that. 


(When I say it doesn't make sense. I'm referring to the promise that simply 
“knowing the unique traits of each different type of Labradoodle” ensures me a won- 
derful family companion. It's not enough to simply know the traits of the various 
dogs. I need to know which one is right for me, I need to know how to pick them out, 
how to tell one from the other, etc.) 


I don’t even understand the third question. Why would I suffer “financial and 
emotional heartbreak” before I even brought the dog home? 


Instead of asking questions like this, consider using an “if... then” approach. 
Here's a quick example: 

“If you've ever thought about owning a Labradoodle, but aren't sure if they're 
right for your family ... 

~“... or if you're ready to buy, but want to be sure you get a dog that’s healthy. 


physically sound, and has the proper temperament ... 


7... and if you want to avoid the financial and emotional heartbreak that some- 
times comes from selecting the wrong dog ... 
*.., then you need to know about “The Definitive Guide to Labradoodles.” 


By the way, Pm not real keen on the tide of the book. It seems dry and boring. 
See if you can jazz it up a little so that they know this book will help them enjoy their 
dog more. 


6. Credibility Elements: Are there sufficient testimonials, case histories, suc- 
cess stories, etc. to convince the reader that the product and/or premium(s) will de- 
liver as promised? 


Grade: 4 


There are lots of testimonials and that's good. However, I would try to get more 
from actual dog owners so that your prospects know that people just like them have 


p——ÓÓ——Ó——————————————————€— Ó—— a a 
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benefited from the book. And the more specific the testimonial, the better. “Before 
I got your book, Fido was peeing all over my furniture and making a mess of my 
house. But now he’s the best behaved dog in the neighborhood," 1s far better than 
“This is a wonderful book.” 


7. Proof Elements: Has the writer included sufficient facts, figures, and third- 
party references to prove his thesis beyond the shadow of a doubt? 


Grade: 5 


8, Risk Relief: Is the guarantee presented in the strongest manner possible? 
Does it repeat all the benefits the prospect is promised in the text? Does it create a 
"contract" between the reader and the product? 


Grade: 3 


The guarantee is good — but it can be improved. Instead of saying, “if you don't 
like it, you get your money back” — which implies that they might not like it — tell 
them they're going to love it, it's going to tell them everything they'll ever need to 
know about Labradoodles, eic. Then say, "Otherwise, just let me know and I'll re- 
fund every penny you paid ...” 


Also. you don't mention how long the guarantee is good for. I'd go ahead and 
make it unlimited — and be sure to mention that fact. 


9. Offer: Are the main product's benefits presented in a way that connects pow- 
erfully with the prospect's dominant fears, frustrations and desires? Is the prospect 
told precisely and repeatedly how easy it is to order? 

Grade: 3 

Overall — other than the organizational problem 1 mentioned earlier — I think 
the benefits are presented clearly and will connect with the reader. The big excep- 
tionis in the bullets. I don't think they are strong enough. They promise me lots of 
information, but I don't really know why I should be interested in this information. 
And they're not nearly dramatic enough. I would advise studying some strong bullet 
packages — such as those produced by Boardroom — for ideas on how to improve 
the bullets. The ordering information itself is clear, though I think it should come after 
the bonuses are presented. Build up the value of the bonuses, talk about how it’s all 


worth a zillion dollars, but you get it all for just $29. 
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Also, regarding your offer: This is really beyond the scope of a QuikCrit, but 
irs awfully hard to make money at $29, so you might want to consider creating an 
upgraded more expensive package as an option. Perhaps it contains an advanced 
training manual, videotape, and a quarterly newsletter for $99. Adding on those com- 
ponents won't cost you much, but will dramatically increase your profits and you'd be 
surprised how many people will go for it if you do it right. 


10. Premiums: Are the premiums presented in a way that gives full dimension 
to the value that each one will bring to the prospect’s life? Are there premium ads or 
other call-outs that make the premiums themselves a value that’s as great or greater 
than the asking price? 


Grade: 3 


Overall, I like the premiums, but I think each one needs a fuller description that 
tells me why I absolutely can’t live without that particular premium. For example, 
why would I want a color chart? What exactly will 1 do with it? 


1l. Price Justification: Does the copy leave the reader feeling as though the 
price is an amazing bargain? Is there a daily, weekly or monthly price comparison? 
Does the writer compare the price with a trivial item (a cup of Starbuck’s a day) that 
the prospect pays MORE for? 


Grade: 0 


There is no attempt at price justification. The product is cheap at $29, but still it 
can t hurt to compare that pittance with what they'll be spending ro buy the dog and 
care for it over the next 15 years and how avoiding just one mistake could save them 
10 or 20 times the cost of the book. 


12. Order Devices: Is the toll-free number presented on every sprcad? Do side- 
bars include action devices urging the prospect to call or to complete and return the 
order form? Is the response device as simple, straightforward and easy to complete? 


Grade: 2 


This is an Internet only offer, which is fine. The problem is, the order form is 
just a ClickBank form where you fill in your name, address, and credit card informa- 
tion. It's easy to fill out. but has no positive acceptance statement, doesn't list all the 
bonuses, doesn't remind them of the immense value they're getting, doesn't mention 
the guarantee, and so forth. Perhaps there is no way to get around this right now, but 


www.makepeaceroiaipackage.com 869 


The Ultimate Desktop Copy Coach 


in the future, you might want to consider having your own order form that includes those 


important elements. 


Final Comments: 


I know the overall grade is low, but your letter is probably better than the grade reflects. 
If you reorganize it a bit, give it a stronger headline, and beef up the bullets you'll have a 


much stronger letter. 


Good luck! 


OVERALL GRADE: 32 


Overall Grade 


Means 


0-12 g 


13-24 


Tremendous room for improvement. 
Applying our expert’s suggestions should 
multiply response many times over. 


Substantial room for improvement. 
Paying close attention to weaker areas 
and seriously considering these 
recommendations have the potential to 
give you a significant boost in response, 


25-36 


Good, but not yet great. You’re about half-way 
there. Pay special attention to weaker sections, 
addressing the reviewer’s comments. 


37-48 


Slight room for improvement: Just a few hours 
spent on the weaker sections is likely to push you 
over the top! 


— 


49-60 


Future superstar! Little if any improvement needed. 
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Anatysis — Part One 


There are some POWERFUL lessons to be learned from this promotion! 


First of all, it almost didn't even get mailed. When the lawyers and compliance 
officers first saw the draft — they pronounced it a liability and wanted to kill it im- 
mediately. 

But Clayton believed in it and fought them hard ... and eventually they found a 
middle ground. 

And it’s a good thing, because it turned out to be a monster winner for Weiss 


Research. 


As you go through the copy and analysis, you'll see tons of elements we've 
discussed in this course. 


You'll see ... 


A very strong Big Selling Idea about how corporate insiders were dumping their 
own stock ... how this was a sign of an impending crash ... and how the only solution 
was to accept the urgent free guides Dr. Weiss was preparing ... 


The “conspiracy theme" presented in a way that created a strong “us versus them” 
feeling and made the prospect trust Dr. Weiss even more ... 


An amazing level of proof —- and how they're blended seamlessly with benefits ... 


Some of the best offer copy yet written — and how it helps transition from the body 
copy through the close ... 


And much, much more! 


Now let's jump into the analysis ... 


mE llli s —— ————————|] 


www.makepeacetotalpackage.com 871 


The Ultimate Desktop Copy Coach 


872 


(Please turn ... 
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Analysis — Part One 


Here you see a classic dominant emotion headline. This headline is a highly emo- 
tional statement — made on behalf of the prospect. Also. notice how all three words m 
the headline are highly attention grabbing. Each word is earning its weight. 


The deck copy and bullets do an awesome job building up the exciting story the 
prospect is about to read ... and then making the story HIGHLY relevant to his life. 
Notice how the emotions of betrayal, revenge and greed are all woven into the two 
deck copy bullets. 


The lead copy (though the REAL lead is going to come on the third page of this 
promotion) starts off acknowledging the controversy and making a bold prediction. 


a RE 
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Analysts -~ Part One 


This second page is a magalog technique that I believe — to the best of my knowl- 
edge — Clayton pioneered. It's a “Jetter within a letter” that builds up the track record 
of Dr. Weiss in an engaging way ... explains why he’s writing the prospect with this 


urgent message ... and answers the all-important “what’s in it for me” question. 


Even though this is a direct mail piece, vou can use very similar copy in your 
e-mail campaigns. If vou likeu the headline and deck copy to getting your prospect's 
attention at the beginning of a campaign, this section would be where you build up 
your credibility and promise meaningful benefits. 


Lun ——————— ÁÁÁ——————————M—áÓ— 
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MICROSOFT ... CISCO ... 


of their companies' stock! 


hiding from you! 


An Urgent Alert from . 
MARTIN D. WEISS, PH.D. — 
who correctly forecast the great Tech 
Wreck of 2000 ... the Blue Chip Bust of 
2001-2002 ... the Gold Stock Explosion of 2002-2004 
.. and whose investment picks have surged as much as 
562% in this perplexing environment. 
| Also INSIDE: 
R SURVIVING ECONOMIC ARMAGEDDON: 
‘ FOUR steps you MUST take NOW to 
insulate your savings, your investments 
and your retirement from the greatest 
financial menace EVER! 


@ These Stocks Are Ticking TIME BOMBS 
i in Your Portfolio! Sixteen stocks you 
MUST dump NOW! 


| B Windfall Profit Opportunities for 2004- 

; 8005:Insulate your wealth andlock 

in up to 562% profit potential with 
often-overlooked investments that are 
used with one goal in mind — to make you 
RICHER in times like these! 


Call Toll-Free 1-800-236-0407 


While urging YOU to buy their shares, top executives at 
GENZYME 
SYSTEMS ... RED HAT ... YAHOO ... and many other high-tech 
companies ... are quietly dumping BILLIONS of dollars-worth 


... SYMANTEC ... SIEBEL 


REVEALED INSIDE: 
E How corporate insiders are getting rich at your 
expense: The ugly truth that America's most powerful 
corporate fat cats and stock market insiders are 


B PLUS — how to turn the tables on them: Insulate 
your wealth and then USE their treachery lock-in 
profit potential of up to 562%! 


ear Fellow Investor: 

There's not a doubt in my mind: 

The handwriting is on the wali! 
A great stock market catastrophe is now 


virtually locked in — and it's set to be- 
gin at almost any moment. 


And believe me: Corporate directors 
and executives — the people who know 
their companies better than just about 
&nyone — are scared stiff. How do I 
know? Simple ... 


Corporate Insiders Are Dumping 
Their Own Companies’ Stock 
Like There’s No Tomorrow! 


Anyone watching this year’s Martha 
Stewart debacle might mistakenly assume 
that insiders are forbidden to use their 
intimate knowledge of the company to 
buy or sell their own company’s stock. 

Nothing could be farther from the 
truth! 

Corporate insiders — who generally 
know their companies better than any- 
body — are certainly allowed to own 
their company’s stock. 
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Analysis — Part One 


On this page you can see how more credibility is presented in the little box on 
the bottom lett. Also, the prospect is given more reasons to read the promotion in the 
three enticing bullets below. 


And the real lead copy starts on this page. with the sentence ... “There’s not a 
doubt in my mind: The handwriting is on the wall!” This is a high-impact sentence 
that taps into the power of colloquial phrasing. And notice how the rest of the lead 
just flows perfectly — I bet it’s hard for you to stop reading it! That's exactly what you 
want in your lead. 
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he Dow Jones Industrial Average dropped 
1,123 points and the Nasdaq plummeted a 


devastating 19.65% between January 2001 
and March 2004. 


By contrast, Dr. Weiss’ recommendations 
soared as much as 562%. Naturally, not every 
recommendation was a winner, and when you 
invest, losses are always possible. But the 
average gain on his winning recommendations 
was 47.8%. Prime examples are shown in the 
table on the right ... 


Insulate your wealth and get ready for 
potential gains of up to 562% NOW! 
Send for your FREE INVESTMENT 
GUIDES today! 


So it would be idiotic to assume that 
they ignore everything they know about 
their companies when deciding whether 
to dump their company’s stock or to 
buy more! 


And right now .. 


While top corporate insiders are talk- 
ing UP their stocks in public — urging 
you to buy every share you can. 

.. those same insiders are DUMPING 
their OWN shares in private ... like 
there’s no tomorrow! 

It’s a fact: The Securities and Ex- 
change Commission reports the pur- 
chases and sales by company insiders of 
their company’s stock on the second 
business day following the transactions. 

And according to those reports, we’re 
now witnessing one of the greatest in- 
sider stampedes OUT of their own com- 
panies’ stocks — EVER — especially in 
the tech sector: 

9 In the cellular services industry, 
chief executives and other top insiders 
have reported dumping $52 million of 
their own stock over the last three 
months. 

How many purchases were reported 
by the same insiders? ZERO! ZILCH! 


4 


Investments That Could Make You Up To SIX TIMES RICHER! 


Investment % Rate of Return 
I-Shares Japan (Short) 28% 
Placer Dome Inc. 39% 
Broadcom Corporation (Short) 50% 
S&P 500 Option 59% 
Durban Roodeport Deep 33% 
Newmont Mining 73% 
Royal Gold Inc, 239% 
Agnico-Eagle 141% 
Glamis Gold Ltd. 562% 


"Depending on the actual prices investors paid or received and 
commissions charged, results may vary for better or worse. 
Past performance is no assurance of future result. 


NADA! 


9 In the computer and office equip- 
meni industry, it’s even worse: 68 in- 
sider sales worth $68.1 milion .. and 
again, not a single reported purchase! 

9 Something really stinks in the drugs 
and pharmaceutical industry: I count 
$344 million of shares dumped — and 
not one penny’s worth of purchases 
reported! 

e Insider selling in the computer ser- 
vices and software industry is literally 
off the charts: a total of 889 sales — 
worth nearly ONE BILLION DOLLARS — 
and not a single share of stock pur- 
chased! 

And that’s just the top brass. The 
pace of insider selling in these indus- 
tries is even heavier when you include 
insiders such as "beneficial sharehold- 
ers” (family members, trusts, institu- 
tions, eto.). 

These rats are voting 
with their FEET! 

Many of these insiders are not just 
liquidating options and selling small 
fractions of their shareholdings — they 


are virtually abandoning their ships 
entirely! 


STOCK MARKET CRASH RED ALERT 
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Analysis — Part One 


Here you essentially see the ‘body copy’ starting — and the argument is being pre- 
sented. A big part of the argument is that the corporate insiders are dumping stock like 
no tomorrow. And since this is being presented as ‘inside’ information. it's imperative 
that proof be provided. So notice the examples of which industries this is happening 
in, along with specific amounts listed. 


On top of this proof, you also see proof/credibility in the sidebar at the top of the 
page. It goes over the recent gains that have been made from Dr. Weiss’ investment 
recommendations and substantiates the point that the prospect could get up to six 
times richer, (Because making 500% is actually making six times your initial invest- 


ment amount.) 


Notes 
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Some examples: 

@ The president and vice president of 
WebSense sold ALL their remaining 
shares in the company on February 2 
and 3. Their holdings now: a big, fat 
ZERO! 

W A director at Siebel Systems sold 
697,400 of his 908,800 shares — dump- 
ing fully 76% of his holdings — between 
February 10 and 12. 

B A vice president of the board of 
Symantec Corp. exercised his options and 
sold every last share of his holdings on 
February 9. 

EH Meanwhile, between January 9 and 
28 of this year, the chief financial of- 
ficer of Red Hat, Inc. exercised and sold 
every single share of stock he received 
from options grants, leaving his share 
holdings at .. you guessed it ... ZERO! 


To the average shareholder in any of 
these companies, watching top execs 
dump their shares must be as gut- 
wrenching as watching the captain of 
your airliner snap on a parachute and 
jump out of the window! 


But I'm willing to wager that less 
than 1% of these shareholders have any 
idea what’s going on! 


It gets worse: 


They’re telling you to buy 
while THEY sell! 


Many of these insiders are publicly 
touting their companies to the press — 
while quietly selling their shares hand 
over fist. 


Examples: 


E Red Hat’s CHO, Matthew Szulik, 
plugged his stock on CNBC last Decem- 
ber, and then again in a Barron’s article 
in January. Meanwhile, he was selling 
shares in the company hand over fist, 
dumping a net total of 1,890,568 shares 
(or 6896 of his holdings). 

E Cephalon Chairman Frank Baldino 
Jr. gave a televised Bloomberg News 
interview on February 13 ... and 11 days 
later, dumped 40,000 shares (or 12.7% of 
his holdings). 


Call Toll-Free 1-800-236-0407 


Corporate Insiders Are Tell- 


ing YOU to Buy — BUT THEY'RE 
DUMPING. AS FAST AS THEY CAN! 


B Genzyme Corporation: Henri Termer 
gave analysts the rosiest of forecasts for 
his company, saying. "We see some very 

j good things happening going into next 


RESULT: Five days later, while gullible investors 
were no doubt still buying Genzyme on Termer's 
glowing forecast, he DUMPED 200,000 shares 
valued at 59.800.000! 


Bi Cisco CEO John Chambers publicly 
issued an optimistic forecast for his 
company. 

RESULT: Eight days later Mr. Chambers 
very quietly DUMPED ? million shares 
of Cisco valued at $45,180,509! 

Bi Bill Gates touted Microsoft's next 
operating system to the high heavens 
saying. “It’s probably the most ambitious, 
the most shocking advance that we've 
gor in the system." 

RESULT: That same week, Gates sold 

3 million Microsoft shares worth a total 
of $77.4 million! 


BE Biuefly Chairman Kenneth Seiff 
talked up his company for a January 3 
Bloomberg News article ... but then sold 
350,000 shares — more than 69% of his 
holdings — between the 20th and the 
Q3rd of February. 

Plus, in a recent quarter ... 

e Bank of America (BofA) CFO James 
Hance predicted a bright future ahead, 
citing strong consumer loan demand 
going forward. 


RESULT: The very same week, Mr. 
Hance DUMPED 50,000 shares of BofA 
stock worth $3.8 million! 

e Larry Mosner, chief executive of 
Deluxe Corp., reported that his company 
had a very, very stable business with 
strong cash flows. 

RESULT: A few days later, Mr. 
Mosner DUMPED 143,169 shares worth 
$5.8 million! 
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Analysis — Part One 


On this page, the problem is further proven and dimensionalized. These aren't just 
minor shares being dumped ... large percentages of individual and corporate holdings 
are being liquidated. For legal reasons, they had to put the high profile pictures of 
those like Bill Gates inside. but it’s still very effective in terms of proving and paint- 
ing the dark picture. 


Also, notice the power of the subheads on this page and the last. They are very 
explosive and attention grabbing. That’s absolutely crucial in a section like this 
because it’s very dense copy with lots of stats, figures and examples. The prospect 
would otherwise often get bored or bogged in a section like this. Plus, the subheads 
allow him to know what's happening ... quickly scan the proof and think. “Okay, this 
is for real" ... and then move forward in the copy. 
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Insiders Are Dumping 


Their Shares Like 
There's No Tomorrow! 


Company # of Shares Sold Dollar Value 
Guidant Corp (GDT) 732.479 $50.1 million 
Bear Stearns 

Companies Ine (BSC) 363255 $30.9 million 
Home Depot Ine (HD) 555,000 $20.1 million 
Electronic Arts (ERTS) 385,653 $17.8 million 
Boston Scientific 

Corp (BSX) 427,500 $17.5 million 
Broadcom Corp 

(BRCM) 400,128 — $16.3 million 
Exxon Mobil 

Corp (XOM) 33,392 $14.1 million 
Carnival Corp (CCL) 235285  $10.5 million 
Becton Dickinson 

& Co BDX) 195,224 — $9.5 million 
Yahoo! Inc (YHOO) — 204,500 — $8.9 million 


@ Phelps Dedge Chairman and CEO J. 
Steven Whisler bragged about everything 
he was doing to grow his company. 


RESULT: A little over a month later, 
Whisler DUMPED 144,534 shares worth 
8.9 million! 
The worst insider dumping 
Ihave EVER seen: 
5,840 SHARES SOLD FOR 
EVERY 1 SHARE BOUGHT! 


According to the Insider Monthly, 
insider selling in Nasdaq companies re- 


cently hit the outrageous level of 8,840 ` 


shares sold for every singie share that 
was bought! 

This is a HUGE red flag for stock 
market investors! 

Why? Because by dumping their 
shares, the insiders — people who know 
their companies better than anyone on 
the planet — are in effect telling you, “I 
wouldn't be caught DEAD owning this 
stock now — and neither should YOU!” 


6 


Do the insiders know what they’re 
talking about? Do they EVER! 


@ Back in February and early March 
2000, insider selling in Nasdaq stocks 
was running rampant. In February alone, 
insiders sold $9.76 billion worth of 
shares — the greatest one-month total 
on record. 


RESULT: The Nasdag hit a high of 
5132.52 on March 10, then collapsed to 
1108.48, losing 78% of its value. 


e In May 2001, corporate executives 
sold $4.5 billion worth of their companies’ 
shares, but bought only $105 million. 


RESULT: The Nasdaq peaked at 2328 
at the end of May, then collapsed to 
1887, losing as much as 40% of its 
value. 


Now, once again, top corporate insid- 
ers are bailing out of their firms’ stock 
like rats deserting a sinking ship. And 
that ship is going DOWN. 

Heck, a prudent investor would be 
cautious if we were just dealing with 
rising interest rates ... or just dealing 
with a bad job market .. or strictly 
struggling with overvalued stocks. 

But now, with even the corporate insid- 
ers dumping nearly every share of their 
own companies’ stock they can — you'd 
have to be BLIND not to see the signs! 


What do these insiders see 
that YOU don’t? 


First, they see interest rates turning 
up, threatening to end one of the great- 
est consumer borrowing sprees of all 


‘ime. So they're starting to dump their 


own shares in companies that have prof- 
ited the most from consumer lending 
and spending: companies that make cell 
phones and personal computers, mort- 
gage lenders, sub-prime lenders, home 
building companies, real estate invest- 
ment trusts, and more. 

That's why shares in these companies 
tumbled dramatically in April. And that’s 
why bankers and others are exiting 
their shares. 


Second, Many tech company execu- 
tives were seeing their profit margins 


STOCK MARKET CRASH RED ALERT 
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Analysis — Part One 


The final proof of insiders dumping stocks is presented on this page. More 
examples are given and another sidebar is presented that reinforces the whole issue. 
Here’s what vou should take away from this: The claim of insiders unethically aban- 
doning their stocks is bold. controversial and requires a high level of proof. That’s 


exactly what's done. 


Also, the prospect MUST believe this if he’s going to accept Dr. Weiss’ prediction 
and his promise that he can himself profit from everything that’s about to happen. In 
the bottom right of the page. Clayton begins the transition from proof of the problem 
~ to what the problem really means for the prospect. 


Notes 


———————M M 
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crashing even BEFORE interest rates 
began to turn higher. 


To entice buyers, they’ve had to slash 
prices to the bone. The utterly predict- 
able result: Profit margins have plunged. 


In fact, throughout 2003 and early 
2004, many tech companies used every 
gimmick in the book to artificially goose 
uD Sales: Massive price discounting, zero- 
percent financing, giant rebates, dealer 
credits and more. All while manufactur- 
ing costs climbed! 


>> Dell Computer’s net sales jumped 
94% in 2003 compared to 1999. But to 
achieve those results, Dell had to slash 
prices mercilessly. 


Example: Once upon a time you'd have 
had to pay $2,500 or more for a brand 
new Dell Pentium4 PC with a breakneck 
speed of &.5 gigahertz, disk storage of 
40 gigabytes, fully loaded with software. 
Today, Dell is virtually GIVING them 
away — they sell for a mere $599! 


Not surprisingly, Dell’s gross profit 
margins are 17% less than they were 
during the 1999 tech bubble — and its 
return on assets is $296 less. Again, the 
same pattern: Sales up, but profit mar- 
gins down. 


>> Apple Computer has suffered a 97% 
decline in its gross profit margin — from 
9.2% in 1999 to a meager 0.2% today. 
Even worse: Its vanishing profit margin 
is doing nothing to boost sales! Its gross 
sales were up only 8% in 2003! 

You'd think all the scandals of the 
past few years would have changed 
things. But Wall Street brokers and cor- 
porate CEOs are up to their old games 
again: Hyping their stocks up to ridicu- 
lous valuations — and STILL urging in- 
vestors to buy more, more, MORE! 


The AVERAGE Nasdaq stock 
is ONCE AGAIN selling for 
more than 100 times earnings! 


Let me ask you this: If YOU were a 
Sony insider and owned & few million 
Gollars’ worth of the company’s stock ... 
if YOU saw earnings vanishing before 
your very eyes .. what would you do? 


Call Toll-Free 1-800-235-0407 


Massive Insider 


Dumping Across 
the Board! 


Industry Insider Selling (millions) 
Cellular Services $105.6 
Communications Equipment | $1452 
Computers and Office Equipment $845.4 
Drugs and Pharmaceutical $826.2 


Computer Services and Software $2,155.5 


Wait — let me add one more piece to 
the puzzle before you answer: Despite 
its massive decline in earnings, your 
Sony stock is still selling at a mind- 
boggling 458 times earnings. Now ... 
what would YOU do? 

Right: Any exec with an IQ greater 


than his shoe size would dump every 
share he could get his hands on! 


The simple truth is, insiders are 
dumping their stocks because they know 
how wildly overvalued they really are 
relative to earnings! 


Heck, even in the best of times, pay- 
ing such exorbitant prices for stocks 
would be like BEGGING to get skinned 
alive. But doing so now — as profit 
margins plummet and in today's increas- 
ingly hazardous economic environment — 
is downright masochistic. 

Think of it: At current earnings 
rates, you’d have to wait at least a 
CENTURY — 100 lo-n-g years — before 
the average Nasdaq company could accu- 
mulate profits equal to the amount you 
investedi 


Examples: 


X Vastera, an applications software 
company, is now selling for 158 times 
earnings ... 


# Novell Inc., a $3.8 billion enterprise | 


software company, is selling for 122 
times earnings and ... 
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Analvcit om Part One 


Beyond the proof already given, the next point is made: Why are these insiders 
dumping all their stocks? What do they see? Clayton (in the voice of Dr. Weiss) ati- 
swers those questions by saying that these are all signs of an imminent collapse. The 
stocks are overvalued — stocks the reader probably already owns — and bound to fall. 
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* Red Hat, which sells Linux operat- 


ing systems, is selling for a 
310 times sarnings! 


Think this phenomenon is limited to 
software and content companies? Think 


again ... 


* Integrated Device Technology, Inc., a 
1.4 billion company, costs 222 times 


earnings .. 


E Stocks whose earn- 
ings have fallen as 
much as 99.5% are 
STILL selling for 

up to 4,503 TIMES 
EARNINGS! 

@ THQ has watched its earnings 
plummet nearly 20% — and yet it's 
selling for 315 times earnings. 

® Kelly Services’ eamings have 
fallen by half — a full 50% — and 
yet it’s still selling for 212 times 
earings! 

6 Exar Corporation has seen its 
earnings plummet by 90% — and 
yet it's selling for an almost 
unbelievable 1.794 times earnings! 
€ And Tecumseh Products 
Company has suffered a 99.5% drop 
in eamings — and yet it's selling for 
4.154 times earnings! 


S... And Many Nasdaq 

100 Companies with NO 
EARNINGS WHATSOEVER Have 
Soared 50%, 100%, 300% 
AND MORE! 

® Amazon.com: In the first three 
quarters of 2003, Amazon managed 
to lose $37.8 million — and yet the 
stock more than DOUBLED in a 
year! 

€ Sun Microsystems went from a 
net profit of $1.8 billion in 1999 toa 
net LOSS of $3.4 billion in 2002 ... 
and another $1.3 billion loss in the 


Insulate Your Money NOW : 
from the Great Nasdaq Bubble of 2004! 


staggering 
ings ... 


* eBay, the $53 billion e-commerce 
company, is selling for 89 times earn- 


* Supertex, which makes high-voltage 
analog and mixed signal semiconductor 


components is selling for 93 times earn- 


ings ... 


first three quarters of 2003. Yet, incred- 
ibly. Sun’s stock ROSE 50% in 2003! 
€ Broadcom Jost $687 million in 
2000 ... $2.7 billion in 2001 ... $2.2 
billion in 2002, and ANOTHER $959 
million in the first half of 2003 — and yet 
in 2003, the stock skyrocketed 31766! 

© Then there's Verisign: It lost $3.1 
billion in 2000, $13.3 billion in 2001, 
and $4.9 billion in 2002. In 20037 
“Good news!” Jt lost "only" a few 
hundred million — and its stock has 
soared 267%! 


e FREE! 
Defend eur d 


> FREE! 


* PLUS... Bambus is selling for 91 
times earnings 


.. Amazon is going for 


1 could go on and on ... IDT 
Corporation lost $17.52 million 
last year, but is selling for 640 
times eamings. Biogen Idec Inc. 
lost $875 million last year, yet is 
selling for 55 times earnings. 
Applied Materials lost $149 
million. yet has a P/E of 82. 
Flextronics lost $83 million and is 
selling at 48 times earnings. 
Gilead Sciences lost $72 million, 
but is selling at 40 times earnings. 


Each investment guide is an $89 value — fo 
a total value of $890 — absolutely FREE! 


STOCK MARKET CRASH RED ALERT 
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Analysis — Part One 


This is basically a sidebar page. and more proof of the flimsiness of popular stocks 
is presented and proven. Also. a big part of the offer is introduced — with the free 
guides being named and graphically illustrated, 


Notice, at this early stage, the prospect is not told that he needs to buy anything. 
Rather. he’s told that he’s going to get a bunch of stuff for free — stuff that will genu- 
inely help him avoid the coming crash that Dr. Weiss is predicting. 


Notes 


SS eee 


www makepeacetotaipackage com 887 


The Ultimate Desktop Copy Coach 


Dump These Dogs NOW! 


Tivo Inc. 


Applied Micro Circuits Corporation 
XM Satellite Radio Holdings Ine. 
Level 3 Communications Inc. 
Gateway Inc. 
Ciena Corporation 
Delta Air Lines Inc. 


“Qwest Communications International Inc. 


Lucent Technologies Inc 
Broadcom Corporation -CL A 
Tenet Healthcare Corporation 


Charter Communications Inc 
Nortel Networks Corporation 
Human Genome Sciences Inc 
Sun Microsystems Inc 
Comeast Corporation 


PLUS: 84 MORE popular stocks 
to dump now, in your FREE reports! 


120 times earnings .. and Yahoo com- 
mands a mind-blowing 121 times earn- 
ings! 

Make no mistake: The idea that tech 


stocks are now “great bargains” is not 
just false ... it’s patently insane! 


What are U.S. investors 
thinking, anyway? 
Have they already forgotten the pain- 
ful losses they suffered in Cisco, Intel, 


Sun, Global Crossing, drkoop.com, World- 
Gom and so many others? 


Have investors forgotten how Wal 
Street's brokers and talking heads con- 
tinued screaming for them to buy, buy, 
BUY even AFTER tech stocks started 
crashing, even after many of their rec- 
ommended companies filed for bank- 
rupicy? 

The answer -—— inexplicably — seems 
to be a resounding "YESI" 


Call Toll-Free 1-800-236-0407 


Let me name ALL my highest and lowest 
rated stocks for you: Send for your TEN 
FREE investment guides TODAY! 


a intiaticn-prooy 
3 Tour Portfolio 
[ id 


Each investment guide is an $89 value — for 
a total value of $890 — absolutely FREE! 


Frankly, this perplexes the heck out 
of me. It would be one thing if today's 
investors had never experienced & crash 
before. But just about everybody who's 
buying these nearly worthless, over- 
priced tech stocks today has been 
burned by them before. 


Virtually every broker on the Street 
. every talking head on television ... 
and every investment analyst you read 
. is saying the same thing: Who cares 
if you're paying over 100 times earn- 
ings? IT’S TIME TO BUY!" 


Most perplexing of all: Millions of 
investors are falling for Wall Street’s 
nonsense! 


Will they never learn? Apparently 
not. But they WILL pay the price — 
when these shares inevitably collapse on 
them — AGAIN! 


888 www makepeacetotalpackage.com 


Analysis — Part One 


More valuable information is given on this page — true to the advertorial principle 
of making the copy immediately useful. The prospect 1s given specific stocks to drup 
immediately and then promised more in the free guides that he can send for, Very 
non-threatening and hard to refuse. wouldn't you say? 


Also, the body copy furthers the argument that everybody — including Wall Street 
advisors — are telling you to buy. even though a collapse is imminent. Without ever 
saying it directly. this kind of copy creates a strong “us versus them" feeling that 


deepens the bond between Dr. Weiss and the reader. 


Se 
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Think your Dow and 
S&P 500 stocks are safe? 
THINK AGAIN! 


As Y write this, many large, blue-chip 
stocks are wildly overvalued, too! 


Wal-Mart ... Alcoa ... Intel ... and 
Disney are selling at DOUBLE historical 
norms — and International Paper is 
going for more than THREE TIMES the 
Dow’s average historical valuation. 


Corning is going for 105 times earn- 
ings .. Sanmina-SCI Corporation is sell- 
ing for 184 times earnings .. Phelps 
Dodge is selling for 1,249 times earn- 
ings .. Robert Half International is going 
for 638 times earnings .. and Comcast 
is fetching a mind-blowing 716 times 
earnings. 


Think of it: It will be the year 2720 
— 716 YEARS from now — before 
Comcast's accumulated current earnings 
per share equal today's price! 


There's not a doubt in my mind: This 
market is going DOWN ... SOON. And 
when it does, it’s going to send millions 
of trusting investors to the poorhouse. 


The good news is, you do NOT have 
to be one of them! To the contrary: If 
you act now, you can actually USE this 
great stock market to lock in truly mas- 
sive profit potential! 


What to Do — and What NOT 
to Do — to Protect Yourself 


First, recognize that virtually all tech 
stocks — plus most financial stocks — 
are extremely vulnerable. If you own 
any — get out of them now. Consider 
yourself lucky if you’ve made money on 
them. And even if you have lost money, 
get out of them now before your losses 
grow larger. 


Second, don't assume that just be- 
cause a company may not have much to 
do with technology it’s somehow “safe.” 
There are exceptions, but in this envi- 
ronment, you must start from the as- 
sumption that a stock is vulnerable until 
proven otherwise. 


Third, get your assets into the invest- 
ments I introduce you to in your FREE 
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copy of my WEALTH PROTECTOR LI- 
BRARY. They’re designed to keep your 
money safe, while at the same time 
insulating it from the impacts of rising 
interest rates and the run-away budget 
deficit. 

Fourth, if you have funds you can 
afford to risk, allocate a modest portion 
of your assets to the growth invest- 
ments I profile for you in your FREE 
copy of my WEALTHBUILDER KIT — 
investments I’m counting on to profit 
from the next great crash. 


Icreated my 
WEALTH PROTECTOR LIBRARY 
to help you weather this storm 
with your wealth intact! 

Just look at al you get ... 

FREE GIFT #1: Your Wealth Is Under 
ATTACH! In this startling exposé, I 
reveal your deadliest financial enemies 
and how to fight each one. 

e The three money traps that are set to 
smash your stock and bond portfolios ... 


e Four essential steps you must take 
now io protect your long-term savings ... 
your income ... and your quality of life ... 

® Why Washington will have no 
choice but to raise your taxes — again 
and again ., 

e Why massive cuts in your Social 
Security and Medicare benefits are vir- 
tually INEVITABLE ... 


9 And much, MUCH more! 


TREE GIFT #2: Defend Your Invest- 
ment Safety Net NOW! Your savings, your 


pension, your Social Security and your 
Medicare have never been in greater 
peril. Here's the truth that nobody's 
telling you — plus what you must do 
immediately to keep YOUR safety net 
intact! 


You'll discover ... 

@ Why you can’t trust your pension 
fund: Dirty tricks fund managers love to 
play with your money — and how to 
stop them cold ... 
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Analysis — Part One 


The prospect is given nowhere to turn on this page. Virtually every stock he owns 


is suspect, and he risks everything if he doesn’t take immediate action. 


But what is he to do? Who should he trust? How should he invest his money 
amidst all this confusion and chaos? Of course, there's only ONE SOLUTION - to 
send for the free wealthbuilder kit that Dr. Weiss has prepared especially for him! 
Again, at this point there’s no money or price discussed. He can remedy his investing 
problems, and potentially save/make a fortune — just by sending for some free guides. 


Notes ==: 
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Media Praise 


' m FORBES named Dr. Weiss 
“MR. INDEPENDENCE." 


E Investigative journalist 
JACK ANDERSON called 
Dr. Weiss gutsy and reported 
that his insurance ratings 
are “THREE TIMES MORE 
. ACCURATE" than anyone 
else’s in the business. 


B THE GENERAL 
ACCOUNTING OFFICE 

of the U.S. CONGRESS 
(GAO) heralded the fact that 
Weiss beat its closest competi- 
tor by a factor of 3 to 1 in warn- 
ing of insurance company 
failures. 

® BARRON’ S agreed, 
saying the GAO report is a 
“glowing tribute to 
Weiss.” 


@ Is YOUR pension UNDERFUNDED? 
The shocking truth pins what you must 
do to get your money to safety .. 

@ Uncle Sam’s most reprehensible re- 
tirement lie: Why Fed Chairman Greenspan 
is already warning of cuts in your Social 
Security and Medicare benefits ... 


9 Are you getting ail the Social Security 
and Medicare benefits you deserve? How 
to calculate what Uncle Sam owes you 
and collect every penny .. 


9 How to select a Medicare Supplement 
Plan you can live with: Secrets to getting 
the medical care you'll need ... 


@ And much, MUGH more! 


FREE GIFT #3: Inflation-Proof Your 
Portfoliof Runaway federal deficits could 
greatly increase the risk of inflation for 
8004-8006. Here's how to shield your 
wealth from the decaying dollar — PLUS 
how you can USE this powerful economic 


Call Toll-Free 1-800-236-0407 


B ESQUIRE noted that Dr. Weiss" 
firmis “the only company [that] 
provides financial grades free of 
any possible conflict 

A= of interest.” 


m THE NEW YORK TIMES 
said Dr. Weiss was “the 
first to see the 
dangers and say i 
so unambiguously. 


m FORTUNE said he provides 
| “the most compre- 
hensive source" 

of information. 


B WORTH said, 
"Weiss! record ... is so 
good compared with that 
of his competitors, ner- 
vous buyers need look ,.. 
no further." 


B THE WALL STREET 
JOURNAL called Martin D. 
Weiss, Ph.D., “FEISTY.” 


force to build the retirement of your 
dreams! 

9 The world’s two most powerful infla- 
tion-fighting investments: PLUS the 
stocks with the potential to hand you 
gains of up to 562% even in a low- 
inflation environment ... 


o “Must-Own” mutual funds for 2004- 
2006: Two mutual funds set to soar as 
the dollar crashes and inflation re- 
turns ... 

@ WARNING — Your #1 asset is now in 
extreme danger! Why the equity in your 
family’s home may be vulnerable to an 
all-out attack in 8004-8006 — crucial 
self-defense ... 

9 And much, MUCH more! 


FREE GIFT #4: Pump Up Your INCOME! 
You don't have to stand idly by while 
your income dwindles away to nothing! 
In this eye-opening guide, I introduce 
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Analysis — Part One 


On this page and the last, the premiums are being presented through seductive 
benefit-driven copy. Notice how ‘blind bullets’ are used to tease the value information 
inside them — making them sound even more desirable to the prospect. 


Also, you see an additional layer of credibility presented for Dr. Weiss. Visuals 
and quick summaries of his media mentions are given, so that the prospect knows that 
he's not some raving, lunatic — that’s he's actually trusted by highly iegitimate sources 


for investment advice. 


m 
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When Dr. Weiss Speaks, Washington and Wall Street LISTEN! 


WALL STREET WEEK: Ina 
featured January 31, 2003 inter- 
view, Dr. Weiss warns that broker- 
age firms are STILL issuing 
“BUY” recommendations on 
companies that are in the process 
of filing for bankruptcy, threaten- 
ing the savings of many investors. 


TIME MAGAZINE: Yn its cover 
story of June 9, 2003, TIME 
magazine turns to Martin Weiss for 
insights and eye-opening indepen- 
dent research on the legal mess 
surrounding medical malpractice 
insurance. 


THE WALL STREET JOURNAL: 
America’s #1 daily investment 
journal often turns to Dr. Weiss for 
clear, unhedged analysis of the 
day's economic and investment 
events, including updates on 
corrupt brokerage practices and the 
firms most often named in arbitra- 
tion lawsuits. 
CNBC 
| STREET 
SIGNS: 
Dr. Weiss 
outlines the 

- abuses unsus- 
pecting investors are suffering at 
the hands of trusted brokers. "The 
mafia would be green with envy.” 
he says. "They don't make as 
much money and they face much 
stiffer penalties.” 
y EET: THE NATIONAL 
^ PRESS CLUB: 
; Dr. Weiss presents 
po his white paper on 
ia the brokerage 

= industry, “Crisis 
of Confidence on Wall Street.” to 
the National Press Club in Wash- 
ington, D.C., just a few steps from 
the White House. 


The conference is attended by 
representatives of Dow Jones, the 


Associated Press, Newsweek, 
Money, Agence Presse, NPR Market- 
place, Kiplinger’s Retirement Report 
and several others. 


THE UNITED 
B STATES 

mW CONGRESS: 

== Dr. Martin Weiss 

i names companies 
that are risking the 
hard-earned funds of millions of 
retirees on fixed incomes. Outraged 
industry insiders launch a media 
campaign to try to silence him. But 
Congress asks the U.S. General 
Accounting Office (GAO) to com- 
pare Weiss’ ratings to Wall Street's, 
The GAO stndy is a “glowing tribute 
to Weiss.” according to Barron's. 


Subsequently, Dr. Weiss delivers 
his scathing indictment of Wall 
Street and Main Street to all 100 
members of the U.S. Senate, ensur- 
ing that every senator on the Hill has 
documented proof of the abuses and 
a comprehensive outline of the 
solutions at their fingertips. 


FOX NEWS: 
Dr. Weiss 
stuns the 
nation with 
his list of 
major blue- 
chip companies that are now in 
danger of failure — and reveals how 
U.S. government economic tinkering 
can only make matters worse, 
dooming the U.S. to a prolonged 
economic nightmare. 

CNBC, CNNfn, PBS AND MORE: 
Dr. Weiss launches an exhaustive — 
and exhausting — schedule of media 
appearances. 

In 2002 alone, he granted more 
than 100 television and radio inter- 
views — including multiple appear- 
ances on CNBC, plus CNNfn, 
Nightly Business Report and scores 


of oiher television and radio 
programs — to alert investors to 
Wall Street's crimes and to demand 
reform 


© Dr. Weiss 
warns 

M millions of 
viewers of more companies in 
danger of going belly-up ... exposes 
the blatant lies that are propping 
them up ... and urges investors to 
join him in a nationwide crusade to 
demand full and fair disclosure 
from public companies. 


ABC NIGHT- 
LINE: An- 

H chorman Ted 
Koppel brings 
industry 
_insiders face- 
to-face with 
Dr. Weiss — their toughest critic. 
They swear Dr. Weiss is wrong 
about hidden dangers in their 
companies — but within days. 
another of America’s largest firms 
goes bankrupt, costing investors 
billions. 


PLUS, Dr. Weiss has recently 
been featured in many other local 
and industry newspapers and 
periodicals from coast to coast — 
including the Cincinnari Enquirer 
.» Long Island Business News ... 
Atlanta Business Chronicle ... 
Sarasota Herald Tribune ... 

Ann Arbor News ... the California 
Business Journal ... Phoenix 
Business Journal ... Cincinnati 
Posi ... Dallas Business Journal ... 
the Providence Journal ... 
Physician's Money Digest ... 
Toledo Business Journal ... 
Montana Standard ... and 

many other major publications. 
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Analysis — Part One 


Even more proof and credibility is given! Notice how many writers would have 
stopped presenting these elements long ago, but it’s very difficult to overdo proof and 
credibility these days. And when you read the little bits of copy beneath each media 
mention, you see that they all support one of the central points of the copy - namely 
that Dr. Weiss is the leading “whistle blower" in this market. He exposes corruption 
and helps protect investors from crashes and unscrupulous behavior on Wall Street. 


That’s DOUBLE credibility -- not only does being favorably mentioned by these 
sources help legitimize Dr. Weiss — they also help to prove the very points being made 
in the copy. Ultimately, they help prove the single most important point: Namely, that 
if the prospect wants to insulate his money and grow richer RIGHT NOW - then he 
needs to listen to Dr. Weiss’ advice. 


Notes : 
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you to three classes of investments that 
can double .. triple ... even quadruple 
the income you're getting now — WITH- 
OUT exposing your nest egg to unwar- 
ranted risk! 


I give you my tried-and-true strate- 
gies for maximizing your income and 
cutting your risk with annuities ... select 
bonds .. and dividend-paying stocks —~ 
and much more! 


PLUS, I want to send you my 
WEALTH-BUILDER KIT 
absolutely FREE! 


You also get ... 


FREE GIFT #5: INTEREST RATE 
BONANZA In your free copy of INTER- 
EST RATE BONANZA, 1 introduce you to 
the special no-load mutual fund that was 
specifically designed to make you richer 
in this environment of rising interest 
rates. It can make you richer with each 
down-tick in bond prices: 


eè If the 50-year Treasury bond price 
falls 10%, your fund shares are de- 
signed to rise by 10%; 


€ If they fall 30%, your shares are 
designed to rise 20%; 


è If they fall 30%, your shares are 
designed to rise 30%. 


With the deficit ballooning wildly out 
of control, inflation rising and long-term 
interest rates surging, I expect Treasury 
bond prices will fall by AT LRAST 20% 
in 2004, handing you a potential one- 
year gain of AT LEAST 20%! 


Could you lose money? Yes, but only 
in the unlikely event that interest rates 
decline. And since many interest rates 
are still near 45-year lows ... since 
Uncle Sam has no choice but to borrow 
money like mad ... what are the chances 
of THAT happening? 

In your FREE copy of INTEREST 
RATE BONANZA, | name this amazing 
fund, and show you exactly how and 
where to buy it and how to maximize 
your profits! 

Plus I give you a quick education on 
other fascinating investments — as well 


Cail Toll-Free 1-800-236-0407 


Beware the Great 


Stock Market Bubble 
of 20041 


Some stocks are still selling at valuations of up 
to FOUR THOUSAND TIMES EARNINGS! 


Company Valuation (P/E) 
Tecumseh Products Company 4,154 
Costar Group Inc. 3,860 
Cambrex Corporation 2,587 
Ipsco Ine. 1971 
Exar Corporation 4,794 
Symbol Technologies 1,365 
Phelps Dodge Corporation 1,249 
Western Wireless Corporation 1.136 
Olin Corp 925 
Noranda 867 
Boise Cascade Corporation 756 
M-Systems Flash Disk Pioneer 705 
IDT Corporation 640 


Robert Half International Inc. 


as the strategies that can help minimize 
your risk while maximizing your profit 
potentia] — in your FREE copy of my 
INTEREST RATE BONANZA. 


FREE GIFT #6: STOCK MARKET 
BONANZA Entire sectors of the stock 
market are going to be hit hard as in- 
terest rates and inflation rise in 2004— 
8008. 


In faci, some of the companies in 
these sectors won't even survive — and 
in your FREE copy of STOCK MARKET 
BONANZA, I show you how to spot them 
and how to DOUBLE YOUR MONEY as 
each one fails. 

But OTHER sectors are going to posi- 
tively explode in value, delivering rich 
gains to savvy, early bird investors. And 
I want you to be one of them! 

Inflation is already driving the price 
of many commodities sky-high — includ- 
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Analysis — Part One 


Here we have even more proof and benefit copy as Clayton continues the letter 
and builds on the problem and the offer. It’s very much in a “but wait ... there's more" 
style that often helps overwhelm the prospect’s sense of greed. The point is, if you can 
build his greed up enough at this stage, it becomes much easier to get him to act when 
it comes time to close. 


Notes 
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ing industrial metals, minerals and foods. 
And the companies that produce, distrib- 
ute and sell these products to the public 
wil do well in 8004 and 8005. 


In your FREE copy of my STOCK 
MARKET BONANZA investment guide, I 
name the single, ultimate natural re- 
source investment that I think is ideally 
positioned for truly spectacular profit 
potential in this unique new environment. 


Its extremely easy to buy at any 
time. It gives you a broad play on the 
entire sector. And even BEFORE natural 
resources take off in price, it has al- 
ready more than DOUBLED in value, with 
much more likely to come! 


Plus, I give you a list of the stocks 
most likely to crash and burn. Even if 
you do nothing more than avoid their 
purchase, this information could save you 
a fortune. 


And if you go beyond — with invest- 
ments that are specifically designed to go 
up as these stocks decline — you could 
turn the disaster into a profit bonanza! 


PREE GIFT #7: GOLD BOOM BONANZA 
I'm already helping my SAFE MONEY 
readers profit handsomely from this 
megatrend! 


When gold prices edged modestly 
higher in 8001-8008, the gold stocks we 
recommended skyrocketed by an average 
of more than 100%: 


@On January 3, 2001, when we told 
SAFE MONEY members to buy Agnice- 
Eagle gold shares, they were selling for 
$6.06. On April 29, 2008, when we is- 
sued our first “sell” signal, the shares 
had hit $14.80. 


RESULT: A 144% GAIN! 


9 On July 2, 2001, when we told 
members to buy shares in Royal Gold, its 
shares were trading at $4. On April 29, 
2002, when we issued our first “sell” 
signal, shares were trading at $9.75. 


RESULT: A 144% GAIN! 


e On January 3, 2001, when we told 
members to buy shares in Glamis Gold, it 
was trading at $1.50. On April 29, 2002, 
when we issued our “sell” signal, the 
shares were trading at $6.35. 
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RESULT: A 325% GAIN! 


PLUS, we advised SAFE MONEY mem- 
bers to take another major round of 
profits in Glamis Gold, bringing the aver- 
age gain on our entire Glamis position to 
a whopping 562%. 


Of course, depending on the actual 
prices investors achieved and the com- 
missions they paid, their results may 
have varied for the better or the worse. 
But 562% is enough to turn a $25,000 
investment into $165,500! 


Now, with the economy awash in U.S. 
dollars, producer prices are already 
jumping. Commodity prices are surging. 
Consumer inflation is beginning to move 
higher. And worldwide demand for gold 
is intensifying almost daily. 


Gould this trend be reversed? Sure. 
The trillions of newly created dollars 
already sloshing around in the economy 
could magically disappear. 


Washington could suddenly decide to 
cut spending by $1 trillion and eliminate 
future deficits — and future infusions of 
hundreds of billions of new dollars into 
the economy. 


But barring this kind of economic 
miracie, you can pretty much count on 
soaring gold prices as far as the eye 
can see! 


In your FREE copy of GOLD BOOM 
BONANZA, I name the three gold mining 
companies that give you the best profit 
potential with the least possible risk: 


Gold Mining Company #1: Ounce for 
ounce, one of the most profitable in the 
industry! This company hasn't enjoyed 
as much of thé rally in gold as other 
companies have, but I expect it to start 
catching up to the rest of the pack 
soon. 


Tt has 8.3 million ounces of proven 
and probable reserves, and is producing 
gold at an unbelievably low cost of $100 
per ounce. 

That makes its 600,000 ounces of 
gold production per year some of the 
most profitable in the industry! 


Gold Mining Company #2: Huge re- 
serves, declining production costs! A top 
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Analysis — Part One 


The offer copy continues, and I want you to see how much the offer presentation 


takes up of the ‘body copy,’ Few writers build up their offer this effectively, but it 
makes a huge difference. Remember, the offer is everything in direct response. 


Also, I want you to see how proof and benefits are skillfully woven together. 
For example, at the bottom of the left column you'll see some copy written about 
‘Glamis Gold.’ Right off the bat, this is a powerful example of how Dr. Weiss made a 
recommendation and then it skyrocketed (proof). Notice how the specific percentage 
is given, and then deepened with the comment about it eventually going up to 562%. 


Then look at how the benefit is dimensionalized. Making 56296 on your money 
sounds pretty cool, but percentages are just figures — they don't translate in our minds 
all that well. So that percentage is converted — if the prospect would have put $25.000 
down on this recommendation (which investors in this market often do), he would 
have had $165,500! Now THAT'S a benefit that hits home! 


Notes © 
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You Also Get FREE Access to the SAFE MONEY WEBSITE: 


All of today's most advanced investment tools in one, convenient piace! 


enr MERE 


( b an you name any other 
service that offers you 
anytime access — 24 
hours a day, 7 days a week — to 
allthe powerful money-making, 
money-saving fools you can now 
enjoy on our password-pro- 
tected SAFE MONEY website? 
No way! After all — the SAFE 
MONEY website is the only web 
destination in the world that lets 
you: 
9 Read each new issue of SAFE 
MONEY REPORT the second it 
is released; You get my latest 
forecasts, both long and short 
term, for the Dow, the S&P, 
individual stocks, bonds, mutual 
funds and more. 


And because you gct my profit 
recommendations DAYS before 


they would otherwise reach you by the hottest investment news. FREE as part of your SAFE 
mail, you can act to shield your 6 Make more prudent MONEY INVESTOR SERVICE 
wealth and capture important financial decisions ... membership! 


international junior producer, this com- 
pany holds nearly 4 milion ounces of 
proven gold. 


Its total production costs have been 
running on the high side, at over $231 
&n ounce, but that is likely to decline 
substantially in the months ahead. 


Chief reason: It is actively reducing 
its hedge book. This is a gold miner 
whose share price was once as high as 
$15 at a time when gold bullion was 
worth far less than it is today. But if 
you move quickly, you can still own it 
for less than $31 

Gold Mining Company #3: Like getting 
FREE GOLD! It’s sitting on a hoard of 
7.0 MILLION OUNCES of gold, worth an 
astonishing $2.8 BILLION, even ai the 
low evaluation of $560 per ounce. Since 
the company's total market cap is only 
about HALF that — just $1.1 billion — 


Call Toll-Free 1-800-238-0407 


A Weiss Web Service 
worth $460 for two years. 


profit opportunities long before other 

investors even know they exist! 

€ Check DAILY updates to keep 

your money safely growing: Between 

issues, the SAFE MONEY website 

lets you keep up with our latest Flash 
lerts 2nd our daily commentary on 


PLUS, the SAFE MONEY 
WEBSITE lets you ... 


9 Quickly and easily research 
P any company or mutual fund 
P». traded on Wall Street ... 


9 Get an instant quote on any 
Stock or mutual fund listed on any 
exchange in the United States ... 


€ Conveniently maintain your 
entire portfolio in one place, 
and... 


6 Check the headlines for red-hot, 
breaking news headlines about the 
companies behind YOUR stocks — 
before other investors have a 
chance to react to them. 


No other investment website 
even comes close to giving you all 
this — not even the ones that charge 
$230 a year. And yet, you get it all 


buying this company’s shares is like 
getting FREE GOLD! 


Last year, it produced more than a 
quarter-million ounces of gold at a cash 
cost of only $182 per ounce. Even with 
gold at $360, the company earns a 
gross profit of $178 on every ounce it 
pulls out of the ground. Put simply, it’s 
selling gold at nearly DOUBLE its cost of 
production! 


Bach of these companies now has the 
potential to do even better than the 
stocks that just generated gains of up to 
562% for us. And in your FREE copy of 
my GOLD BOOM BONANZA guide, I name 
these and other outstanding gold plays 


for you ... give you strategies to maxi- 
mize your profits ... and much, much 
more!! 


FREE GIFT #8: ENERGY BOOM 
BONANZA Imagine for a moment that 
you're a member of the Organization of 
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Analysis — Part One 


The sidebar on this page builds up another portion of the offer — his free access to 
the Safe Money Website. All the benefits of this are presented in tight, you-oriented 
copy and the prospect is made aware of the fact that he cannot get this anywhere else. 
For anything remotely close to what he's geuing for free. he'd have to fork over at 
least $230 a year. 
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Petroleum Exporting Countries (OPEC). 
You know that the U.S. government AND 
the G& want the dollar to fall precipi- 
iously in value. 


More than that, you know the dollar 
is ALREADY FALLING — hitting a new 
all-time low againsi the euro, a seven- 
year low against the Swiss franc and a 
new eleven-year low against the British 
pound. 


In short, you know that the dollars 
you're going to get for the oil you sell 
to the West are going to be worth less 
&nd less and LESS. Indeed, every time 
the dollar drops 196, you're going to get 
1% less value for your oil. 


What would YOU do? You'd raise oil 
prices — right? 


RIGHT! 


And it’s already beginning. In Septem- 
ber 8005, Kuwait’s oil minister an- 
nounced that OPEC agreed to cut produc- 
tion by 3.5% in order to raise the price 
of oil. And on November 1, OPEC actu- 
ally cut oil output by nearly one million 
barrels per day. 


In addition, OPEC’s president called 
on non-OPEC crude oil producers such as 
Russia, Norway, Mexico and Angola to 
cub production by ANOTHER 500,000 
barrels a day. And now Venezuela — the 

' third-largest producer in OPEC — is 
pushing to raise prices AGAIN! 


You know what that means: Higher 
oil prices ahead — and it couldn't be 
happening at a better time for energy 
investors! 


In fact, it has already begun. Between 
January and March 30, 8004, Marathon 
Oil stock rose 50.4% in value ... Massey 
Energy Company jumped 114.5% ... 
Fuelcell Energy soared 104.8% ... YPF 
SA skyrocketed 158.5% ... and Williams 
Companies exploded 859.496 higher! 


IMPORTANT NOTE: Do NOT run out 
and buy stock in Marathon Oil ... 
Massey Energy ... or Williams Compa- 
nies. These companies have already ex- 
perienced substantial gains. I want you 
to get your share of the profits of the 
coming oi] bonanza with stocks that you 
can still buy at reasonable prices. And 
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TH name them for you in your FREE 
copy of ENERGY BOOM BONANZA! 


For example ... 


Energy stock #1 has paid a fat divi- 
dend yield of 12% in the 12 months end- 
ing in March, 2004. In addition, the stock 
has gained 36% in the past year alone. 


I know of no other investment that 
can give you such high, steady yields 
PLUS such a solid opportunity for profit 
at the same time. 


Energy stock #2 operates pipeline 
systems, and transports and stores naiu- 
ral gas, coal and other energy products. 
In the most recent annual report ending 
December 2003, revenues were up 56% 
and net income rose 15%. The stock is 
set to soar and currently pays a healthy 
quarterly dividend yield of 6.1%. 


Energy stock #3 explores and produces 
oil and gas in the Gulf of Mexico, New 
Mexico, Texas and Louisiana, along with 
having select foreign interests. 


Profits are up 172% since last June, 
and its share price is on a roll as well 
— up 24% in the last three months. The 
dividend is tiny but the potential for 
price appreciation is explosive. 


And Pl name them for you in your 
FREE copy of my ENERGY BOOM BO- 
NANZA investment guide. 


Extra Rewards 
for Your Prompt Response! 


Plus, if you call right now, J’ll include 
TWO MORE profit guides I designed to 
help you protect and grow your weaith 
in these treacherous times — free of 
charge: 

BEST Stocks In America — And The 100 
WORST; At last — essential help to get 
your nest egg growing again! PLUS, 
you'll discover the stocks you shouldn’t 
touch with a ten-foot pole. MAKE SURE 
YOUR STOCKS ARE NOT ON THIS LISTI! 


Investors have gladly paid up to $15 
for each Weiss rating they need — but 
you get my complete "100 best” and 
“100 worst" lists — FREE! 


STOCK MARKET CRASH RED ALERT 
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Analysis — Part One 


More specifics about the opportunity — and how Dr. Weiss’ offer relates to that op- 
portunity — are presented bere. And I want you to observe how the tone has changed 
remarkably at this stage. Early on it was all about corruption, scandal. and fear — a 
gloomy picture was painted. 


But now that the copy is addressing the solution, it becomes remarkably positive. 
Ina sense, this is a “life before the product ... life after the product” technique that 
helps the prospect subconsciously associate the offer with a richer, happier life. 


Notes : 
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S ometimes, things happen 

too fast for a monthly 
publication to keep up. 
Maybe it’s the pending default of a 
major country ... or an eye-opening 


morsel of economic news that the SAFE MONEY family! 
requires immediate action. Join us NOW and get 
Whatever the event, SAFE $1,539 worth of today’s 


MONEY’s Flash Alerts — rushed 
10 you via e-mail or regular mail 
(your choice) — bring Dr. Weiss” 
analysis and advice to you almost 
instantly! 


FREE GIFT #10: The Weiss Ratings For 
7,478 Mutual Funds: For most investors, 
finding a great mutual fund can be like 
finding a needle in the Wall Street hay- 
stack. 


Now, you can let the Weiss mutual 
fund ratings guide you to the funds that 
can help grow your nest egg with en- 
hanced safety — so you can lock in 
your richer retirement without losing 
sleep at night! 


Normally, each of these guides is 
advertised nationally for $89 each — 
$890 for all ten. But I don’t want you 
to have to pay that much. In faet ... 


I want you to have ALL TEN 
investment guides 
— an $890 value — FREE! 


So why would anybody in his or her 
right mind offer to GIVE YOU such valu- 
able gifts absolutely FREE? 


In the interests of full disclosure, 1 
must admit: I have an ulterior motive. You 
See, once you've seen how completely 
these ten volumes protect you ... how 
much they can enrich you ... and how 
easy they are to use, I sincerely believe 
you'll be hooked. A customer for life. 

More than that: You’re going to need 


regular monthly updates on my economic 
analysis, ratings and investment advice. 


Call Toll-Free 1-890-236-0407 


PLUS, You Get URGENT FLASH ALERTS 
When Fast-Breaking Market Events Warrant 


Other advisors charge 
handsomely for this kind of 
instant access — but it’s 
yours, FREE as a member of 


best investing tools and discounts! 
Dial TOLL-FREE: 1-800-236-0407 
or use the order form on page 23 of this report NOW! 


YOURS — 


And that’s why I’ve decided to send 
all ten of my all-new investment guides 
to you absolutely FREE with your trial 
subscription to my SAFE MONEY INVES- 
TOR SERVICE. 


For starters, you'll get SAFE MONEY 
REPORT — ihe money-making, money- 
saving backbone of my SAFE MONEY 
INVESTOR SERVICE. 


Every month, SAFE MONEY REPORT 
seeks to ... 


* Cut your losses and boost your prof- 
its with updated Weiss Ratings for your 
Stocks and mutualfunds: We are tbe only 
newsletter publisher to update the Weiss 
Ratings for stocks and mutual funds. 
With these exclusive ratings, you'll AL- 
WAYS know which stocks and funds are 
the riskiest. 


% Help you anticipate — and PROFIT 
from — major market movements with 
monthly updates of the Weiss Early Warn- 
ings: Bach month — and more often 
when necessary — you get clear, 
unhedged, hard-hitting opinions and ad- 
viee on when and how I expect the next 
market move wil occur. 

* Grow your CONSERVATIVE portfolio 
faster: Fed up with lousy little 1% re- 
turns in CDs and money market funds? 
That’s for the birds! 
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Analysis — Part One 


At this point, what we call ‘The Value Sale’ is made. The prospect is reminded 
about how he can get $890 in free guides — guides that could make him or save hum 
many thousands of dollars — and all he has to do is subscribe to Dr. Weiss’ newsletter. 


This is often referred to as ' The Advertorial Turn’ - the point at which the copy 
reveals that there IS something to buy here. that there is a slight catch. Of course, 
the prospect was expecting this — after all. nothing is really free. And the product is 
presented as an ongoing solution for his investment needs. Sure, the free guides will 
help him now. But what about 6 months or a year from now? He needs the continual 
guidance that can only come from a newsletter subscription! 


That's also why the presentation of the unique features and benefits of the Safe 
Money Report newsletter start on this page. 


Notes : 
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When Was The Last Tim U Felt This 


"The minimum gain 
on all the gold 
stocks was 100%” 


“We bought Glamis for $1.62 
and sold it at above $8.” 
— L. F., Archer, FL 


Excellent! 

“I profited 54% on just 
one of your recommenda- 
tions. Thank you for your 
excellent and timely ad- 
vice! I wish I had acted 
sooner!” 

— 8. M., Sacramento, CA 


I have a better way: My Mr. Conserva- 
tive portfolio. 


I give you my clear "buy, "hold" and 
“sell” advice for every investment in the 
Mr. Conservative portfolio in every issue 
of SAFE MONEY REPORT. 


** Light a fire under your portfolio with 
leveraged investments that have soared by 
up to 172% — even in these rocky mar- 
kets: If you're comfortable investing part 
of your nest egg in more speculative 
investments, we can REALLY kick your 
wealth building into high gear. 


I don’t have to tell you that all in- 
vestments involve risk, and losses are 
certainly possible, especially when you 
aim for high rewards. But overall, ours 
has been among the top performing in- 
vestment newsletters in America. 


Again, you get clear, concise “buy,” 
“hold” and “sell” signals in every issue. 
* Give you honest ANSWERS to your 
most pressing investment questions: Got a 
question about my published recommen- 
dations or analysis? Fire it off to me by 

e-mail or snail mail. 


My goal is to respond to EVERY 
member’s question as quickly as possible 
— and we share the best questions and 
answers in every issue of SAFE MONEY 
REPORT. 
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Getting richer 
in tricky times! 

“Your recommendations 
have resulted in a greater 
than 30% increase in my 
account so far and it looks 
like greater gains are just 
waiting in the wings for the 
next decline in the S&P 
index and the rise of gold.” 

— L. P. Boynton Beach, FL 


Refreshing! 
“Your advice has been quite 
refreshing, insightful and 
valuable — as I have fol- 
lowed your advice to the 
letter. My portfolio was in 
total disarray. I found your 
advice to be the track I 
wanted to take. 


“Thanks for all your 
help!!” 
— B. P., Kingwood, TX 


“We profited 253% on your Dow 80 Dec 
2003 LEAPS put recommendations!” 


— M. M., Sherman Oaks, CA 


Best of all, you get all these valuabie 
benefits — and MORE — for just pennies 
per day! 

And it gets better ... 

You Get INSTANT UPDATES on the 
SAFE MONEY WEBSITH! 

Can't wait for the next issue to ar- 
rive by mail? Surf over to the SAFE 
MONEY WEBSITE. And while you're 
there, be sure to ... 

@ Keep up with the latest economic 
and investment news — plus news on 
the stocks you own ... 

@ Check out our latest Flash Alert for 
urgent actions needed to protect and 
grow your wealth ... 


e Get crucial moneymaking insights 
with my daily commentary ... 


e Review SAFE MONEY REPORT's hot- 
off-the-press market forecasts for stocks, 
bonds, mutual funds and more ... 


e Take a look at the latest portfolio 
updates — for our Mr. Conservative and 
Mr. Speculator investment portfolios ... 

6€ Use our powerful investing tools to 
get the latest stock quotes .. maintain 
your portfolio online ... get valuable 
research on stocks and mutual funds ... 


STOCK MARKET CRASH RED ALERT 
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Analysis — Part One 


This page is simple — more benefits and proof. Also, testimonials are given for the 
first time. They help to show that other investors have saved and made money, and 
that they’ve been thrilled with the service. 


Notice how bullets are used to list a long series of benefits. Whenever one compo- 
nent of your offer brings so much to the prospect's life, it’s often wise to list them like 
this in a powerful series of benefit-driven bullets. 


Notes :- 
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Good About YOUR Investment Analyst? | 


Wonderful! 


service at an affordable 
price. You have helped me 
recover a great deal of my 
horrific losses I suffered 
from following other news- 
letter services,” 


— T. D., Corpus Christi, TX 


You deserve a 
Medal of Honor! 
“I award to you a medal 
of honor for protecting 
an older, self-supporting, 
divorced woman who isn’t 
very rich ... 


YOURS!!!” 


for life. 


Other investment websites charge up 
to $460 for two years of access — and 
this powerful, moneymaking, money- 
Saving resource — a $460 value — is 
yours FREE as a member of my SAFE 
MONEY INVESTOR SERVICE! 


PLUS, You Get Urgent 
FLASH ALERTS 
Whenever Events Warrant! 


Whenever major developments in the 
economy or financial markets make it 
crucial that I get urgent advice to you 
in the fastest way possible, I'll rush 
you a FLASH ALERT. 


Our lightning-fast response to the 
constantly changing investment land- 
scape gives you the edge you need to 
keep your money safe AND maximize 
your profits. 


And this valuable service is yours 
FREE with your new membership in my 
SAFE MONEY INVESTOR SERVICE! 

HALF-PRICE Introductory 

Offer: YOU SAVE $189! 

Normally, your two-year membership 


in. the SAFE MONEY INVESTOR SERVICE 
would be a bargain at $378. 


Call Toll-Free 1-800-236-0407 


*Had I not had your 


“Thank you for a wonderful information, I could have 
sustained 40% to 50% 
losses. THANK YOU, THANK Of others. I have been able 


YOU, THANK YOU — AND 
GOD BLESS YOU AND 


— P. O., Ft. Lauderdale, FL 


I'm a fan for LIFE! 
“I have adopted your trad- 
ing methods and am a firm 
believer in your market 
forecasts. I am a true fan 


“Your insight has helped 


me recoup most of the 
losses I sustained while 
my money was in the care 


to protect my brokerage 
accounts and 401(k) ac- 
count from terrible losses. 
Ihave been able to make 
some good money. 

"I know in coming 
months I can look forward 
to many more successful 
trades using your advice. 
Thank you so much for 
your wise counsel and 
insights on the market.” 


— J. A., Camp Hill, PA 


But if I hear from you now, it's just 
$189: That's just 86 cents a day — one- 
eighth of the cost of a single cup of 
Starbucks coffee — for expert guidance 
to protect all of your investments! 

And not only do you SAVE $189, you 
get my WEALTH PROTECTOR LIBRARY 
absolutely FREE! 

At our published retail price of $89 
each, that’s $356 worth of valuable 
bonus guides absohitely FREE! 


PLUS, as a two-year member, you'll 
ALSO receive my WEALTH BUILDER KIT 
— and four MORE valuable guides — 
absolutely FREE!... AND if you respond 
NOW — within the next ten days you'll 
receive two additional reports — & $178 
value, FREE. 


Together these ten reports give you 
$890 worth of 10096 objective, conflict-of- 
interest-free analysis and advice, FREE. 


Add the $460 value of the SAFE 
MONEY WEBSITE .. PLUS the $189 you 
Save on your membership, and .. 

You Get $1,539 in FREE Gifts 
and Discounts... PLUS my 100% 

MONEY-BACK GUARANTEE! 


When was the last time a mere $189 
investment netted you a $5,000 return? 


19 


908 wun makepeaceiotalpackage. com 


Analysis — Part One 


More testimonials are given and finally the price is revealed. We are officially 
in the ‘closing copy’ now. The total value of the offer is summed up — adding up to 


$1,539 in free gifts and discounts — and the price (if the prospect acts now) is only 
$189, 


It’s important to observe that — even though most investors subscribe to newslet- 
ters for a year at a time — the two-year option is presented. This helps increase the 
average unit of sale (when more people buy the two-year deal, the average amount 
of money take in per order goes up). And it also makes the one-year offer seem even 
cheaper by comparison. So it's win-win all around! 
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When was the last time a broker — 
or anybody else for that matter — 
promised that if they couldn’t produce 
that kind of return, they would refund 
every penny you paid them? 


Well get this: The SAFE MONBY IN- 
VESTOR SERVICE must save you — and/ 
or MAKE you — an ABSOLUTE MINIMUM 
of $5,000 in the next 12 months OR 
IT'S FREE! 


If I don't save or make you at least 
thet much money, just let me know and 
TH rush you a full refund of every 
penny you paid for your subseription. 
PLUS, even after the first year, you can 
cancel at ANY TIME WHATSOEVER for a 
FULL REFUND of the unused portion of 
your membership. 


And, of course, in the unlikely event 
that you decide my service isn’t for you, 
everything you've received in the mean- 
time is yours to keep — completely 
without cost or obligation. 


IUrge You — Let My SAFE 
MONEY INVESTOR SERVICE 
Help You TAKE CONTROL of Your 
Financial Future — NOW! 

This is & watershed moment for the 


economy, for the stock and bond markets 
and most important, for YOU. 


** Until recently, corporate insiders 
were both selling AND buying their own 
company’s shares. NOW they're just 
STEALING! 


%* Until now, the markets were being 
driven primarily by consumer demand 
for new technology and other corporate 
innovations. Now government spending 
is the #1 driver of the economy and 
investment markets. 


Æ% Until now, deflation was your big- 
gest worry. Now, inflation and stagflation 
are your worst enemies. 

* Until now, rising bond prices and 
crashing interest rates were predominant 
facts of life. Soon the opposite is likely 
to be true! 


This is an entirely new environment. 
If you invest now like you did in the 
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1990s, you’re going to get hurt again, 
just like before. 


That's why I've prepared the eight 
investment guides I’m offering you now 
to help you sidestep losses and seize 
what I believe are going to be the great- 
est profit opportunities to come down the 
pike in a long, long time. 


Won't you at least take a look at 
them to see if I could be right? After all 
— you risk absolutely NOTHING by doing 
sol 


Remember ... 


i You get my WEALTH PROTECTOR 
LIBRARY, including: 

o FREE GIFT #1: Your Wealth Is Under 
ATTACK! 

9 FREE GIFT #2: Defend Your Investment 
Safety Net NOW! 

e FREE GIFT #5: Inflation-Proof Your 
Portfolio anà ... 

@ FREE GIFT #4: Pump Up Your 
INCOME! 

EH PLUS, with your two-year member- 
ship, you get my complete WEALTH 
BUILDER KIT, including: 

e FREE GIFT #5: INTEREST RATE 
BONANZA 

e FREE GIFT 46: STOCK MARKET 
BONANZA 

e FREE GIFT #7: GOLD BOOM BONANZA, 
and .. 

e FREE GIFT #8: ENERGY BOOM BONANZA 

B PLUS, if you join me now — 
within the next ten days or less — 
you'll also receive: 

e FREE GIFT #9: The Weiss Ratings’ 100 
BEST Stocks In America — And The 100 
WORST, and ... 

o FREE GIFT £10: Weiss Ratings For 7,478 
Mutual Funds! 


That's TEN investment guides in all — 
an $890 value — FREE! 


.. AND if you're not eager to get 
Started with me after experiencing the 
impressive power of the investment tools 
available to you in SAFE MONEY REPORT 
and on the SAFE MONEY WEBSITE .. 


. PH GLADLY rush you a FULL RE- 
FUND! 
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Analysis — Part One 


A bold guarantee is made. The prospect must make or save at least $5,000 from 
his mere $189 or he pays nothing. And he gets to keep the $1,539 in guides no matter 
what. This guarantee helps put the offer into “you'd have to be an idiot NOT to try 
this out" territory. 


Also, the final push of the close is initiated. The prospect is told he's at a "cross- 
roads" and that he's only got one sensible option. The offer is fully summarized and 
again the guarantee is reiterated. 


Notes © 
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On the other hand, if you ignore this 
generous offer, I can pretty much assure 
you that you’re NOT going to be able to 
take advantage of all the opportunities I 
see for you to rack up gains of 99% ... 
144% .. up to 562% in these tricky 
times. 


Please — for your own sake — join 
me in my SAFE MONEY INVESTOR SER- 
VICE today! 

1 urge you: You've put this off long 
enough — and delaying has cost you a 
bundle. It's time to ACCEPT this risk- 
free invitation to join me in my SAFE 
MONEY INVESTOR SERVICE. 

To apply for your membership, just 
complete and mail the FREE GIFT CER- 
TIFICATE on page 23 of this report or 
dial, TOLL-FREE, 1-800-256-0407 today. 

Please — if your financial security 
means anything to you — let me hear 
from you right away! 


Warmest regards, 
Voss S Weiss 
Martin D. Weiss, Ph.D. 


Editor, SAFE MONEY INVESTOR 
SERVICE 


Call Toll-Free 1-800-235-0407 


“Corporate insiders are dumping stock like there's no tomorrow... 


... Nasdaq stocks are selling for up to 124 times earnings ... 
and S&P 500 blue chips are selling for up to 716 times 
earnings. Mark my words: THOUSANDS of U.S. stocks 
are set to crash — including YOURS! 


“This is NO TIME to go it alone! Send for your 
FREE copy of my WEALTH PROTECTOR LIBRARY ... 
my WEALTH BUILDER KIT ... my ratings for THE 100 
BEST STOCKS IN AMERICA — AND THE 100 WORST ... 
and THE WEISS RATINGS FOR 7,478 MUTUAL FUNDS — 
a $890 value, FREE!” 


P.S. Respond NOW by dialing 1-800- 
236-0407 (TOLL-FREE) and you'll receive 
an ELEVENTH valuable gift — absolutely 
FREE — BEFORE YOU EVEN HANG UP! 


“THE SINGLE BEST PLACE TO INVEST 
$10,000 NOW” is a 80-second introduc- 
tion to my #1 investment pick. I don't 
want to give too much away now, but let 
me just say that it ... 


>> Is perfectly suited to today’s unfa- 
Miliar new investing environment ... 


>> Harnesses the power of 
Washington's budget disaster to deliver 
world-class profit potential WITHOUT 
exposing you to unreasonable risk ... 

>> MUST be purchased IMMEDIATELY 
— within the next 10 days — to maxi- 
mize your profit potential! ? 

I urge you: Do NOT delay — cal 
(TOLL-FREE) 1-800-236-0407 RIGHT 
Now! 


(Turn the page and get savings 
of $1,539 on America’s most 
powerful moneymaking tools! ...) 
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Analysis — Part One 


The prospect is quickly reminded — via the running copy — that if he ignores this 
generous offer, he risks the safety of his investments and some truly amazing potential 
gains. He’s given everything he needs to respond, and he’s told to act now. 


Also, I want you to pay close attention to the sidebar atop this page. It restates the 
Big Selling Idea (corporate insiders are dumping stock ~- and that there's only one way 
out) ... it drives home the conspiracy/advocate theme and tone that the copy has used 
throughout ... quickly restates the argument that stocks are plummeting ... and that 
by simply sending for his free guides, the prospect can protect and grow his money. 
That’s a LOT in a short little section of copy! And it reminds the prospect of exactly 
why he must respond now, 


Notes 
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Join me for TWO years — and . 
save $1,539 on America's most 
powerful moneymaking tools! 


Detend Your 
Investment 
: Safety Her: 


inflation-Prooy:f 
Your Pottíolin | 


ST 4 ET ] 
MARKS Le Boom! 


| $10,000 
NOW!” 


: | PED donee 
SAVE HALF on your 

"Trial Membership 
in the SAFE.MONEY 
INVESTOR.SERVICE 


2 Xears of Flash An 
Alerts When URGENT $83 VALUE 
Market Events Warrant’: FREED: 
— PRICELESS! à 2 


"wn 
: 889 VALUE 
FREED 


100% Money-Back Trial Offer 


THE SAFE MONEY INVESTOR SERVICE is guaran- portion of your membership. 
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teed to save you — or MAKE you — an ABSOLUTE 
MINIMUM of $5,000 extra dollars in the next 12 
months OR IT'S FREE! 

Take a full year to decide for yourself. You must 
be absolutely delighted with the profits you earn — 
or just let me know and I'll rush you a full refund of 
every penny you paid on your subscription. PLUS 
even after the first year, you can cancel at ANY TIME 
WHATSOEVER for a FULL REFUND on the unused 


And of course, everything you've received in 
the meantime is yours to keep — completely 
without cost or obligation — in the unlikely event 
that you decide that my service isn’t for you. 


fixe o Weiss 


Martin D. Weiss, Ph.D., President 


SAFE MONEY INVESTOR SERVICE 
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Analysis — Part One 


This is what I call the ‘visual representation of the offer’ and it’s absolutely 
crucial whether you're writing for direct mail, TV or the Internet. The prospect 
really needs to SEE everything he’s getting in 3-D fashion. Plus, he should again be 
reminded of the powerful guarantee that protects him from any risk. 


If you're delivering something on an ongoing basis (in this case it’s the monthly 
newsletter), then you should show multiple copies so that it feels like more. Look at 
this visual on the left for reference — pretty much any web designer can easily do this. 


Notes =: 
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Respond NOW 
by dialing 
TOLL-FREE — E 
1-800-236-0407] 


and you'll receive an & 
ELEVENTH valuable gift — 
BEFORE YOU EVEN HANG UP! 


Respond now by phone 
and not only will you qualify 


FREE GIFT CERTIFICATE 


Bi $1,539 in Discounts and FREE Gifts Bl Money-Back Guarantee 
vi YES, Bm. WEISS! | need you to show me what 


1 must do NOW to insulate my wealth and lock-in windfall profit 
potential of up to 56295 in this challenging new environment! 

| understand that | must be delighted or | can cancel at any time in the 
first year of my membership for a full refund, or anytime thereafter for a 
refund oF the unused portion of my membership. | further understand 
that everything I receive is mine to keep no matter what. 


= BEST OFFER: Please sign me up for a risk-free, two-year 


for our FAST RESPONSE membership at the half-price introductory rate of just $189. | SAVE $189 
BONUSES The Weiss and get Dr. Martin D. Weiss’ WEALTH PROTECTOR LIBRARY including 

Ratings' 100 BEST Stocks In 1) Your Wealth Is Under ATTACK! ... 2) Defend Your Investment Safety 
America — And The 100 Net NOW! ... 3) Inflation-Proof Your Portfolio ... and 4) Pump Up Your 
WORST PLUS Weiss Ratings INCOME! PLUS, | get Dr. Martin D. Weiss" WEALTHBUILDER KIT — J 


For 7,478 Mutual Funds, you'll 
ALSO receive a spacial phone- 
in bonus right on the phone! 


“THE SINGLE BEST PLACE 
TO INVEST $10,000 NOW’ is 
a 30-second introduction 

to my #1 investment pick 
right now. | don’t 
want to give too 
much away now, 
but let me just 


including 5) INTEREST RATE BONANZA! ... 6) STOCK MARKET 
BONANZA ... 7) GOLD BOOM BONANZA! and ... 8) ENERGY BOOM 
BONANZA PLUS, i get two years of access to your SAFE MONEY 
WEBSITE AND 24 issues of SAFE MONEY REPORT! 


O GREAT OFFER: ra rather begin with one year at the introductory 
rate of just $99. | SAVE $90 and get Dr. Martin D. Weiss’ WEALTH 
PROTECTOR LIBRARY including 1) Your Wealth Is Under ATTACK! ... 

2) Defend Your investment Safety Net NOW! ... 3) Inflation-Proof Your 
Portfolio ... and 4| Pump Up Your INCOME! absolutely FREE — PLUS 
one year's access to your SAFE MONEY WEBSITE ... AND 12 issues of 
SAFE MONEY REPORT! 


Bey that Eos FAST RESPONSE BONUS: I'm responding within 10 days so don't forget 
ls perfectly o include my FREE copies of The Weiss Ratings’ 100 BEST Stocks In 

suited to today's America — And The 100 WORST, PLUS Weiss Ratings For 7,478 

unfamiliar new investing envi- Mutual Funds — an additional $178 value, FREE! 

ronment ... 


Please select your preferred payment method: 

_ Enclosed is my check/money order for: $_ 

ZG Please bill my: VISA ~' MasterCard 0 AmEx .. Discover 
H m r cm 


E Harnesses the power of 
Washington's budget disaster 
to deliver world-class profit 


potential WITHOUT exposing Card #: | 
you to unreasonable risk ... Expires: 
E MUST be purchased Signature; 


IMMEDIATELY — within the 
next 10 days — to maximize 
your profit potential! 


Piease fill in the information below from the highlighted area on the back of this report 
Your ID #; Offer 5 


Name: 
City: State: Zip. 
I urge you: Daytime telephone: ( ) 
Do NOT delay — (in case there are any questions processing your order) 
call TOLL-FREE, For special Flash Alerts via e-mail, please provide your e-mail address: 4 


1-800-236-0407, 
RIGHT NOW! 


Please write using all capital letters 
NOTE: Please correct any errors on the mailing label cn the other side of this page 
and use the enclosed, postage-paid envelope to return this Free Gift Certificate to: 
SAFE MONEY INVESTOR SERVICE, 15430 Endeavour Drive, Jupiter, FL 33478 
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Analysis -— Part One 


This is the order form. Look at the main components here: 1) The free gifts are 
emphasized ... 2) the copy starts with a “Yes” positive acceptance statement that 
reinforces the problem and the benefits. and reminds him of the fact that there's 
absolutely no risk at all. 


3) The multiple variations of the offer are presented — and the prospect sees how 
he gets more for signing up for two years. 4) He's also told that he gets an additional 
bonus for calling in. This is crucial for direct mail, and it's relevant for the Internet 
100. 


Essentially the principle is this: If someone has to fill out lengthy forms, there's 
an increased chance that they'll abandon the order. Some prospects are committed 
and will go through with it no matter what. But there are others that might have 
second thoughts while filling out the form ... they might get interrupted or distracted 
... anything can happen. And they re not accountable to anyone, so it's super easy to 
just stop. But when they CALL - they immediately get on the phone with a friendly 
person who quickly guides them through the process. It's harder to leave or abandon 
the order because, afier all, that would be rude! This often results in more overall 
orders ... so uy it yourself! 


Notes 
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Analysis — Part One 


This is the back of the magalog. and it’s usually the first or second thing the 
prospect would see once he found this in his mailbox. That’s why it’s so crucial that 
the headline be powerful ... and the resi of the copy really sel] him on why he needs 
to put down everything and open it up. 


As you can see. the dominant emotions of fear ... betrayal ... revenge ... and 
greed are all being stimulated. And a powerful series of blind bullets are used to 
persuade the prospect into opening the promotion up. If you look deeper into these 
bullets you also see that they follow the same logical pattern as the rest of the copy ... 
conspiracy/problem ... a crash is imminent ... fortunately, Dr. Weiss has the solution 
to survival ... follow his advice and you’l! not only survive — you'll THRIVE ... and 
it all comes down to the wealth of free stuff he’s determined to send you. 


| i » Notes - pues | 
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60010 Conspiracy! 
Promotional Analysis 


This promotion has the honor of producing the highest average sale of any 
customer acquisition promotion Clayton’s ever written. That means that quite a few 
prospects purchased the most expensive version of the offer — which, in this case, was 
a bundle of CoQ10 supplement bottles. 


As you'll soon see, there are several reasons why it was so successful: 1) the sheer 
volume of credibility behind CoQ10 when compared to other supplements is stagger- 
ing ... 2) the logical sales argument, which we covered earlier in this course, is very 
powerful ... and 3) the client's product was verifiably better than just about anything 
else available on the market. 


Also note that while this package uses the "conspiracy" theme — it’s very light. It’s 
not like the last example we saw with Shameless Two-Faced SOBs — where the enemy 
(corporate fat cats) was much more nefarious and needed to be built up. 


Whether you write supplement promotions or not, there are a TON of techniques 
and secrets you'll discover in the pages that follow. 


So let's get to it! 


SS 
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The shameless swindle that robs you of your r 

_ to a happier, healthier, more energetic life 
(2 And 3 startling secrets that give you the power to MULTIPLY | 
, the health power of the healing foods and supplements you take! 


here's a reason why — at a staggering $900 per pound — raw Coenzyme Q10 
may be the single most VALUABLE nutrient on the planet: 300 studies by 200 
researchers in 18 countries have PROVEN beyond a shadow of a doubt this Nobel- 
Prize-Winning substance reallv can help: 


Energize your heart, your brain and 


Provide the abundant energy your cells 
your muscles... 


need to repair themselves and reproduce 
* Maintain normal blood pressure and heart normally... 


rhythm, and banish chest pain... € End sleep problems. ramp up your natural 


€ Insulate you from deadly free radicals that immunity and shield your heart and brain 
make you old and sick before your time... from disaster’ 


.--80 why haven't you had YOUR CoQ10 miracle yet? 


n: 
URGENT CONSUMER WARNING p> THE ASTONISHING 
Three shocking reasons why 90% of NEW BISCOVERY 
the CoQ10 sold today only wastes your that gives your cells up to 
money and leaves you feeling tired, 3 TIMES MORE of the 


| old and sick, and... CoQ10 you're paying for! | 


For 3 TIMES the energizing power... 3 TIMES the 
heart-helping power... 3 TIMES the antioxidant 
power... 3 TIMES the health power... 
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Analysis — Part Two 


As you can see right from the get-go, this is a conspiracy themed promotion. The 
Big Selling Idea — which we'll see more evidence of in just a moment ~ is essentially 
that the prospect bas been getting robbed of the REAL benefits of CoQ10. The reasons 
he's tried CoQ10 before and not experienced the benefits is NOT because CoQ10 
doesn't work — rather, it's because the product he was using was not absorbable! 


On this front page, notice the pattern used here is very much like what we just 
saw in the Shameless promotion. Essentially, there's a conspiracy ... the prospect is 
getting screwed — and this is creating problems in his life ... but there IS a solution 
that can turn everything around for him. 


Also, notice the condensed credibility statement which is so powerful: “300 stud- 
ies by 200 researchers in 18 countries have PROVEN beyond a shadow of a doubt 
that this Nobel-Prize-Winning substance” ... When the prospect reads this upfront. 
how can he deny that there’s something to the product? 


I’ve seen other marketers effectively condense their credibility like this. For 
example, Frank Kern used this technique in his Mass Control copy — saying “This 
money getting system has been proven four times in a row to generate $23.8 million 
in under 24 hours.” 


Notes < 


——— ——M———M MÀ 


wwwmakepeacetotalpackage.com 929 


The Ultimate Desktop Copy Coach 


in this urgent bulletin: 


“HEY! Where's MY CoQ10 Miracle?’ 


Three startling reasons why you're probably getting only ONE-THIRD 

of the energizing and defensive bencfits Coenzyme Q10 should be giving you... 
PLUS. the astonishing new discovery that gets up to THREE TIMES MORE 
of the CoQ10 you're paying for, to where it's needed most... PAGE 3 


What You MUST Do NOW to 

Protect Your Heart and Your LIFE: 

Proven in 300 studies by 200 scientists from 

18 countries — This Nobel-Prize- Winning 

discovery may save your heart and even your LIFE!... PAGE 4 


Calling Ali Users of Lipitor?, Zacor? 
And Other Cholesterol-Lowering Drugs: 
The Lancet medical journal warns: 

Your prescriptions are KILLING YOUR HEART! 

What you MUST do NOW to shield yourself from 
drug-induced heart muscle death... PAGE 5 


Much MORE INSIDE! 


-— O—————————————— we 


The Breakthrough Medical Report From MICHAEL CUTLER, M.B. 
Leading Authority on Better Health and Faster Healing... 


Uniquely Qualified to Help You 
Live Healthier for LIFE! 


§ Board certified family physician with over 15 years li Sought-after speaker and 
experience specializing in chronic degenerative lecturer on the importance 
diseases, fibromyalgia and chronic fatigue. of maintaining optimum health 
38 Graduate of Brigham Young University (BYU), Tulane ald wellness 
Medical School and Natividad Medical Center Family i Editor and founder of the newsletter, Easy Health 
Practice Residency, in Salinas, California. Options — an authoritative guide to natural healing 
treatments. 


E Successfully brought professionals of several healthcare 
disciplines together to bridge the gap between conventional — Discoverer of Ultimate CoQ 10 Formula" — 


medical training and effective complementary medicine. perhaps the finest, most absorbable, most 
, CO i 3 E jeme! 
Æ Through his patients’ experiences, as well as his own, niic i dw de Q10 suppemev 
Dr. Cutler utilizes many natural medicines to work with aval y 
conventional treatments and therapies for an integrative 
solution to health problems. 
2 2006 True Health PUBLIC HEALTH BULLETIN 


i ————— Pl COP EERNRRER RN 
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Analysis — Part Two 


Here you see another powerful technique. The “table of contents" is used to get 
the prospect even more interested in reading the copy — furthering what we cai] the 
“readership sale.” Also, notice how the bullets in the table of contents target specific 
benefits or issues at the forefront of the prospect's mind. The first bullet promises 
10 reveal why he's experienced no benefit from CoQ10 in the past ... the second 
promises to help end his heart worries ... and the third addresses the huge issues of 
dangerous heart drugs. 

Below this, you can see the credibility sidebar/bio for Dr. Cutler. When selling 
supplements, this is one advantage you have in direct mail or the Internet. Namely, 
you have the space to really buijd up the credibility of your spokesperson — so that the 
copy actually comes from someone the prospect trusts and respects. 


——— — —————EEE—————— e 
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The Great CoQ10 
SWINDLE 


At $900 per pound, Coenzyme 010 
may be the most precious natural healer on the planet. 


The U.S. National Institutes of Health. the world's top researchers 
and leading cardiologists swear it helps energize failing hearts 
and aging brains... lowers your blood pressure... neutralizes free 
radicals, .. helps cells repair and reproduce normally... and 

works dozens of other miracles throughout your body.. 


--- $0 why haven’t you had YOUR CoQ10 mem yet? 


By Michael Cutler, M.D. If you said, "from foods I eat and the nutritional 
Energy is life. supplements I take." you're only half right! 
Without sufficient energy. your muscles lose Food and nutritional supplements do provide 
their strength and stamina — and you lose your the fuel your body needs to generate energy — 
spunk — your "get-up-and go." Fatigue... but that fuel can't produce a single calorie of 
lethargy... and depression can take hold of you — energy until you burn it — your body needs a 
and life begins to pass you by. "spark" to turn nutrients imo energy! 

That's the kind of “energy crisis” you can feel Think: What would happen if you filled your 
— night down to your bones! car's gas tank... but never turned on the ignition? 

And when you fee] that way. you can bet your How much energy would all that gas produce? 
bottom dollar that something else is happening NONE - right? Unless you turn the key — 
inside you — something insidious... and let the spark plugs ignite the fuel — your car 

You see. your body is made up of more than produces no energy at all! 

100 trillion living cells. Every kind of cel! and The same is true with your body. You can eat 
tissue in your body — your skin. hair, eyes and all the right foods and take all the right vitamins 
ears... your cartilage. joints and bones... your — but unless your body has plenty of "spark" ta 
brain. lungs. liver, heart and other organs — needs help your cells bum that fuel, there's NO WAY 
enormous amounts of energy every second of they can produce the energy they need to heal 
every day. you. fight illness or energize you! 

Without plenty of energy, your cells can't My name is Dr. Michael Cutler. As a medical 
heal. keep you healthy, or give you the energy. doctor and scientist, my mission in life is to help 
strength and stamina you need to enjoy life. you thrive. And I] know jor a fact that a healthy 

Do you know where this cellular energy diet. supplemented by key nutrients can give 
comes from? your body what it needs to heal you. ward off 


illness and energize your life. 
f These statements have not been evaluated by the Food and * Ld * 


| Drug Administration. This product is not intended to diagnose. ; So why do so many health-conscious folks 

i treat. cure or prevent any disease. i Next page. please... 
i i 

FOR MORE INFORMATION, CALL TOLL-FREE 1-800-746-4513 TODAY! 3 
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Analysis — Part Two 


Another headline is presented here — and it's just a variation of the one we saw 
on page 1. ‘Swindle’ is another word for conspiracy ... and it helps keep things 
consistent with what first got the prospect’s attention. I love the deck copy on this 
promotion too! 


That’s because it creates a highly intriguing contrast between the fact that this 
substance has been continually proven — by the most respected authorities on the 
planet — to be a miracle worker. And yet. despite all this. it gets the prospect to really 
think, “Hey! If this substance is so proven and amazing — why haven't l experienced 
any benefit from taking it?” Of course, he must read the copy to find out! 


The lead utilizes a very powerful principle — begin with short sentences. Short 
sentences (for obvious reasons) are easier to read and often have high impact. So 
starting off with one gives your promotion momentum and enhanced readability, right 
off the bat. 


Also, the logical sales argument is started here — energy is life ... without cellular 
energy your body won't work right ... you'll experience countless health problems ... 
but when you HAVE cellular energy, your body works properly. All the other positive 
stuff you're doing can actually have an impact. 


In this sense, CoQ10 is set up as the ‘spark’ that makes everything else happen. 
Without it, nothing else you do really matters. 


Notes 
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Coenzyme Q10 is the very essence of life 


CoQ10, no energy. 
No energy, no LIF E! 


"There have now been 8 international 


American Chemical Society, and... 
CoQ10 conferences at which more than € The National Medal of Science, 
300 papers were presented by over 200 presented personally by President 
scientists from 18 countries. Bush himself! 

"All 8 conferences reached the same 

conclusion: Supplementing with CoQ10 Proven 100% SAFE for Nearly a 

significantly improves heart muscle function HALF-CENTURY! 

while producing no adverse effects or drug Alihough CoQ10 bas been studied and 

interactions!" used extensively by scientists and physicians 

THAT'S why CoQ10 researchers have since: 123] "e 

been awarded... -Researchers have found no side effects 

associated with its use, and there have been 
+ The Nobel Prize for Science... 


no adverse reactions when it’s taken with 
The Priestly Medal from the pharmaceuticals. 


«cogis is critically f make healthy choices and take al! the right nutri- 
rta nt {or norma! t tional supplements — and still feel lousy? 
dmper* "function" z i Simple: They ve loaded up the gas tank with 
heart. 2 n ES plenty of nutrients... but they re woefully defi- 
T 10 deficiency i9 —7 i cient in the ONE thing their body needs to USE 
"in&uced CoQ jemen: - | M E 
Stain: table with supp. i H that fuel: It's called Coenzyme Q10 (CoQ10) 
completely prev d gyere impact on ues — and it's the spark your cells need to turn fuel 
tal CoQ10 with uud or. antiinflamma- i into energy! 
cholesterol owe" tin , 


d midst ofa , The higher your CoQ10 levels, 
-age axe S eerta sine epidemic in th i the longer you'll LIVE! 
omen States. , as physicians; E are |, Since CoQ10 was first discovered in 1057, 
Unit! absolutely tha hundreds of major clinical studies have proven 
duty tobe doing harm to our i that the more of this miracle nutrient vou have in 
not pia a wide-spread = : your body. the longer you'll live... and the less 
. patients Dy a p ent critically impo . you have. the sooner you will die. 

deficiency Oial neart function” 

tänt for no! : ivl of Ne urology These statements have not been evaluated by the Food 


RUE and Drug Administration. This product is not intended to 
wredicaldoOUrTA — . — .- | 


diagnose. treat, cure or prevent any disease. 
4 
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Analysis — Part Two 


You can sec that very same point made atop this page! CoQ10 is the very essence 
of life. Without it, your body can have no life. 


The credibility is dimensionalized in two powerful ways on this page. The top 
sidebar lists some truly amazing credibility — proof that no other nutrient on the planet 
can offer. Remember, this is all BORROWED credibility — none of it directly relates 
to the client's actual product. But because he's selling this nutrient, it’s fair game to 
use, 


Also, it addresses the safety of the nutrient — which in contrast to drugs — has 
never shown a single ill side effect. 


The little box on the left summarizes positive findings on CoQ10 from a highly 
respected medical publication. (The visual of the actual publication helps make it feel 
more real in the prospect’s mind.) Besides adding credibility, this little sidebar helps 
make the point you see in the headline — CoQ10 is critically important for normal 
heart function. 


This is a crucial point because most of the prospects reading this have heart 


challenges — or are at least worried about experiencing them in the future. So pointing 
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When you're young. your liver produces 
enough CoQ10 to provide abundant power to 
every cell and muscle in your body. And the 
energy CoQ10 provides also gives your body 
what it needs to quickly repair damaged cells 
and replace dying ones. 

Not only that: Because CoQ10 is among 


nature's most powerful antioxidants, when you're 


younger "you" have more than enough of this 
powerful free radical fighter to help shield your 


skin, hair, eyes. organs, arteries and every cell in 


your body from damage. 


But with each birthday. your body produces 
less and less of this all-important substance. 


That's bad: Because CoQ10 is the spark your 


cells need to generate energy... the energy that 
is. quite simply. the very essence of life. 


No CoQ10, no energy. 
No energy, NO LIFE! 


Each one of your 100 trillion cells contains 


tiny power generating factories called mitochon- 


dria that use CoQ10 as the "spark" thai tums 
stored fat and nutrients into energy your body 
can use to help... 


3i Repair damaged cells throughout your body 
and replace old. worn-out cells with healthy 


new ones... 


@ Rejuvenate your aging brain, liver. Jungs 
and other organs... 


i Round up deadly free radicals and destroy 
them before they can prematurely age and 
damage your skin. hair, eyes, muscles, 


URGENT NEWS - 
If You Take Lipito 


Zocor’ or Any Other | 
Cholesterol-Lowering Dru 
Ar 


"The widespread use of statins — 
cholesterol lowering drugs — is of concern 
because they lower natural levels of CoQ10. 

"Since CoQ10 is needed in the chain ol events 
that produces energy, reduced CoQ10 levels may 
lower cell energy metabolism. 

“This might show up as cardiomyopathy with 
exercise intolerance — heart failure.’ 

— The Lancet Medical Journal 


WARNING: More than 120 prescription 
drugs can cause severe CoQ10 
deficiencies in your body! 


The ONLY way to make sure your heart, your 
brain, your muscles and every organ in your body 
has ihe CoQ10 needed for optimum health and 
faster healing is to take CoQ10 supplements daily! 


bones and organs, and... 


B Power-up every organ and mustle in your 
body — including your brain and especially 
your HEART! 


Altogether. there have been ai least EIGHT 
placebo controlled studies on CoQ10's effect 
on diseased hearts: Two each in Japan, the 
United States and Germany; one in Sweden 
and one in the UK, 

All eight of these studies confirmed the 
effectiveness of CoQ10 as well as its remarkable 
safety. 

Plus. there have now been EIGHT interna- 
tional symposia on the biomedical and clinical 
aspects of CoQ10. These eight symposia 
comprised over 300 papers presented by 


Next page, please... 


FOR MORE INFORMATION, CALL TOLL-FREE 1-800-746-4513 TODAY! 5 
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Analpsis — Part Two 


out how this nutrient is vital in the functioning of their heart helps build an even more 


powerful case in their mind. 


The running copy on this page presents more of the logical sales argument ... 
when you're young you have plenty of CoQ10 ... but when you get old, your body 
has become depleted of it. 


The copy also dimensionalizes what the nutrient can do for your body — and you 
see this in the four little bullets. Again, the heart is emphasized in the last bullet. 


Also take special note of the sidebar at the top right. Most of the prospects reading 
this promotion have considered taking or currently are taking some of these heart 
drugs. So mentioning them gets his attention. Plus. most prospects are frightened 
about the side effects to these drugs but are told there’s no alternative. 
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.. Electrify Your Body’s | 
Astonishing Healing Power! 


The U.S. National institutes of Health 
PLUS 300 studies by 200 researchers in 
18 countries PROVE CoQ10 can end the 


energy crisis in YOUR body! 


Study results: 
B Failing Hearts: 80% STRONGER! 
Bi Blood Pressure: 50% BETTER! 
IB Chest Pain: 66% RELIEVED! 
B Fluid Retention: 77% LESS! 
Bi Sleep Problems: 60% GONE! 
i Enlarged Livers: 49% SHRINK! 
fa Lung Problems: 54% RELIEVED! 
E Skipped Heartbeats: 75% FEWER! 
@ Nighttime Urination: 51% LESS! 


PLUS nearly 50 years of scientific 
research PROVES CoQ10 can ALSO ... 


8 Boost mental & memory powers... 
m End fatigue & muscle weakness... 
B Ramp up your natural immunity... 


@ Avoid sudden, catastrophic blockages in 


your heart and brain, and... 


B Add many GOOD YEARS to your life! | 


6 


approximately 200 different physicians and 
scientists from 18 different countries. The 
majority of the clinical studies focused on 
heart problems were remarkably consistent 
in their conclusions: 

Taking CoQ10 supplements every day 
significantly improves heart muscle func- 
tion while producing ZERO adverse 
effects or drug interactions! 

Just take a look at what a few of these 
breakthrough studies show... 

380% Improvement! in 1993. the 
respected medical journal Clinical 
investigator reported on an Italian study 
in which 2.667 patients with failing 
hearts were given 50 mg to 150 mg of 
CoQ10 daily for three months. Eighty 
percent of the patients experienced 
improvement! 


B 100% of Physicians Report Positive 
Results: A 1988 study conducted by 
Peter Langsjoen and reported in a major 
German medical journal followed 65 
cardiologists treating 806 patients for 
weakening hearts and loss of blood 
flow to the heart. 

All 65 physicians reported "significant" 
improvement in patients" symptoms after 
being given CoQIO. 

B Far Fewer Complications and 
Hospitalizations: Also in 1993, the 
Clinical Invesiigator journal reported 
on a 12-month double-blind study that 
compared 319 patients taking CoQIO 
with 322 taking a placebo. 

The patients who took CoQ10 had far 

fewer complications and a substantially 
reduced need for hospitalization. 


These statements have not been evaluated by the Food 
and Drug Administration, This product is not intended to 
diagnose. treat. cure or prevent any disease. 
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Analysis — Part Two 


But — in contrast to the dangerous drugs ~ the prospect DOES have a way to 
prevent complications. And that’s by replenishing his CoQ10 levels! 


It's more proof and credibility on this page. The sidebar on the left summarizes 
various findings into a powerful series of benefits for the prospect. Most writers 
would gloss right over this, but I want you to see every little detail of what makes it 
so compelling. 


First. it takes a boring thing like research studies and translates it into terms that 
have meaning for the prospect — benefits! Notice the high-impact words being used 
(stronger ... better ... relieved ... gone ... shrink ... etc.) — and how they help give 
the copy life. 


In fact, this little list takes the ailments that most typically plague the prospect for 
this product ... and then they promise very specific levels of improvement. based on 
the research study. 


Then the little bulleted list that starts with “Plus” ... piles on additional benefits 
the prospect is clearly looking for. All of the sudden, boring “research” has just been 


made exciting and relevant! 


Notes ^ 
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E Starting Nevis From the U.S. National institutes ot Heath. uve : d " 
- CoQ10 is the Great UNIVERSAL HEALER! | 
— i ees WE ECECUES 


E Het Infortmation 
AQ ondas HH Pew teores, rtc rot, Mine. 
[ere 


According to the NIH website, a study has shown 
that after three months of supplementation with CoQ10, 
patients reported: 


W 81% improvement in skin color... 

76.9% reduction in fluid retention... 

B 49.3% reduction in enlarged livers... 

Bi 54.2% decrease in breathing difficulties... 
E 82.4% reduction in profuse sweating... 


H 62% reduction in episodes of irregular heartbeat 
and a 75.7% reduction in the number of skipped 
heartbeats... 


Bi 60.2% reduction in sleep problems... 


" z 
73% reduction in dizzy spells... | 
H 50.7% reduction in the need to urinate in the | 
middle of the night. 
[SOURCE: U.S. National Institutes of Health] 


if you have a failing 
heart, you NEED CoQ10! 


— Pharmacotherapy 

While scientists bave proven that CoQ10 sup- 
plementation can help strengthen a failing heart — 
and even helps many patients with this otherwise 
fatal condition resume normal lives... 
Many major studies conducted by leading 
scientists and reported in the world's most presti- 
gious peer-reviewed medical journals also prove 
ihat CoQ10 can be a Godsend for you if you 
have high blood pressure. chest pain or irregular 
heartbeat! 


three blood pressure drugs after just 4.4 
months of CoQ10 supplementation. 

In another study of 424 patients with a 
cardiovascular condition, 43% were able to 
stop between one and three cardiovascular 
drugs with CoQ10 therapy! 


Several clinical trials have shown that most 
people with high blood pressure have a signifi- 
cant deficiency of Coenzyme Q10- and in a 


pilot study, CoQ10 supplementation caused a 
substantial decrease in both systolic and diastolic 
blood pressure! 

In one study reported in Pharmacotherapy in 
July 2001. 51% of patients with high blood pres- 
sure were able to stop taking between one and 


The authors concluded that CoQ10. “may be 
ushering in the new era of cellular/biochemical 
lreatment... complementing and extending the 
systems-oriented, macro and microscopic 
approach that has served us well io this point." 

Cominued on page 9... 


FOR MORE INFORMATION, CALL TOLL-FREE 1-800-746-4513 TODAY! 7 
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Analysis — Part Two 


To the right of the sidebar, you see credibility elements presented in the running 
text — specifically how the research shows improved heart performance without any 
adverse side effects. Again, just what the prospect is looking for! 


Atop this page, a highly respected source is quoted in the sidebar- with specific 
improvements experienced due to the use of CoQ10. At this point. the nutrient is be- 
ginning to take on the status of a miracle substance. And most prospects would prob- 
ably be skeptical. Yet, all these powerful claims are being made within the context of 
intense proof and credibility. So it becomes very hard to challenge or doubt them. 


: Notes - 
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| “The clinical experience with CoQi0m 
is nothing short of dramatic. _ 


“|v is reasonable to believe that the entire field of medicine: 
should be reevaluated in light of this srowing knowledge.” 


n Peter Langsjoen; MI 


Leading CoQ10 Researcher, 


What the studies show... 


fi Brings new life to enlarged and failing hearts: 
A 1988 study reported in a major German medical 
journal followed 65 cardiologists treating 806 
patients for weakening hearts and loss of blood 
Jow to the heart. The journal indicated “significant” 
benefits after taking CoQ10. 


Ii Help for high blood pressure: In one study 
reported in the highly respected Pharmacotherapy 
medical journal in July 2001, more than HALF of 
all patients given CoQ10 for an average of 4.4 
months were able to stop between one and three 
blood pressure drugs. 


And in another study, 43% of the 424 study partici- 
panis were able to stop between one and three cardio- 
vascular drugs with CoQ10 therapy! 


@ Relief from chest pain and heart rhythm 
disturbances: An astonishing study reported in 
the Cardiovascular Drugs Therapy medical journal 
showed that after treatment with CoQ10, test 
subjects had more than a 66% decrease in chest 
pain and 75% fewer heart rhythm disturbances 
than those who did not take CoQ10. 


And what's more, total cardiac events in the CoQ10 
group were about HALF that of the other study partici- 
pants! 


Siows the progression of muscle-wasting condi- 
tions: Merck biochemist Dr. Karl Folkers Ph.D., first 


These statements have not been evaluated by the Food and Drug Administration. This product is not intended to diagnose. 


treat, cure or prevent any disease. 


discovered that CoQ10 slowed the progression of 
muscie-destroying neurological conditions. 


8 Helps revive failing immune systems: in 1988, a 
major medical journal reporied that leading CoQ10 
researchers, Dr. Karl Folkers and Peter Langsjoen. 
had begun treating seven patients with severely 
depressed immune systems. “All seven patients 
felt better soon after starting on CoQ10,” said 
Dr. Folkers, 


B The ultimate anti-aging nutrient: CoQ10 has long 
been known to be one of neture's most potent free 
radica! fighters. Free radicals are molecules that 
are believed to be responsible for many of the 
effects of aging. 


They ping around the body damaging cells, leaving 
skin. hair, eyes, ears and internal organs damaged and 
weak. 


Over time, free radicals can penetrate the cell mem- 
brane and mangle the DNA inside. 


CoQ10 arrests free radicals before they can do their 
damage. Pius, it DOUBLES your protection by helping 
recycle another powerful antioxidant - vitamin E! 
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The running text below goes deeper into problems the prospect is highly likely to 
be experiencing — high blood pressure, chest pain and irregular heartbeat — and gives 
evidence that CoQ10 can help heal these issues. 

This entire page is a sidebar — and it continues to beat the prospect over the head 
with a ridiculous amount of proof and credibility. Many of the main benefits that the 
prospect is looking for are covered here — rejuvenated heart health ... lowered blood 
pressure ... relief from heart disturbances ... slowed muscle atrophy ... improved 
immune system ... and all-around anti-aging. 


What you should notice about this copy is how tightly written it is - there's 
absolutely no fluff. And it's readable because it uses exclamation marks at the right 


|NOIBS cos 


— | 
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Continued from page 7... 


And, according to a 1990 article published 
in the International Journal of Clinical 
Pharmacology, Coenzyme Q10 substantially 
lowered blood pressure in major clinical trials: 

“39% of hypertension patients are found to 
be deficient in Coenzyme Q10. 

“In human trials, an average daily dosage 
of 225 mg of Coenzyme Q10 caused a reduc- 
tion in average systolic blood pressure from 
159 to 147 mm/Hg and a reduction in average 
diastolic blood pressure from 94 to 85 mm/Hg 
within three to four months of initiating sup- 
plementation.” 

The same journal concluded that Coenzyme 
Q10 may help fight high blood pressure. swelling, 
sudden weight gain, headaches and changes in 
vision in pregnant women and newborns — 
and also may reduce the viscosity of blood 
in heart patients! 


€0Q10 can save heart 


patients’ lives! 
— Clinical Cardiology 

According to a 2004 article published in the 

prestigious medical journal Clinical Cardiology... 

Bi Approximately 62% of all heart failure 
patients are found to be deficient in 
Coenzyme Q10 and correcting this deficiency 
(by the use of supplemental Coenzyme Q10) 
may be an effective solution. 

B Supplemental Coenzyme Q10 counteracts 
the severe CoQI0 deficiency that can occur 
in the cardiac muscle in conjunction with 
most serious heart problems... 


Bi Coenzyme Q10 may alleviate the deadly 
progressive weakening of the heart muscle — 
many victims of a failing heart exhibit a 
Coenzyme Q10 deficiency. 

According to the Cardiovascular Drugs 
Therapy medical journal, Coenzyme Q10 may 
improve the condition of 91percent of patients 
who have suffered a disastrous interruption of 


blood fiow to the heart within 30 days of initial 
CoQ!0 supplementation. 

After supplementation. the CoQ10 users had 
less than one-third as much chest pain and 7596 
fewer heart rhythm disturbances than those who 
did not take CoQ10. And total cardiac events. 
including cardiac deaths in the CoQ10 group were 
about HALF that of the other study participants. 

Plus, levels of vitamin A, vitamin E. vitamin C 
and beta-carotene, which were lower initially 
after the cardiac event, increased more in the 
Coenzyme Q10 group than in the placebo group. 

The journal's conclusion: “Coenzyme Q10 
can provide rapid protective effects in patients 
if administered within three days of the onset 
of (cardiac) symptoms." 


60010 is an ALL-PURPOSE 


heart helper! 
— Molecular Aspects ef Medicine 

And then there's this, from the Molecular 
Aspects of Medicine journal: "In patients with 
heart valve problems, heart function was restored 
to normal in 8756 of patients receiving 2 mg of 
Coenzyme Q10 per kg of body weight per day 
for eight weeks." 

Also according to the same, respected Joumal... 


@ Coenzyme Q10 may be beneficial for per- 
sons about to undergo heart surgery... 


Next page. please... 
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points ... and because it not only focuses on desirable benefits, but it deepens those 
benefits (like the example of how a good percentage of cardiac patients were able to 
get off drugs). 


This page focuses exclusively on just how powerful CoQ10 is for the heart. Now 
the copy has been doing a lot of this already. but it’s such an important point - and the 
prospect MUST believe that the nutrient will revolutionize his heart — if he's going to 
buy the product. So Clayton makes no mistake about proving that. 


Also, it’s important to notice a powerful yet subtle point about how all this 
credibility is being presented. Essentially, it’s all written from the perspective of a 
highly respected source “reporting” that CoQ10 does all these amazing things. These 
aren't the ravings of a marketer — it’s all just the “reporting” from the most legitimate 
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Why the odds are NINE in TEN that YOUR CoQ10 Pills - 


E NOT Doing THEIR J JOB! 


If you're taking powdered CoQ10, 90% of it may be i 
totally wasted. Capsules and tablets containing powdered ' 
CoQ10 are nearly IMPOSSIBLE for your body to absorb. 


Liquid CoQ10 formulas can be contaminated with things : 
that make them unusable. Most CoQ10 supplements 
contain crystals that are nearly impossible to absorb. 


No fat, no absorption! If your CoQ10 supplements fail 

to include a small amount of healthy fat — and if you're 

on a low-fat diet or have no fat in your stomach when you 
take them — YOU MAY NOT BE getting the CoQ10 you need! 


f Coenzyme Q10 may help head off a Co01 D works astonishing 


catastrophic interruption of blood supply 
to the brain... 


miracles throughout the 
H 
E Coenzyme Q10 may help improve blood REST of your body, too! 


circulation throughout the body... Many scientists and physicians now believe 
that CoQ10 is also a Godsend for folks with gum 
infections, brain and nervous sysiem problems, 
severe headaches, infertility, skin conditions, leg 
pain and more. 


Bi Coenzyme Q10 may assist the heart to P 
function normally in the presence of 
blood clots... 


8i Coenzyme Q10 may improve the heart's abil- 
ity to survive and produce energy in condi- 
tions of limited oxygen for people living at 


Some experts even claim it can enhance 
athletic performance! 


high altitudes, with clogged arteries, during Plus. CoQ10 has been shown to be... 
episodes of chest pain and at times when B Essential for brain and nervous system 
blood has a high fat content, and... health: Administration of CoQ10 improves 


energy output by the mitochondria of the cell. 
This improved energy output from CoQ!0 
therapy has proven to be extremely helpful 


B Coenzyme Q10 may help counteract the toxic 
effects of oxygen starvation on the brain as 


sell! ] 
well! for people with neurological and brain 
itions. 
These statements have not been evaluated by the Food conditi dm 
and Drug Administration. This product is not intended Bi One of nature's most powerful antioxidants; 
to diagnose, treat, cure or prevent any disease. Coenzyme Q10 effectively neutralizes free 
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scientific sources in the world! So how can you NOT believe everything that’s being 
said here? The prospect is, in essence. being FORCED to accept the fact that CoQ10 
is a miracle nutrient that’s absolutely crucial for a healthy heart and life. 


The sidebar on this page begins the transition from the miracles of CoQ10 ... to 
why it so often doesn’t work for people. 


As we mentioned earlier, this is part of the Big Selling Idea for this promotion. 
CoQ10 is a wonder-nutrient. but ONLY when consumed in the proper form. The 
prospect has likely tried it and not experienced anything because he's taken a weak 
or inadequate form of the nutrient. This helps to remove his single biggest objection 
at this point (Okay, I know CoQ10 is proven and supposed to be this miracle — but I 
tried it and didn’t experience any of this great stuff ...”) 


The copy also transitions further from what the nutrient does for the heart ~ to 
some of the other amazing things it does for the prospect. Look at how research 
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| 4G0Q10 is Energy... 
— - and Energy. is 


radicals that if left alone, can damage. 
degrade. and even destroy blood vessels, 
joints and vital organs over time. This free 
radical damage is what the aging process is. 
Plus, free radicals have been shown to bom- 
bard cells and alter DNA. 


CoQ10's potent free radical-fighting power 
helps your body avoid or delay cellular deteriora- 
tion caused by free radicals. Plus. research has 
shown that CoQ10 supplementation also has a 
sparing effect on vitamin E — another potent 
antioxidant — in your body. 

W A powerful ally in the war against muscle- 
wasting conditions: Many years ago. 
Merck biochemist Dr. Karl Folkers Ph.D., 
had become very interested in CoQ10 when 
he learned that it slowed the progression of 
muscle-wasting conditions. Dr. Folkers left 
Merck when the company refused to further 
investigate the possibilities of CoQ10 
because it was a natural substance and 
thercfore. not patentable. 


B CoQ10 and immunity problems: In June 
of 1988, Biochemical and Biophysical 
Research Communications reported that 
Dr. Folkers and fellow researcher Peter 
Langsjoen began treating seven patients 
with severely depressed immune systems. 
“All seven patients felt better soon after 
starting on CoQIO," wrote Folkers. 


No wonder leading cardiologist and world- 
renowned Coenzyme Q10 researcher Peter 
Langsjoen has said... 

“The clinical experience with CoQ10 is 
nothing short of dramatic. 

“Tt is reasonable to believe that the entire 


field of medicine should be reevaluated in light 
of this growing knowledge.” 


BOTTOM LINE: 
Coenzyme 010 is the closest 
thing to a true health miracle 

known to science! 


Even if you're as healthy as a horse, taking 
Coenzyme Q10 every day can be a lifesaver 
for you. 
As we've seen, this amazing natural substance 
is proven to... 
A Help your body repair damaged cells 
throughout your body and replace old. 
worn-out cells with healthy new ones... 


@ Give your body what it needs to rejuvenate 
your aging brain, liver. lungs and other 
organs... 


@ Help round up deadly free radicals and 
destroy them before they can prematurely 
age and damage your skin. hair, eyes, mus- 
cles, bones and organs — and before they can 
scar your arteries, cause cholesterol to oxi- 
date and turn into arterial plaque — and... 

B Power-up every muscle in your body — most 
importantly, your HEART! 

No wonder millions of health-conscious people 
the world over take CoQ10 daily... why the price 
of raw CoQ10 has recently skyrocketed to over 
$900 per pound... and why dozens of new CoQ10 


products arrive on health food store shelves every 
month! 


And that has led to a growing scandal of epic 
proportions... 


The Great CoQ10 Hoax: 
Why most CoQ10 
products don't work! 


Thanks to Coenzyme Q10's award-winning 
status... the hundreds of studies proving its 
miraculous health effects beyond a shadow of a 


Neat page. please... 


FOR MORE INFORMATION, CALL TOLL-FREE 1-800-746-4513 TODAY! 11 
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studies ... statements from authoritative experts ... and other credibility elements are 
presented tightly. The bullets really help to break up what would normally be dry or 
"heavy" copy — and make it more readable. 


All of the benefits and credibility on the previous ten pages leads the prospect 
to ONE inevitable conclusion, which you see on this page: CoQ10 is an all-around 
health miracle that he should NOT live without! 


And with all the incredible proof that's been presented, how can he disagree? 


It's at this point that the problem is discussed more in depth — in terms of the 
conspiracy theme that was mentioned on the first couple of pages. Clayton structured 
the copy this way — and did not go right into the conspiracy — because he needed the 
prospect to absolutely, unequivocally believe in CoQ10 BEFORE he found out the 
dirty truth. This will make even more sense in just a second. 
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Ta 


than ordinary CoQ10 supplements! 


You get extremely high-quality Co(10 


„With essential fats to promote 
effectiveness 


-All in a pure, crystal-free state for 
MAXIMUM ABSORPTION! 


in a 2004 study, the formulators of the Patent Pending 
CoQ10 found in Ultimate CoO10 Formula" measured blood 
levels of CoQ10 in five test subjects (three men and two 
women) before taking any CoQ10 supplement. after taking a 
competing product and after taking the CoQ10 found in 
Ultimate CoQ10 Formula". 


Your heart deserves 
Ultimate Co010 Formula"! 


po— 


...In an easy-to-absorb liquid soft gel capsule 


Call TOLL-FREE 1-800-746-4513 to claim your 
discounts and FREE INTRODUCTORY GIFTS NOW! 


doubt... and the millions of delighted users who 
have personally experienced its miraculous 
health-giving power. Coenzyme Q10 is now one 
of the world’s hottest nutritional supplements. 

Not surprisingly, thousands of vitamin com- 
panies have jumped on the bandwagon and nat- 
ural food stores from coast-to-coast now offer 
dozens of CoQ10 producis. 

The only problem is. the vast majority of 
the CoQ10 products sold today are inefficient: 
Virtually impossible for your body to absorb 
and use! 


| Amount of CoQ10 Absorbed in Five Hours 
*p«0.001 
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RESULT: Blood levels of CoQ10 in subjects taking 
ordinary CoQ10 were only 38% as high as in subjects 
taking Ultimate CoQ10 Formula"! 


Ultimate CoQ10 Formula?" from True 
Health™ contains CoQsol-CFTM which is a 
trademark of Soft Gel Technologies, Inc. and is 
a patent-pending proprietary formula. 

These statements have not been evaluated 
by the Food and Drug Administration. This 
product is not intended to diagnose, treat, 
Cure or prevent any disease. 


Why? Three reasons: 

1. The Powder Problem: CoQ10 can be 
produced in either liquid or powdered form. 
Because powder is cheaper to produce. most 
CoQ10 products use powder ~ either in a hard 
capsule or pressed into a tablet 

The problem is that laboratory studies 
show that most of this powder is NEVER 
ABSORBED or used by your body. 

If you're taking one of these virtually worth- 
Jess supplements. you only THINK you re 
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On Uus Page. we finally begin to go into depth about why most CoQ10 supple- 
mente simply don’t work. The problem is — because of greed and low standards ~ all 
kinds of companies are selling inferior versions of the 


i ! product. Three very compelling 
reasons are given for why those products don’t work. 


This is something to remember when you're presenting a negative (or positive) 
series of points: Count them and number them! It makes your claim more believable, 
like you've researched it and studied it morc. 


And in this case, it sets the stage for the client's product 10 be able to counter each 
of the three issues that plague virtually every other CoQ10 product. 


Also, look at the sidebar atop this page. This is the first time the product being 
sold is mentioned — 12 pages into the copy! And a nice graph is given to help prove 
the fact that THIS product is different, and works much better than any form of 
CoQ10 on the market. 

And that’s all that’s needed at this point — after all, the prospect already believes 
the nutrient is amazing and essential to his health. He just needs to understand why 
it hasn't worked for him in the past — and why this version of CoQ10 will genuinely 


make a difference. 


Notes 
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giving your body the CoQ10 it craves! 

2. The Crystal Conundrum: The 
Coenzyme Q10 produced in your body 
is pure and unspoiled by impurities. 

But when liquid CoQ10 is encapsulated. 
the heating and cooling process can tum much 
of it into crystals — and those CoQ10 crystals 
are IMPOSSIBLE for your body to absorb! 

If you're taking a dry or liquid supplement 
that’s peppered with these microscopic crystals. 
only a small amount of the CoQ10 that you're 
paying for may be doing you any good at all! 

3. The Big FAT Failure: Coenzyme Q10 is 
more effectively dissolved and used by your body 
when fat is present in your digestive system. 

If you're on a low-fat diet or don't happen to 
have any fat in your stomach when you take it, 
only a small amount of the CoQ10 you take may 
actually be absorbed and used. You might as well 
be flushing your money down the ioilet! 


Introducing Ultimate 
C010 Formula": 


Liquid, crystal-free CoQ10! 


Ultimate CoQ10 Formula" may be the 
single most absorbable and potent form of this 
astonishing nutrient known to science — formu- 
lated by leading scientists to give you three huge 
advantages over powdered CoQ1O products: 

ADVANTAGE #1: Ultimate CoQ10 
Formula" is MUCH easier for your body to 
dissolve? Ultimate CoQ10 Formula" is a liquid 
in a soft gel capsule — and therefore. up to TEN 
TIMES easier for vour body to dissolve than the 
powdered form you may be taking now! 

ADVANTAGE #2: ZERO crystals to 
impede absorption! This remarkable new formu- 
lation includes both vitamin E and d-Limonene — 
a natural. organic solvent taken from the peel 
of oranges. lemons and limes — to DISSOLVE 
CoQ10 crystals and render Ultimate CoQ10 
Formula" 100% crystal free and absorbable! 


BEFORE 


“The Worse You Are, 
The Better You'll Get” 


— International Journal of Tissue Reactions 
Medical Journal 


In 1990, this major medical journal published the 
findings of a study that examined the effects of 
CoQ10 therapy on patients with enlarged, failing 
hearts. The results: 

"In 47% of patients, symptoms and heart class 
improved. Heart size went down. The CoQ10 blood 
levels went up in 95% of patients. 

“The more a patient's heart lacked CoQ10 
before treatment, the more that patient benefited 
during this study.” 


Ses REST EEE 


You cun actually SEE the difference between 
Ultimate CoQ10 Formula" and ordinary Coen- 
zyme Q10 supplements: Even under magnifica- 
tion of 200x. 400x and 1.000x. not a single 
crystal appears in Ultimate CoQ10 Formula" — 
100% of the Coenzyme Q10 you take is avail- 
able for your body io absorb! 

ADVANTAGE 43: Ultimate CoQ10 
Formula" even provides the fat molecules 
your body needs to use CoQ10! We've added 
a small amount of medium chain triglycerides 
to each capsule — just enough to make sure 
enough fat 3s present in your stomach to 
promote maximum absorption! 

Continued on page 15... 
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The product is discussed in more depth on this page — the prospect finds out that 
il counters the EXACT problems that plague all other CoQ10 products, Easy-to- 


understand, yet scientific explanations are provided for why this product is different 
and superior. 


Note: The three advantages listed here is what I call "reason why” credibility. The 
prospect is given multiple reasons why the product is superior — and those reasons are 
then substantiated through specificity, logic and science. 


The fact that they make logical sense in his mind — and in the overall context of 
the promotion — help make these “reasons why" very persuasive. 


Finally, observe the layered credibility in the sidebar on the top right. A study is 
summarized, and what looks like a “before and after” stock photo is used to illustrate 
the claim being made from the medical journal. When you layer your credibility like 


this, it becomes amazingly persuasive. 


Notes 
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| CoQ10 ENERGIZES Your Heart, Brain 


and Every Cell in Your Body! 


«Ultimate CoQ10 Formula is just that: 

The ULTIMATE in purity, absorbability 

and potency. 

“It’s what your body needs to energize every 

cell — especially your HEART and BRAIN!” 
— Michael Cutler, M.D. 


Revolutionary! 


“New and revolutionary treatments of “H appears that the bioenerget- 
disease, particularly where there has been ics of CoQ10 is remarkable and its 
no treatment of intrinsic biochemical signif- potential in medicine is no excep- | 
icance, have generally been believable to a. tion to the history of controversial | 
few persons and unbelievable and even advances in medicine." | 
ridiculous to others before proof of efficacy. — Karl Folkers. Ph.D. i 

"Revolutionary therapy has always been Coenzyme Q10 | 
so and perhaps always shall be. but such is Discoverer & Researcher 
the nature of true discovery. i 


“IT COULD | 
| SAVE YOUR | 
| LIFE!" f 
*(CoQ10) isa — | 
|! heart medicine | 
| used around the 


A TOUCHING 
MEDICAL 
MIRACLE! 


1 
i 
| 
i 
i 
i 
| 

i | "In one case, | went to see a newborn diagnosed | 

i; | with a serious heart condition. | asked the attending ; 

i 
| 
i 
i 
H 
i 
H 
i 
| 


| world, and if |] Be ren R 
pana MONE || | doctor if he tried coenzyme Q10 or carnitine. 


doctor doesn’t Pd M x ma 
know about it, you can easily E He said that he had read about their effecis but 


get it on your own; it could save l Podad NOUR EIET 


“With the family’s permission, | treated the baby 


your life.” NE 
gane x ia with these supplements. 
der 5 arper, | | “The baby recovered without the heart transplant 
Se eling | | surgery that was being recommended by the uni- 
| Medical Author, o] ; > * 
i Miracle i | versity medical center: i 
; T E — Garry Gordon, M.D., D.O. | 
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More credibility and borrowed endorsements are presented on this page, which is 
brilliant. I want you to also see how the psychological pattern used in this promotion 
can be used for other supplements ~ and even for other products that have nothing to 
do with supplements! 


" " . . n + "n B 
Let me explain. This promotion has essentially said ... here yotaave this miracu- 
lous. highly proven substance ... it does all these wonderful things ... and yet, you're 


not getting the results you deserve. 


And that's because you're not using the RIGHT kind of product. Everyone has 
become greedy and they're selling you an inferior version — a version that has XYZ 
problems. 


Fortunately, my product works like it should because it counters XYZ problems. 
So with all of this proof, and to get all these amazing benefits, you just need to buy 
MY product! 


Don't you see how this formula could be used not only for supplements but for 
Internet marketing products ... beauty products ... dating products or just about 
anything else. It makes such logical sense and has been proven over and over again. 
So think about how it relates to whatever you're currently selling. 
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Chest Pain 
Vanishes! 


“Deficiencies of CoQ10 have 
been documenied in patients 
with serious heart problems. 

“Administration of CoQ10 
ameliorated symptoms, 
reduced the number of hospi- 
talizations and appeared to 
decrease chest pain.” 


— Aian Gaby, M.D. 


| 


Your heart 
deserves Ultimate 
C0010 Formula"! 


Call TOLL-FREE 
1-800-746-4513 
to claim your 
discounts 
and FREE 
INTRODUCTORY 
GIFTS NOW! 


TR Yow teers Fea 


These statements have not been evaluated 
by the Food and Drug Administration. This 
product is not intended to diagnose, treat, 
cure or prevent any disease. 


Continued from page 13... 


Revolutionary Formula: 


PROVEN THREE TIMES MORE 
ABSORBABLE Than Ordinary 
CoQ10 Supplements 


— And So Unique, 
It's being PATENTED! 


Ultimate CoQ10 Formula" is an absolutely unique. 
patent-pending formula that gives you... 

1. Guaranteed pharmaceutical-grade Coenzyme Q10 — 
guaranteed to be at least 98% pure — in full compliance 
with the current United States Pharmacopeia and National 
Formulary (USP/NF). the European Pharmacopeia. and 
the Japanese Pharmacopeia monographs and standards... 

2. Food grade d-Limonene, the natural solvent in citrus 
peels and Tocopherols — to help maintain the CoQ10 in a 
100% fluid. crystal-free state for optimum absorption... 

3. Vitamin E to convert CoQ10O to its most active form. 
80 you get the full range of benefits this remarkable natural 
substance can give you... PLUS. CoQ10 and vitamin E are 
two of nature's most powerful antioxidants. and CoQ10 actu- 
ally raises vitamin E levels in your body - by recycling it 
and making it re-usable in your body... 

4. Just enough healthy fats to ensure maximum 
absorbability — the fat your body needs to help dissolve and 
absorb CoQ10 is readily available every time you take it! 

Plus. Ultimate CoQ10 Formula" contains all-natural 
ingredients. To avoid use of synthetic dyes. even the gelatin 
shell color is derived from the spice, turmeric! 


Special Introductory Offer: 
$299.70 in Discounts and FREE GIFTS! 


Ultimate CoQ10 Formula" is offered ONLY by True 
Health" — and we're so convinced that Ultimate CoQ10 
Formula” will prove a Godsend for you. we're pulling out 
all the stops to make trying this amazing new supplement 
the easiest decision you've ever made! 

Just call TOLL FREE 1-800-746-4513 now — or complete 
and mail the SPECIAL SAVINGS CERTIFICATE on page 19 
of this report today and... 


Next page please.. 


esee Femme 
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On this page. the product is discussed in a little more detail and then the offer is 
initiated, 


Much of the copy on this page is dedicated to making the product come across as 
truly unique (‘so unique. it’s being patented!). And that’s absolutely crucial because 
there are so many other brands of CoQ10 available on the Internet and in health food 
stores. 


Sure, the prospect has been given reasons for why those products don't work. 
But still, this copy helps to cut off his urge to go digging around the Internet to find 
something similar to this. Clayton wants him to believe — right here and now — that 
there's NOTHING else like this product available. That's why it's being patented. So 
if the prospect wants true CoQ10 — there's only one place for him to find it. 


Notes 
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f because 2e ar aleingSoenzyme Q10 daily.” | 


~ William Lee Cowden, M.D. 


C0010 Adds 15 i 
GOOD Years! t 
“Studies show that patients... | 
who were supposed to die 16... i 
ive today primarily | 


Bi You will SAVE up to $60 on Ultimate 
CoQ10 Formula"... 


@ You will receive up to THREE EXTRA 
MONTHS of Ultimate CoQ10 Formula" - 
a $179.85 Value — FREE! 


@ You will also receive Silent Epidemic: How 
10 Revive a Failing Heart — the eye open- 
ing guide to the assault on your heart. You 
get ALL the facts on our current heart holo- 
caust — including the prescription drugs and 
other things in your life that put you at risk. 
and a complere guide to keeping your heart 
beating strong: A $/9.95 Value - FREE! 


B You |] get The CoQ/0 Miracle — your 
roadmap to using this astonishing wonder 
nutrient to support heart health and more! 


You'll discover how much CoQ10 your body 
needs each day... how much you should take if 
you're dealing with heart problems... fatigue... 
symptoms of premature aging... sexual prob- 
lems... and more: A $19.95 Value — FREE! 

B PLUS, you'll also receive TRIPLE Your 
Heart's Health in Just Seconds A Day ~ 
complete with the latest research that 
reveals how you can scrub deadly plaque 
out of your arteries... ease inflammation 
throughout your body... and cut deadly 
homocysteine levels down to size... in just 
seconds per day: A $19.95 Value - FREE! 


Add it up yourself: That's $299.70 in dis- 
counts and FREE sifts! 
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You will FEEL the difference 
Ultimate CoQ10 Formula" 
makes or you pay NOTHING! 


Just call TOLL-FREE 1-800-746-4513 or 
return the SPECIAL SAVINGS CERTIFICATE 
on page 19 of this report and we'll rush your 
supply of Ultimate CoQ10 Formula" and your 
FREE gifts io you. 

You must see and feel dramatic results. 
Otherwise, just return the unused portion and 
True Health™ will promptly refund 100% of 
what you paid. 

And get this: Even in the extremely unlikely 
event that you decide to exercise your right 10 a 
refund. the free gifts you've received with your 
first order — your FREE bottles of Ultimate 
CoQ10 Formula" and your FREE copies of The 
CoQI10 Miracle... Silent Epidemic: How to 
Revive a Failing Heart... and TRIPLE Your 
Heart’s Health in Just Seconds a Day — are 
yours to keep without further cost or obligation 
~ FREE! 


Listen to your heart... 


In this bulletin, I've shown you how 
America's epidemic of failing hearts is tuming 
400.000 healthy Americans into cardiac cripples 
each year - and how this plague is spreading 
like wildfire; QUADRUPLING the number of 
victims it claims every few years... 

B I've shown you how many drugs — 

including statins and other drugs you 
think are PROTECTING your heart 
may actually be destroying it... 


B I've cited scores of studies proving that 
supplementing with Coenzyme Q10 can 
help you avoid being the victim of a 
failing heart... 


B I’ve shown you why 90% of all the CoQ10 
products being hawked in health food 
stores from coast-to-coast are a waste of 
money — nearly impossible for your body 
to absorb and use... 


PUBLIC HEALTH BULLETIN 
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Analysis — Part Two 


On this page. the offer is expanded and dimensionalized. And that’s the only thing 
lett to do. After all — the prospect absolutely believes that CoQ10 is the most proven 
and most all-around essential nutrient in existence ... he understands why his previ- 
ous attempts to use CoQ 10 products have not worked ... he knows exactly why this 
new version of the nutrient is different and WILL work for him ... 


... and so the only thing he really needs at this point is a compelling offer. With 
the right incentives, he should be ready to act. 


To sweeten the offer. and to encourage him to buy more, he’s offered a steep 
discount for buying in quantity. He's also given a myriad of powerful premiums that 
relate to his chief concern: His heart health. 


And just like we saw in the last promotion we analyzed, he's told why there's 
absolutely NO RISK to accepting this offer. 


Notes © 
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100% Unconditional Money-Back Guarantee 
© You Must FEEL the Difference Ultimate Co010 Formula" 
* Makes in Your Life, or it Costs You NOTHING! : 


Even in the unlikely event that you decide 
to request a refund, all tree gifts you received 
with your order are yours to keep completely 
without cost or obligation - FREE! 


Yours for Optimum Health, 


pull liln 74. d. 


Michael Cutler, M.D. 


True Health" guarantees Ultimate CoQ10 
Formula" for quality, freshness and labeled 
potency. 

You must FEEL the difference Ultimate 
CoQ10 Formula" makes in your life — in 
increased energy, better heart and brain 
function and more ~ otherwise, just return 
the unused bottles any time for a full refund 


of your purchase price. 


BET ve given you news of the revolutionary 
new CoQ10 supplement that guarantees 
maximum amounts of CoQ10 will energize 
starving cells in your heart, in your muscles 
and throughout your body... 


And I've even offered to GIVE YOU up to 
a three-month supply —- a $179.85 value — 
absolutely FREE. 


PLUS, I've shown you how you can claim 
a whopping $299.70 in discounts and free gifts 
just for trying Ultimate CoQ10 Formula" now... 

...And how you must be absolutely 
delighted with how much better you'll fee) 
or, not only will True Health" rush you a full 
refund: we'll insist that you keep your FREE 
CoQ10 and your FREE copies of Silent 
Epidemic: How to Revive a Failing Heart... 
The CoQ10 Miracle... and TRIPLE Your 
Heart's Health in Just Seconds a Day. 


Now. it’s up to you. 


Please: If you care about your heart's health... 


call TOLL-FREE 1-800-746-4513 NOW. Or. 
if you prefer, simply complete and mail the 
SPECIAL SAVINGS CERTIFICATE on page 
19 of this bulletin today. 

Either way, it'll be the best thing you've 
done for your health in years. 


Yours for Health and Longevity. 


Michael Cutler. M.D. 
True Health" 


P.S. BONUS FOR FAST RESPONSE: Just 
call TOLL FREE 1-800-746-4513 or return the 
SPECIAL SAVINGS CERTIFICATE on page 19 
of this report now. and you'll receive a FIFTH 
valuable gift - FREE! 

Japan's 1 000-Year Old Secret For Avoiding 
Heart And Brain Death: The Natural Wav ta 
Dissolve Deadly Blood Clots introduces you to 
the all-natural substance that thins the blood... 
dissolves deadly clots... and can help protect 
you from a sudden blockage of blood flow to 
the heart or brain! 

PLUS, ihis amazing nutrient has been proven 
10 add healthy years to users’ lives... fight 
potentially deadly viral and bacteria] infections... 
lower cholesterol and blood pressure... keep 
bones strong... promote prostate health... and 
much, MUCH MORE! 

Normally, this life-saving bulletin sells for 
$19.95, but it's yours. FREE just for responding 
within the next 10 days! 


FOR MORE INFORMATION, CALL TOLL-FREE 1-800-746-4513 TODAY! 7 


960 www makepeacetotalpackage.com 


Analysis — Part Two 


The final section of closing copy ~ which begins with the "listen to your heart” 
subhead on the last page — does a great job of resummarizing the argument for 
the product. It essentially says ... I've shown you the problem — why your heart 
absolutely NEEDS this nutrient ... I’ve shown you all the proof you could ever want 
... Pye shown you why most products fall severely short ... I've shown you the ONE 
product that actually works and gives you all the amazing benefits you've been look- 
ing for ... and I've made you an ultra-generous. risk-free offer, 


So HOW CAN YOU REFUSE? It’s a very compelling logical closing copy. This 
reasoning is powerful and clear enough to shut down the rational/skeptical part of the 
prospect’s brain ... so his emotions can kick in and he can make the purchase deci- 
sion, uninhibited. 


: Notes 
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END 


Claim Your $299.70 


in Discounts and FREE GIFTS — AOW! 


SAVE $60 and get THREE TIMES 
MORE CoQ10 POWER! 


E 


FREE GIFT#2 


Get ALL the facts on our 
current heart holocaust — 
including the prescription 
drugs and other things in 
your life that put you at 
risk, and a complete 
guide to keeping your 
heart beating strong! 


Discover how much CoQ10 
your body needs each day... 
how much you should take if 
you're dealing with heart 
problems... fatigue... symp- 
toms of premature aging... 
sexual problems... and more! 


ou MUST be delighted wi 


used portion for 
else yo 


PLUS: An Extra 3-Month Supply 
— A $179.85 Value, FREE! 


$ POR 


Discover the latest research 
that reveals how you can 
scrub deadly plaque out of 
your arteries... ease inflam- 
mation Uiroughout your 
body... and cut deadly 
homocysteine levels down 
to size... in just seconds per day! 


FREE GIFT $5 


Discover the all-natural sub- 
stance that thins the blood... 
dissolves deadly clots and 
helps millions in Japan fight 
viral and bacterial infec- 
tons... lower cholesterol and 
blood pressure... keep bones strong... promote 
prostate health... and much. MUCH MORE! 
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Analysis — Part Two 


On this page, you see the visual representation of the offer. The focus is actually 
on the premiums because they have not been discussed much up to this point. And 
as you can see, the copy is essentially extended teaser copy — Jong versions of “blind 
bullets’ — with the goal being to intrigue and tantalize the prospect into wanting them. 


Also, notice that the most expensive version of the offer is being presented here. 
The prospect is told he’s going to save nearly $300 — but that’s only if he buys the 
six-month supply. 


As we discussed in our last promotion. it makes so much sense to do this! After 
all, the prospect is excited about the product and believes in it ... he wants the extra 
savings and premiums ... and he's protected by the guarantee ... 


.. $0 why not encourage him to take the best value. After all, he can get all his 
money back if he's not satisfied. 


This is another thing that differentiates this product from what's available in 
health food stores — and makes it more likely for the prospect to just pick up the 
phone and place his order. 


Notes 
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‘SPECIAL SAVINGS CERTIFICATE 


$299.70 In Discounts and FREE GIFTS W 100% Money-Back Guarantee! 


SAVE TIME! 
"fo receive your 
9 supply of Ultimate 
CoQ10 Formula" and 


| your FREE GIFTS sooner, 
| have your credit card handy 


| and call: 


TOLL-FREE 


1-800-746-4513 | 


24 hours a day, 
7 days a week! 


Or Fax this order form to: 


1-800-941-7027 


“Your people 
who are on the 
: order desk are 
TX very polite and 
helpful as well as eager 
to help. 
— Dorothy V., Yama, AZ 


"The prod- 
uct came 
very fast 


— Mr. and Mrs. Robert M., 
Collingswood, NJ 


A 


P.O. Box 3703 
Hueytown. AL 35023 


964 


1! want to ENERGIZE my heart, my brain, my muscles and 


ef YES! m every cell in my body wi iih Ultimate CoQ10 Formula" - up to 


THREE TIMES more absorbable than ordinary Coenzyme Q10 supplements? 

1 understand that ] must actually feel the difference Ultimate CoQ10 Formula" makes for me. or 
1 can return the unused portion at any time for a full refund ~ and everything else you've sent 
me is mine io keep completely without cost or obligation, 


BEST VALUE: | cet a six-month supply of 

Ultimate CoQ10 Formula" for just $299.70 ~ | SAVE S60... 
PLUS, | also receive an additional three-month supply - a 
5178.85 value. FREE... PLUS. | get ALL THREE life-saving 
guides: Silent Epidemic... The CoQ10 Miracle. and... TRIPLE 
Your Heart’s Health — a $59.85 value. FREE... PLUS FREE 
SHIPPING & HANDLING! That's a Total of $299.70 in 
Discounts and FREE GIFTS! 


GREAT VALUE: | get a three-month supply of Ultimate CoQ10 
Formula" for just 149.85 - | SAVE 530... 

PLUS. | also receive an additional one-month supply ~ a $59.95 value. FREE... 
PLUS. | get a copy of The CoQ10 Miracle — a $19.85 value, FREE... PLUS FREE 
SHIPPING & HANDLING! I Get $116.85 in Discounts and FREE GIFTS in All! 


TRIAL OFFER: 


| get a one-month supply of Ultimate CoQ10 Formula™ for jus: $59.95 
plus $6.95 shipping and handling. 


Please Select Your Preferred Method of Payment: 


O Enclosed is my check/money order for: § 
Alabama residents, add 4% sales tax and make payable to True Health™. 


D Please bili my: O 


Card #: Expires: l 


Signature: 


Telephone: ( } = 


(IMPORTANT in case we have questions about your order.) 


EMAIL: A 
(To receive FREE HEALTH UPDATES) 


NOTE: Please correct any errors on the m: ailing label on the other side af 


th and use the enclosed postage-paid envelo 
F pe to return this SPECIAL 
SAVINGS CERTIFICATE. E 
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Analysis — Part Twe 


Notice the clear, simple order form on this page. It begins with the positive accep- 
tance statement (Yes! I want to ...”) that reiterates the main benefits and reinforces 


the guarantee. 


Then the various versions of the offer are presented and he's told how to order. 
Also, look at the two little testimonials given to show the prospect how easy it is to 
order, and how quickly the product arrived. These counter any remaining objections 
the prospect might be feeling at this moment. 


The cool thing is, even if you don't write direct mail, you can use an order form 
like this as a template for the Web. It's crystal clear and you can do all the same 
things — just make this the type of page the prospect sees when he clicks the “buy 
now” button on your sales letter. 


Notes 
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Are Your Fatigue & Muscle Weakness- 


- . Foranimpending — 
. HEART or BRAIN DISASTER? - 


Essential Life-Saving, Money-Saving News INSIDE: 


B What You MUST Do NOW to 
Protect Your Heart and Your LIFE: 
Proven in 300 studies by 200 scientists from 
18 countries - The Nobel-Prize- Winning 
discovery NAMED INSIDE ~ may save 
your heart and even your LIFE! 


Why the Odds are Nine in TEN 
that the CoQ10 Yowre Taking 
Wow is Nearly WORTHLESS: 
Shocking new evidence that as much 
as 90% of the money spent on this 
nutrient is a total waste! 

Look At Page 10. INSIDE! 


E MUCH MORE INSIDE! 


| 62006 True Health EREL 


YOUR CUSTOMER SAVINGS CODE: “PASAT STD. 
i U.S, Postage 


|o PAID 
P.O. Box 3703 ' Permit #200 
Huevtown. AL 35023 Aberdeen, SD 


|n C ———— ———— ————À /iÜiD (Uic, Ma. iL — M a e 
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Analysis — Part Two 


This is the back cover for the magalog. and it’s designed to target the prospect’s 
fear over his heart health. You see, most prospects in the market for this kind of 
supplement are older and are actively worried about their heart. 


Their doctors have almost certainly told them that they should be taking drugs, 
and that only frightens them even more. So they desperately want to believe that 
there's a safe, all natural solution to their heart worries. But they're also highly skepti- 
cal. because they've tried some of these so-called solutions before and they haven't 
worked. 


It is these feelings that this copy targets — and as you've seen throughout this 
analvsis — the entire promotion is designed to PROVE that there not only is a solution 
... but that the prospect is literally holding the solution in his hands. 


He just needs to place his order and everything will be okay. 


Notes 
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Special Bonus — A Brief History 


ins s m p 6 
A Brief History of | J | 


Direct Response Advertising 


m In this section, you'll find a pretty comprehensive 
history of how direct response advertising came to be. 
On top of learning some very valuable lessons, you'll 
also get a sense of the many figures and events that 
shaped the type of advertising we do. 


m What's more, knowing about these key individuals and 
historical events will help you better communicate with 
other professionals. You see, most of the well-learned 
marketers, copywriters and entrepreneurs you'll come 
into contact with have studied the classics — and this 
is the best introduction into their teachings you'll find 
anywhere. 


———————— ——————À———————————— 


www.makepeacetotatpackage.com 969 


The Ultimate Desktop Copy Coach 


dvertising can be tracked back as far as five thousand years ago 
in Babylon. The Ancient Egyptians were famous for carving 

ads onto stone tablets and also introduced the worlu's first direct 
response billboards: Pillars along the roadside which often adver- 


tised rewards for runaway slaves. 


The Egyptians put ads on paper, too — like this one, found on an ancient 
papyrus ... 


se ok ook 


"The man slave Shem having run away from his good master, Hapu 
the Weaver, all good citizens of Thebes are enjoined to help return him. 
He is a Hittite, 5°27 tall, of ruddy complexion and brown eyes. 


“For news of his whereabouts half a gold coin is offered. 


"And for his return to the shop of Hapu, the Weaver, where the best 
cloth is woven to your desire, a whole gold coin is offered." 


LLLLII 


Notice the action being asked of the reader. And notice how good old Hapu 
the Weaver needed his slave returned, but he couldn't resist inserting a plug for 
his shop: ^ ... where the best cloth is woven to your desire ...” 


At any rate, the ancient Greeks and Romans continued the advertising tradi- 
tion. The Classical world is littered with signs advertising taverns, property for 
rent, even - er — houses of ill rupute. 


The Greeks introduced the concept of the town crier — a guy who'd wander 
around your neighborhood shouting about some product his client was trying 
to sell. 


The effect was kinda like watching today's TV ads, only without the vol- 
ume control or an on-off switch. 


I expect Greek town criers got more than their share of rocks thrown at 
them — which come to think of it, probably turned out to be the precursors of 
the modern remote control. 


=A 
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In 1472, moveable type made mass print advertising possible — and the 
English took to it like ducks to water. The first English handbill — advertising a 
prayer book — appeared on church doors that very same year. 


By the 1600s, ads began populating the pages of British newspapers — the 
first offering a reward for the return of twelve stolen horses. It must have 
worked — because it lit an explosion of newspaper advertising that continued 
for nearly a century — until the early 1700s when some idiotic monarch, politi- 
cian or bureaucrat imposed an exorbitant tax on advertisers. 


Fortunately, our American politicians weren’t quite as moronic as their 
brethren in London — so no advertising tax was imposed here. As a result, the 
Colonies quickly replaced jolly old England as the stage upon which most ad- 
vertising innovations would make their entrances. 


The first newspaper ad in the U.S. appeared in 1704, and the first known 
magazine ad appeared in Ben Franklin’s The General Magazine in 1741. 


Now, most of these early American ads were pretty basic. They were gen- 
erally undesigned. featured the atrocious, “make-it-up-as-you-go” spelling in 
vogue at the time (our forefatherf fpelling ftunk), and made no pretense at be- 
ing anything but what they were. 


Most simply listed product features. If someone was selling a piece of land 
for example, the ad would cite the location, what it was suitable for, its size, 
and price. Ads for manufactured products told what they were made of and 
what they did. A nail was two inches long. A plow was made of wood and steel. 


An All-Too Familiar Problem Arises ... 


By 1880 — 177 years after those first American print ads appeared — ad- 
vertisers had a serious problem. There were so many ads in every newspaper, 
consumers couldn't possibly read them all — even if they wanted to; which they 
didn't, of course, so they didn't (sound familiar?) 

So along comes the irascible John E. Powers — former publisher of The 
Nation Magazine, the world's first professional copywriter and our vocation’s 


patron saint — with an idea. 


pe G QSPBESILLZZCEHILLELEECEELEALULUEELECEEEZECELCLTEEEEEEEZITIIITÉTLLÉBÉCSL 
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Instead of listing product features like everyone else did — or outlandish, 
unbelievable claims as some had taken to doing — Powers began writing ads 
that: 


i. Presented the arrival of a new product in his client's store (Wanamaker's), 
as front-page news — written in a similar style to other headlines and sub- 
heads in the local paper ... 


2. Did so in short, brutally honest, concise, frill-free, “just-the-facts-ma’am”™ 
copy. “Fine writing,” said Powers, “is offensive.” 
Once when asked to write an ad for Wanamaker’s, his copy read. “We have 
alot of rotten gossamers and things we want to get rid of.” The ad sold out the 
lot in hours. 


As the story goes, when a reporter from an advertising publication entitled 
Printers’ Ink asked Powers for an interview, it was short and sweet: 


Powers: “I don’t care for an interview.” 

Reporter: “Do you read Printers ' Ink?" 

Powers: “Never read any of those advertising publications. They ain't 
worth reading.” 

Reporter: "Well ... how do you go about writing your copy?” 


Powers: “The first thing one must do to succeed in advertising is to have 
the attention of the reader. That means to be interesting.” 


“The next thing is to stick to the truth, and that means rectifying what- 
ever’s wrong in the merchant's business. If the truth isn’t tellable, fix it so it is. 
That is about all there is to it.” 


Long story short: Consumers read Powers ads, believed them, went to 
Wanamaker’s and promptly doubled the store’s sales to $8 million a year (more 
than $158 million in today’s dollars!) 


Mr. Powers did OK for himself too. Not only did he become the world’s 
first professional copywriter, he became the world’s first six-figure copywriter. 
The success of his "News-Of-The-Store" approach won him a salary of more 
than $200,000 a year (today's dollars). 
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Powers’ principles are as effective today as they were 126 years ago - and 
Suggests three ultra-powerful sales techniques with the potential to ramp up 
your response and revenues right now ... 


1. News sells. Power's innovation — presenting your ad as if it were a front- 
page news story ... and then telling “the news of the store” in an objective, 
straight-forward, no-nonsense way — is still a powerful way to get attention 
and establish credibility. But it's only the tip of this iceberg. 


Topicality — tying your major theme, headline and opening copy to an 
event that’s at the top of the news is one of the nuclear weapons of the 
marketing world. 


2. Always have a reason. Always, always, ALWAYS. Explain why you're 
writing this ad (or advertorial) ... why you created the product ... why 
you've decided to offer your discount — maybe even how you arrived at the 
amount of your discount ... why you need the prospect to order in the next 
24 hours or the next 10 days. 


Have a solid, believable, even self-revealing answer for these questions, 
and your credibility will soar — along with your response. 


3. Be 100% truthful. When everyone else in your market is writing unbe- 
lievable “blind-‘em-with-bullshit” headlines and ads, the simple objective, 
unvarnished truth in a headline lifts you head and shoulders above the din. 
Seif-revealing themes and headlines — revealing a non-fatal flaw about 
yourself, your business — or even in some cases about your product — are 
refreshing. Admitting a past failure is a great way to billboard your superi- 
ority today. 


More than that: Showing a vulnerable side immediately endears you to 
your readers ... evokes feelings of empathy ... makes everything else you 
have to say 100% believable ... validates your guarantee ... and estab- 
lishes you as a transaction partner your prospect can trust. 


In the end, Powers’ success at Wanamakers did more than make his client 
rich. It also made Powers very well-off. And of course, it revolutionized the en- 
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tire vocation (it would be puffery to refer to advertising as an “industry” at the 
time) of 19th Century ad writing. 


Powers’ frank, Spartan approach to ad copy was an order of magnitude 
more effective than the exaggerated promises and flowery language that had 
been in vogue for the century before he caine along. And that made him the 
hero of advertisers — and students of advertising — from sea to shining sea. 


By the early 1900s, every self-respecting ad man in the US could quote 
John E. Powers chapter and verse. And as we're about to see, his influence 
reached well beyond our borders. 


John E. Kennedy — a proud Canuck and by all accounts, a big, strapping 
lumberjack of a man — had been a Mountie, (think Dudley Do-Right) before 
launching his career in advertising. 


Once he'd contracted the copywriting bug, Kennedy served as advertising 
manager for the Hudson’s Bay Department Store in Winnipeg and also created 
ads for Boston’s Regal Shoe Company. 


He must have been doing something right. Dr. Shoop’s ~ a patent medicine 
company in Racine, Wisconsin — paid him a whopping $28,000 a year (about 
$575,000 in today's funny money), to create their ads for them. 


He also got around: Winnipeg, Wisconsin, Boston — and, as it turns out, 
Chicago. 


One fine day, Kennedy lumbered up to the receptionist’s desk at Lord & 
Thomas - an ad agency with offices above a Chicago bar — and announced he 
needed to speak with someone in charge. 


From there, the conversation is said to have gone something like this ... 


RECEPTIONIST: "That would be Mr. Thomas. Do you have an 
appointment?" 


KENNEDY: "Nope." 
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RECEPTIONIST: “Oh, I’m sorry, but Mr. Thomas is a very busy and very 
important man. Nobody sees him without an appointment.” 


KENNEDY: “If you give him this note, he will see me immediately.” 


And with that, Kennedy proceeded to scraw] the following pompous, 
condescending and insulting words on a scrap of paper ... 


I am in the saloon downstairs, and I can tell you what advertising is. 
I know that you don’t know. 


It will mean much to me to have you know what it is and it will mean 
much to you. 


If you wish to know what advertising is, send the word “Yes” down by 
messenger.’ 


Signed — John E. Kennedy. 


Unsurprisingly. Thomas promptly refused to waste a minute on the author 
of this arrogant note. In fact, the Chicago adman is said to have muttered, “The 
man must be crazy.” 


Crazy Like a Fax 


... And so Mr. Kennedy 's note was passed on to a junior partner; an eager 
young buck named Albert Lasker. 


Now, like most ad men of the day, Lasker was a disciple of Powers’ “just- 
the-facts-ma' am," ^news-of-the-storc^ philosophy of advertising. 


But unlike Powers — who evidently believed his approach would never be 
improved upon — Lasker was open to new ideas. And so he trundled down to 
the saloon. 


Here's how Lasker himself described the goings-on in his autobiography. 
The Lasker Story (Note: it's out of print — search Amazon.com fbr a used 
copy): 

*... So Kennedy said to me, "Do you know what advertising is?' I said, ‘I 
think I do ... It is news.’ 
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"I said I thought I knew what advertising was — news — just exactly as the 
old sailors and astronomers thought the world was flat, and thinking the world 
was flat, they had worked up a system whereby they had quite a world. But 
Columbus came along and showed them the world was round. And that is what 
Kennedy showed me. 


“He said, "No, news is a technique of presentation, but advertising is a very 
simple thing. I can give it to you in three words.’ 

“Well,” I said, ‘I am hungry. What are those three words?” 

“He said, ‘Salesmanship in Print," 


Lasker's mind reeled. Those three words — “Salesmanship in Print” were so 
simple! But their ramifications boggled the mind. 


Decades later, Lasker would say that his whole philosophy of advertising 
was revolutionized in that single flash of inspiration. 


And Lasker hired Kennedy on the spot — for more than 205 TIMES MORE 
than he was paying another copywriter at the time. 


The Astonishing Power of an Obvious Idea 


Before we explore the implications Kennedy's “three little words” have for 
your sales copy — and your future success — let's take a look at what they did 
for Albert Lasker ... 


Over the next two years. Kennedy and Lasker went to work applying the 
principle of Salesmanship in Print for the benefit of Lord & Thomas’ clients — 
and their ads were so effective, the agency began growing by leaps and bounds. 


To meet the soaring demand for his services, Lasker hired several young 
newspapermen and trained them to be salesmen in print — thus creating the 
world’s first systematically trained copywriting team. 

In 1908, Lasker hired a 42-year-old copywriter named Claude C. Hopkins 
for $186,000 a year (about $3.7 million in today’s money!) and together, they 
built Lord & Thomas into the largest ad agency in the world. 
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Lasker, needless to say, became a very, very rich man: By the time he re- 
tired in 1942, his approach to ad copy as Salesmanship in Print had earned him 
more than $627 MILLION in today’s dollars. 


What's all the hub-bub, Bub? 


Kemnedy’s contention that advertising was salesmanship in print may seem 
like a “DUH!” moment to some folks today. But at the time, it was a revelation 
that sparked a revolution of monumental proportions: A bolt out of the blue that 
rocked Albert Lasker’s world. 


While John E. Powers — America's advertising king for the day and Lask- 
er’s former hero — preached that advertising should be a largely journalistic 
pursuit, merely announcing “the news of the store,” Kennedy taught Lasker to 
see ad copy for what it truly is: A disembodied salesman. 


In Kennedy’s own words ... 
“ADVERTISING is just Salesmanship-on-paper. 


“It is a means of multiplying the work of the salesman, who writes it, sev- 
eral thousand-fold. 


“With the salary paid a single salesman it is possible, through advertising, 
to reach a thousand customers for every one he could have reached orally. 


“True advertising is just Salesmanship multiplied.” 


(Fortunately for all of us, Kennedy went on to fully dimensionalize his 
breakthrough in three highly recommended tomes: Reason-Why Advertising, 
Intensive Advertising and How Shall We Know Good Copy? — all available for 
sale at http:/Avww.101publicrelations.com/kennedybook html. We've bought 
them, studied them, marked them up, made reams of notes from them, and ap- 
ply their principles in our copy every working day. I highly recommend that 
you do the same.) 


I promise: You'll be richer — literally — for the experience! 


Kennedy on Kennedy 


Let's see some of what Kennedy himself says in the three volumes I named 
earlier ... 
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Kennedy On Image Advertising 


“When we multiply nothing by ten thousand we still have nothing as a re- 
sult. 


“When we multiply a pretty picture, or a catch-phrase, or the mere name of 
a firm, or article, a thousand times we have comparatively nothing as a result. 


“But when we multiply one thousand times a good, strong, clearly ex- 
pressed Reason- Why a person should buy the article we want to sell, we then 
have impressed, through advertising, one thousand more people with that rea- 
son than if it had been told verbally to one person by the same salesman." 

Kennedy on Credibility 


“We must not expect the Average of such people to have classical educa- 
tions, nor an excessive appreciation of art and inference. 


"Neither are they as children in intellect, nor thick-headed fools. 


"They are just average Americans of good average intelligence, consider- 
able shrewdness, and large bumps of incredulity. 

"Most of them might have come ‘from Missouri’ because they all have 
*show me!' ever ready in their minds, when any plausible Advertising Claim is 
made to them. 

"But, they are willing to be ‘Shown’ when the arguments are sensible 
enough, as well as simple enough, to appeal readily to their mental make-up. 


Kennedy on Calling Out Your Best Prospect 
“A given argument, presented in a certain form of thought and expression, 
will strike responsively in the minds of a given number, among the class of 
people aimed at, in each thousand. 
“This peculiarly ‘Responsive’ quality in an advertisement may be called its 
Personality. 
“Observe that it need not be the Personality of the writer at all, but the 


Personality which he estimates will best fit the particular class of people who 
compose the largest field of sale for the article advertised. 
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“The difference in Results between copy written by two equally bright men 
may be, and often is, 80 per cent, though the same space be used in each case, 
to sell the selfsame article. 


“That difference consists, first of all, in the quality of argument, the ‘Rea- 
son-Why' that each of the two lines of copy contains, and next in the Person- 
ality with which these arguments have been invested, in either copy, so as to 
strike the most Responsive Chord with the class of readers aimed at. 


"The faculty of taking the mental measure of a given class, and gauging 
their Habit-of-Thought is a sort of Instinct, such as guides the Timber-Explorer, 
who travels a hundred square miles of forest and estimates closely just how 
many thousand feet of timber are on it. though he never counts a tree.” 


Kennedy on Wishy-Washy Copy 


“What is the ‘something’ in a successful Mail-Order Advertisement that 
makes it pull equally good Inquiries at a fraction of previous cost? 


It is the same 'something' that would make Advertising sell goods over the 
Retailer’s counter, through General Advertising, at correspondingly low cost. 


"That “something” is “Reason-Why” and Conviction, saturated into the 
copy, so that the Reader must believe the statements of merit thus claimed for 
the article. 


“These results have invariably shown that it is far better to repeat one single 
Advertisement fifty times, if it be full of Conviction, than to publish fifty dif- 
ferent Advertisements that lack as much Conviction, no matter how attractive. 
clever, or artistic, they may be.” 


Kennedy on Product Differentiation 
“First study your Customers. 


“Sit down, close the door, and leisurely think out who are the Natural Buy- 
ers of the Article to be Advertised. 


“Make a penciled list of some typical cases. 


“Interview these typical cases. 
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"Ask why they have not already bought the Article you are about to Adver- 
tise, or bought more of it. 

~Ask what objections they would probably raise against the article ifa 
Salesman called upon them and tried to sell it to them. 

"Then list the probable objections. 

"And then find the most conclusive answer to these objections. 

"Next. compile all the Selling Points of the Article in question. 

"And remember that its exclusive selling points are to be the backbone of 


your Salesmanship. 


"To say that a certain machine will cut ice would avail little in advertising it 
against competing machines — all of which will cut ice. 

"It will be necessary to tell how much ice it would cut in a given time. Ata 
given cost per ton. 

“And why. 

~Contrasted with the cost by other Machines that cut ice at higher cost — 

“And why at higher cost. 

Kennedy on Headlines and Openings 
"Avoid by all means the far-fetched headings that disappoint the reader. 
"Because, the revulsion following the feeling of being tricked would antag- 


onize him against the Article advertised instead of leaving him favorable to it. 


Kennedy on the Writing Process 


"Now we start to write the Ad. 

"And we write it as if this was the only Ad we ever meant to use. 

“We write it so that it is a complete selling canvas for the Article condensed 
into the fewest words that will express it. 

"This is the order of thoughts and requirements in writing it. 

“If the title now possesses enough live News-Interest, the first few lines 


only need be devoted to introduction of the subject. 
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“Because. we should then jump into the facts at once. 
“Playing up the most interesting feature, first, the most convincing one last. 


"Expressing the whole matter in primer-thought, and in language forms so 
simple that even a child of twelve would fully understand all it meant. 


"The object of this simplified language is not merely to avoid misunder- 
standing. 


“But, to make the absorption of the meaning effortless for the reader. 


"To make it so apparent that the information will almost "soak-in" without 
any mental labor on his part. 


“For some undefined reason elaborate phrasing, intricate thought-forms, 
and high sounding words seem to impart suspicion to the Reader. 


“Where the simpler and more familiar forms seem to disarm it and carry the 
message home without arousing so many unspoken questions. 


"Make up your mind to concentrate all your effort and ail the material you 
possess upon the single Ad you are writing at the time. 


“Intensify it, with every selling point you know of.” 


“Put all of the very best your closest study can provide into the single Ad 
you are then writing.” 


“And when all has been skillfully incorporated, start in to prune it of neces- 
saries.” 


“Cut out every needless word first.” 


"Then cut ont every selling thought that can be spared without weakening 
the Salesmanship.* 


“Then review the whole work as coldly as your worst critic might.” 

"But, from the standpoint of your prospective customers only." 
Kennedy on Long vs. Short Copy 

“How long should a good Advertisement be? 


"How long should a good Salesman talk to his Customer in selling goods? 
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“Just long enough to make his point. 
“Just long enough to clinch the Sale, if that be humanly possible. 


"Provided he can make his Selling Talk interesting enough to hold his Cus- 
tomer’s attention until the last word needed to climax what he set out to do. 


“And no longer." 


Arguably the Greatest Copywriter to Euer Live 


In 1908, Lasker jumped at the chance to hire a 42-year-old copywriter 
named Claude C. Hopkins for a mind-boggling $3.7 million a year in 2006 dol- 
lars. 


Mr. Hopkins had already carved out a stellar advertising career using the 
very “Salemanship in Print” and "Reason- Why Advertising" principles Ken- 
nedy and Lasker so fervently believed in — and his brilliant copy took sales of 
numerous products to the moon — including Pepsodent, Quaker's Puffed Wheat 
and Chevrolets. 


How to Make Any Product Feel Truly Unique 


Of all his great campaigns, Hopkins is probably most famous for the cam- 
paign he created for Schlitz beer in the early 1900s. 


In those days, a beer's purity was of paramount importance to consumers 
— and knowing this, most breweries claimed — but never really proved ~ that 
their beers were the purest available. 


Mr. Hopkins reasoned that he could lift Schlitz head and shoulders above 
the competition by proving his claims beyond the shadow of a doubt. Instead 
of merely claiming purity, he would trumpet the reasons why Schlitz was purer 
than the rest. 


To do that. he needed to become an expert on the brewing process. And to 
do that, he would have to visit the brewery. 


Now, picture this ... here's a guy who makes millions as a copy writer — ar- 
guably the greatest word-juggler of his time — and he realizes that second-hand 


research isn't enough. 
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Hopkins could have simply visited a library to do his research on the brew- 
er's art. Or better yet, he could have saved several valuable days of his time 


and just sent an eager young apprentice to the brewery to do his research for 
him. 


But, no. Hopkins understood that, to write the most compelling ads pos- 
sible, he needed a deeper personal understanding of the product. He needed to 
experience the sight, smell and sounds of beer-making first-hand (and hope- 
fully taste the final result!) — and get answers to every question that sprang into 
his mind. 


Only, after his enlightening tour of the brewery. Hopkins began writing 
~ describing in meticulous detail the 4,000-foot-deep artesian wells from which 
Schlitz drew its water ... the wood pulp filters that ensured the water was 
100% pure ... the spotless plant and “clean rooms" with their filtered air ... 
how Schlitz's bottles were sanitized with germ-scalding steam ... and more. 


... But Hopkins did leave out one teeensy-weeensy little fact: Pretty much 
every brewery made its beer just like Schlitz did! 


In reality, Schlitz’ beer wasn't one iota purer than its competitors’ brewskis 
were. But by being the first to tell the public about the steps beer-makers took 
to ensure purity — and by having his client take ownership of those techniques 
in consumers’ minds — Hopkins convinced the entire nation that Schlitz really 
was the purest beer anywhere. 


More than that: By making Schlitz the first brewery to reveal how beer was 
made, Hopkins ROBBED competing breweries of their purity claims! 


After his ads ran. any brewery that claimed its beer was pure without sub- 
stantiation was crushed by the specificity of Hopkins’ ads ... 


... And any competitor that attempted to substantiate its purity claims 
would just come off looking like second-rate, “me-too” breweries! 


RESULT: In no time flat, Schlitz soared from America’s fifth biggest-sell- 
ing beer company ... to NUMERO UNO! 


Hopkins described his strategy beautifully in his book My Life in Advertis- 


ing: 


————— —— 


nww.ma&epeuceroudpuckage.com 983 


fhe Ulttinare Desktop Copy Coach 
SSS TES 9S ESSE EA re AA 


Ae ie eae 


"This is a situation which occurs in most advertising problems. The 
article is not unique. It embodies no great advantages. Perhaps countless 
people can make similar products. But tell the pains you take to excel. 


"Tell factors and features which others deem too commonplace to 
claim. Your product will come to typify those excellencies. If others 
claim them afterward, it will only serve to advertise you. 


“There are few advertised products which cannot be imitated. Few 
who dominate a field have any exclusive advantage. They were simply 
the first to tell certain convincing facts.” 


Hopkins on Hopkins 


Although Claude C. Hopkins may be best-known for his Schlitz campaigns, 
he also pioneered sampling, the use of coupons, and replaced reckless claims 
with money back guarantees and much, much more. 


In fact, he reveals so many powerful copywriting techniques in My Life 
in Advertising and Scientific Advertising. nearly all of today's top writers still 
worship the ground he walked upon. 


If you have not read him ~ or have not read him lately — I strongly suggest 
that you surf over to Amazon.com and remedy this situation post-haste. 


Here are just a few gems from Hopkins’ gifted pen: 
On Salesmanship ... 
“Advertising is multiplied salesmanship. 


“Its principles are the principles of salesmanship. Successes and fail- 
ures in both lines are due to like causes. Thus every advertising question 
should be answered by the salesman’s standards.” 


~The only purpose of advertising is to make sales. 


“It is not for general effect. It is not to keep your name before the 
people. It is not primarily to aid your other salesmen. 
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"Figure it's cost and result. Accept no excuses which good salesmen 
do not make. Then you will not go far wrong.” 


“Many of the ablest men in advertising are graduate salesmen. The 
best we know have been house-to-house canvassers. They may know 
little of grammar, nothing of rhetoric. but they know how to use words 
that convince.” 


“When you plan and prepare an advertisement, keep before you a 
typical buyer. Your subject. your headline has gained his or her atten- 
tion. Then in everything be guided by what you would do if you met the 
buyer face-to-face.” 


On long copy vs. short copy ... 
"Some people say, ‘Be very brief. People will read but little.” 


"Would you say that to a salesman? With a prospect standing before 
him, would you confine him to any certain number of words? That 
would be an unthinkable handicap.” 


“Mail order advertising tells a complete story if the purpose is to 
make an immediate sale. You see no limitations there on amount of 
copy. 

“The motto there is, ‘The more you tell the more you sell.’ And it has 
never failed to prove out so in any test we know." 


"When you once get a person's attention, then is the time to accom- 
plish all you ever hope with him. 


“Bring all your good arguments to bear. Cover every phase of your 
subject, One fact appeals to some, one to another, 


“Omit any one and a certain percentage will lose the fact which 
might convince.” 


eee 


ww. makepeacerotaipackage.com 985 


The Ultimate Desktop Copy Coach 
€€——————M ÓÓMXMÓÓÓÀMMMÁÓÁ— rr CST 


On what mail-order advertising teaches ... 


"The severest test of an advertising man is in selling goods by mail. 
But that is a school from which he must graduate before he can hope for 
Success. 


"There cost and result are immediately apparent. False theories melt 
away like snowflakes in the sun. The advertising is profitable or it is not, 
clearly on the face of returns. 


“In mail order advertising there is no waste of space. Every line is 
utilized. Borders are rarely used. Remember that when you are tempted 
to leave valuable space unoccupied. 


“In mail order advertising the pictures are always to the point. They 
are salesmen in themselves. They earn the space they occupy. The size 
is gauged by their importance.” 


On the importance of specificity ... 


"Platitudes and generalities roll off the human understanding like 
water from a duck. They leave no impression whatever. 


"The weight of an argument may often be multiplied by making 
it specific. Say that a tungsten lamp gives more light than a carbon 
and you leave some doubt. Say that it gives three and one-third 
times the light and people realize that you have made tests and 
comparisons." 


On genius and hard work ... 
"Genius is the art of taking pains. 
"The advertising man who spares the midnight oil will never get 
very far.” 
On testing... 
"Almost any question can be answered, cheaply, quickly and finally, 
by a test campaign. 


“And that’s the way to answer them- not by arguments around a 
table. Go to the court of last resort - the buyers of your product.” 
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On negative advertising ... 


“Show the bright side. the happy and attractive side, not the dark and 
uninviting side of things. 
“Show beauty, not homeliness; health, not sickness. Don't show the 


wrinkles you propose to remove. but the face as it will appear. In adver- 
using a dentifrice, show pretty teeth, not bad teeth." 


On manipulative advertising ... 


“Any studied attempt to sell, if apparent. creates corresponding resis- 
tance.” 


Meet the Man Many Consider to Be the 
Other “Greatest Copywriter of All Time” 


Around the time Hopkins’ ads were making a stir from coast to coast. an- 
other legendary copywriter was finding his groove. His name was Robert Col- 
lier. 


Robert Collier was educated in a church seminary school and was expected 
to become a priest, but before taking his vows he decided against the life ofa 
clergyman and headed for West Virginia to seek his fortune. 


There he worked as a mining engineer, learning first-hand how to deal with 
both humanity, and the trials of life. He was a prolific reader, and the books 
in the mining company’s office, which included a series of books by Herbert 
Watson called Applied Business Correspondence and The Business Correspon- 
dence Library that he ordered specifically for this purpose. 


The coal company he was working for was falling on hard times. was 
desperate to spur sales, and he was elected to do so by way of a letter writing 
campaign. 


The results of these early efforts were outstanding. The company went from 
the brink of failure to one of the leaders in the industry — their sales and profits 
absolutely exploded. 


Later, the success of those letters inspired him to approach his Uncle's 
publishing company, P.F. Collier in New York City. His idea was to sell books 
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through the mail. Most of the brass there just laughed at the idea. They had al- 
ready tried on six different occasions to sell books through mail order without 


any success. One man there had burned through $25,000 to sell just 18 sets of 
books. 


Luckily he found a few sympathizers who had seen the results of his coal 
selling letters, and he was finally given a shot. 


At the time, Bruce Barton, another truly legendary figure in advertising, 
took Robert under his wing in preparing the very first mailings. Tom Beck, the 
top book salesman — one of those rare individuals who could sell anything to 
practically anyone — also gave him his full support in preparing the appeals that 
he would use in those letters. 


Collier was given a list of stale old names to mail to that had been returned 
from the sales department as unsalable. They dropped 10,000 pieces in the mail 
as a test, and when the returns started coming back, everyone's jaw dropped 
practically to the floor. 43⁄2 orders for every 100 pieces mailed! 


Imagine a 4.5% response on a set of $39 books. and that was in 1913. Since 
each mailing piece cost only 4 cents, each sale came back for under a dollar. 
That's a 3,900% return on investment! Needless to say, his little experiment 
was a runaway success. 


Collier also sold many thousands of the Harvard Classics — a five-foot 
shelf of books by Dr. Elliott — and his circulars on the O. Henry stories brought 
in orders for over two million dollars. These successes were followed by orders 
for over 70,000 books on The History of the World War. 


For some time Robert Collier had had the idea for a set of books on practi- 
cal psychology. He put this idea into action, working night and day writing 
the books. Within six months of publication of these books he received more 
than one million dollars-worth of orders for them. The books were entitled The 
Secret of the Ages. He sold over 300,000 sets of them. He also received thou- 
sands of letters telling of results obtained from reading the books — they really 
worked. 


His specialty was selling books; he believed that anyone who could sell 
books by writing letters or advertising could sell anything. A well-known set 
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of books that Collier sold was The Harvard Classics - The Five-Foot Shelf of 
Books. The appeal of the Harvard Classics was to be able to get a classical 
education without having to attend college. He also wrote advertising for O. 
Henry's books. including the beloved Giff of the Magi, and H. G. Wells’ The 
Outline of History. 


Collier also wrote successful sales letters and advertising for items like lug- 
gage, rain coats, overcoats and hosiery. 


In The Robert Collier Letter Book, Collier tells "How | did it.” It was first 
published in 1934. The appeals and techniques he used are just as effective 
today as when he employed them many years ago. Knowledgeable copywriters 
have considered The Robert Collier Letter Book to be an invaluable reference 
to have at their fingertips to create “salesmanship in print.” 


When the book went out of print. some students of advertising paid exorbi- 
tant sums to get their hands on this invaluable material. Now the Collier family 
is republishing this treasured volume in softbound and hardbound editions at 
very reasonable prices. 


Some of His Primary Secrets 


Collier explained that. in order to write successful advertising, the writer 
must “enter a conversation already going on in the reader’s mind.” He said 
that a successful sales letter should read like a letter written to your best friend 
about an exciting discovery you have made that he or she should benefit from, 
too. 


Collier on Motivations 


Collier believed that lurking beneath all purchase decisions are six prime 
motives. They are love, gain, duty, pride, self- indulgence, and self-preserva- 
tion. 


Collier on Appeals 


He believed that there are two primary reasons why a person takes out his 
wallet to purchase something: a) because he believes he will get something 
from his decision and b) because he believes he might lose something if he 
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doesn’t. This fear of loss is often a more powerful motivator than the desire for 
gain. 


Collier on Offers 


Collier was also one of the pioneers of the direct mail soft offer. His copy 
would often say something to the effect of this, "Don't decide now. Plenty of 
time for that later. Just fill in your height. your weight, and your collar size on 
the enclosed card, and we'll send you a Keep Dry Coat in your size. Try it out. 
Wear it for a week. Take it downtown and compare it with anything you can 
find in your local stores. Then decide.” 


These ads were outrageously responsive — and this is the same basic ap- 
proach used by direct mail titans like Rodale and Boardroom today. 


Yet Another Legend Pushes Our Graft Forward 


In 1926, the Twenties were Roaring ... and Claude Hopkins’ masterwork 
on copywriting — Scientifie Advertising — was the three-year-old bible for copy- 
writers everywhere. At this time, a raw young copy cub sat down to write an 
ad for The U.S. School of Music ... 


The 26-year-old copywriter’s name was John Caples and to this day, his 
headline for that ad, “They Laughed When I sat Down At the Piano But When 
I Started to Play!" is considered by most to be the Stairway to Heaven of the 
copywriting world. 


After this ad ran, things happened quickly for John Caples. Within one 
year, he had been recruited by the advertising giant BBD&O, where he spent 
the next 56 years creating world-beating ads. In 1973 Caples was elected into 
the Copywriters Hall of Fame and four years later into the Advertising Hall of 
Fame. 


How to Write Like John Caples 


Now, when asked to write an ad selling home-study courses to would-be 
musicians, most young copywriters would begin with the obvious. They'd cre- 
ate a simple, straightforward benefit headline — like: Master the Piano at Home 
in 30 Days ~ Without a Teacher! 
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But Caples instinctively knew better. He understood that mastering a musi- 
cal instrument is hard, time-consuming, frustrating work — and that nobody re- 


ally wants to put themselves through that drudgery. 


“So,” I can almost hear the young Caples asking himself, “why DO mil- 
lions still take piano lessons every year?" 


And I can almost bear him answering himself: "Because mastering an in- 
strument makes people more popular ... wins them the admiration and envy of 
friends ... and ultimately, brings them happiness." 


Mr. Caples recognized that his product was not a piano course — or even the 
ability to play. Those things were merely the means to an end. His real product 
was the admiration and respect of others. He was selling popularity and happi- 
ness! 


In short, Mr. Caples recognized that people buy for emotional reasons — not 
practical ones ... and that by appealing to his prospects’ most dominant resi- 
dent emotions, he had a shot at driving response to his ad through the roof. 


Now, even after coming to this amazing conclusion, Mr. Caples could have 
still chosen to write a straight benefit headline — like: “How to Be the Most 
Popular Guy at Any Party!” 


But again, Mr. Caples understood that simply describing bow popular musi- 
cians are wouldn't have the same emotional resonance as a vividly visual, first- 
person “true story” about how a goofball — a buffoon nobody ever dreamed 
could play — left his friends amazed ... breathless ... spellbound ... and ap- 
plauding wildly. 


Everyone reading the ad wanted to be that guy! 


And so, Caples ... 


l. Takes fully HALF of his ad space to seduce his prospects with an intrigu- 
ing, visual story of his personal triumph ... 


n 


Presents his product as doing all the work for the prospect ... without the 
laborious drudgery of practicing scales, in half the usual time ~ “Just read 
the list of instruments in the panel," he says, "decide which one you want 
to play and the U.S. School will do the rest." ... 


———————"— 
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"Can ke really ploy?” a gid x 
“Heavens eel” Arthur. axclaimed 
wrter pleyed a note an ku lije.” 


ey Laughed When I Sat Down 
At the Piano 
But When I Started to Play!~ 


RTRUR hid just played "The 
A Rosary." The room rang with ap. 

plause. I decided that this would be 
a drametic moment for me to make my 
debut. To the amazement of sll my 
friends, I strode confidently over to the 
piano and sat down. 


"jack is up to his old tricks," somebody 
chuckled. The crowd laughed. They 
were all certain that I couldn't play 
single note. 


"Can he really play?" I heard a girl 
whisper to Arthur. 


“Heavens, noi" Arthur exclaimed- 
“He sever played 2 note in all his life. . - 
But just you watch him. This is going to 
be good." 

,l decided to make the most of the 
situation. With mock dignity | drew 
out x silk bandkerchicf and lightly dusted 
off the piano keys. Then J rose and gave 
the reyolving pisno stool a quarter of a 
turn, Just as Ping Seen an anaro of 
Paderewski do in a vaudeville sketch. 


“What do you thick of his execution?” 
called a voice from the rear. 


“We're in favor of it" came back 
the answer, and the crowd rocked with 
laughter. 


Then I Started to Play 


Instantly æ rense silence fell on 
the gece = Thr huphter 
died o3 their lips ew il by mape 
1 ployed through the Brat few 
babe ot Beethoveni immortal 
Moonlight Sepete, T heard gap 
of amarcoeat, fricoda sat 
breathless =~ spellbound! T 

lI phred op and u | 
played I forget tbe people 
freund me. | forgot tbe hour, the 
place, the breathem fistevers, 
The die world } fived in 
seemed to lade — scored to 
pow dix—onreal, “Osi the 


, meon. 
intpirrà 
compor ^ di 


Pick Your 


musician himself were apesking to ct--spetking 
throueh the medium of mimic mer in wordi bur in 
thords. Not in sentence: bat in exquirite melodica! 


A Complete Triumph! 


Ax the bar nme of the Mooniizht Sonata 
Gied away, the room retounded 


rear el applausu Í found myse% munded by 
cacited faces. How my friends carried on! Meo 
stook my ‘hand — wildly congratulated me— 
in their enthusiasm! 

R with delight—plying me 


“Jack! Why didn't yos 
he th o o Where did 
yau lesmi—" How long k 
"Who war yout terther?” 


“I have bever even sien my chen" | replied. 
“And juet a share while ago } cosidn't play » note. 


"Qui your kidding," hughed Arthur, himarll sa 
accoemplihed pi “You've been avutying for 
yeara, ein tell.” 

“2 have bree studying only 1 short white.” 
i intisted, “I decided to keep Wok acento 
I could «erprbe af you folks 


Theo | told them the whole tory. 

“Have you ever heard of the U. S. School of 
Music!" F sated. 

A few of my friends nodded. “Thats a corres 
epondence school, isn't it?" they exclaimed, 


Exerry," i replied. “They have & new simpli 
$ed method that can teach you to play any iutrü- 
ment by mail in juet a few months.” 


How I Learned to Play Without 
a Teacher 


And ches I eiphintó bow for years | tad 
losged to play the pitno. 

“a few menthe apo. l coptinued, Ul 
sew as intercyeing xd for the U, $, School of 
Music—z new method of learning. 
to play vbich only cost a few ceata 
a day! The ad told how x woman 
had mastered the piano im ber 
apare time at home—tod mikon 
a ieecher! Beet of al, the 
wonderin] new method she used, 
required no laborious 
no kestfiaa exerted — 20 
some practising, It sounded 
pe copvincing thet I filled out 
the coupon requesting the Free 
Demoarirrtisn Lessee. 

"The free book ririved prompte 
ip and T started in thet very 
pight to study the Demonstration 
Lenon. È was emered to tre 
how cary it waa to pley thir pow 
way. Then | sat for tbt coure. 

“When the course arrived 1 


found it was jest ar thc ad said 
— x esy as ABC! And, tt 


the lenon c 


surd they pot exero snd 
Before i knew it d wai playing all the 


iecen 1 liked besu Nothing stopped me. Ecoslé play 
alfads of claesiex! numbers or jazz, si with equal 
cuc! And Í never did have any special talent 


. . n E 


Play Any instrument 
m now track youre! tc be an accom. 
plehed meaician— nrbt at home in bal the wu 
aime, You can't wrong mh tl 
method which already shonen 350.000 
opie hox to ply their faverite instrumente 
arget that old-fashioned idea thet you need special 
“talent.” jot read the fist of inatrumence tn the 
ancl, decide which one you want te play aod the 
J. $, Schna) will do the rest, And bear in mind nn 
milter which seetrument you choose, the emer in 
cath crc will be the sac ost a frw gente > day. 
No matter wheiker you are & mere beginnet or 
already a performer, you will be interested 
in leaning about this new and wonderfel meibod. 


Send for Our Free Booklet and 
Demonstration Lesson 

Thounnds of succesful studente never dreamed 
they poriessed muvieal ability watit iL war revealed 
to them by è remarkable “Musical Ability Tess 
which we arad catitely without cott with oor ie- 
teceniag free booklet. 

If you se is carnet about wanting to plar 
yout favorite icarumeat—l you really ment we 


a, end increase pont popularitysend 
t and Demonstration 


Right now we 


new srodeats. 
now bere it too inte to grip the benefits g 
this offer. instrumenta rupphed when needed. 
cash or credit. , S. School of Music, 163% 
Hrenewick Bidg., New York City. 


U. S. School of Music. 
1831 Brunawick Bldg. Now TER GTA 

ast, Ér book, “Muc acne 
Per Uus Manes Tu introdnctios by Dr. 
Frazk Crane, Demonatraticn Lermon and enrticile t 
of your Special Ofer, [am ipterceted in the follow: 
ing counser 


Have you above fustrameat? esses 


Name. 


Picsee write phinty) 


Addrets. 


CHI. eee ras 
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3. Removes a possible objection by dispelling the myth that you need a spe- 
cial talent to play ... 


4. Adds a credibility element by mentioning that the U.S. School of Music 
has taught 350,000 people to play their favorite instruments ... 

5. Trivializes the price (without mentioning it) by saying it's only a few cents 
a day ... 

6. Offers a free "music test” and demonstration lesson, “no cost — no obliga- 
tion"... 


7. Adds an urgency element, saying this is a special offer for a limited num- 
ber of new students and urges prospects to respond “before it’s too late." 


Caples on Caples 


Lucky for us, Mr. Caples left us a treasury of his ad-writing wisdom in 
Tested Advertising Methods (Prentice Hall Business Classics) (1932), Advertis- 
ing Ideas (The History of advertising) (1938) and Making Ads Pay (1957). 


One thing, though — they won't do you one damn bit of good until you 
study them! So if you haven't read these bibles of direct response and copy- 
writing — or if it’s been a while since you immersed yourself in Caples’ wisdom 
— T urge you to order them NOW! 


Here are just a few of the gems you'll discover in John Caples’ books ... 
Caples’ Three-Step Approach to Creativity 


1. Capture the prospect’s attention. Nothing happens unless something 
in your ad, your mailing, or your commercial makes the prospect stop 
long enough to pay attention to what you say next. 


N 


Maintain the prospect's interest. Keep the ad, mailing, or commercial 
focused on the prospect, on what he or she will get out of using your 
product or service. 


o2 


Move the prospect to favorable action. Unless enough "prospects" 

are transformed into “customers”, your ad has failed, no matter how 
creative. That's why you don't stop with A/A (Attention, Interest/Ac- 
tion), but continue right on with testing. 
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Caples on Headlines 


"If ihe headline doesn't stop people, the copy might as wei] be writ- 
ten in Greek.” 


“Ifthe headline of an advertisement is poor, the best copywriters in 
the world can't write copy that will sell the goods.” 


“They haven’t a chance. Because if the headline is poor, the copy 
will not be read. And copy that is not read does not sell goods.” 


"On the other hand, if the headline is a good one, it is a relatively 
simple matter to write the copy.” 


Caples’ Three Classes of Successful Headlines 


“Advertisers who work with keyed copy find the majority of their 
most successful headlines can be divided into three classes: 


“1. Self-interest. The best headlines are those that appeal to the 
reader benefits. They offer readers something they want — and get 
from you. For example: 


ANOTHER $50 RAISE 
RETIRE AT 55 


*2. News. The next-best headlines are those that give news. For 
example: 


NEW FEATURES OF THE FORD TRUCK 
DISCOVERED - A NEW KIND OF HAND CLEANER 


*3. Curiosity. The third-best headlines are those that arouse cu- 
riosity. For example: 


LOST: $35,000 
ARE YOU PLAYING FAIR WITH YOUR WIFE? 


Caples’ Five Rules for Writing Great Headlines: 


7]. First and foremost, try to get self-interest into every headline you 
write. Make your headline suggest to the readers that here 1s something 


eal 
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they want. This rule is so fundamental that it would seem obvious. Yet 
the rule is violated every day by scores of writers. 

72. If you have news, such as a new product, or a new use for an old 
product, be sure to get that news into your headline in a big way. 

“3. Avoid headlines that merely provoke curiosity. Curiosity com- 
bined with news or self-interest is an excellent aid to the pulling power 
of your headline, but curiosity by itself is seldom enough. 


"This fundamental rule is violated more often than any other. Every 
issue of every magazine and newspaper contains advertising headlines 
that attempt to sell the reader through curiosity alone. 


“4. Avoid, when possible, headlines that paint the gloomy or nega- 
tive side ofthe picture. Take the cheerful. positive angle. 


"5. Try to suggest in your headline that here is a quick and easy way 
for the readers to get something they want. 


“In using this last suggestion — as mentioned previously — be sure to 
make your headline believable. Here is the headline of an advertisement 
that was tested by a correspondence school: 


TO MEN AND WOMEN WHO WANT TO WORK LESS AND 
EARN MORE 


"This seems to sum up in a few words what people have wanted ever 
Since the world began. Yet the advertisement did not bring many replies, 
probably because the headline was unbelievable. It seemed too good to 
be true. 


Caples on the Three Kinds of Copy to Avoid 


"1. Poetic Copy: There is a type of copy so poetically worded that 
the chief impression the reader receives is, ‘The person who wrote that 
piece is certainly a master word juggler. 


72. Affected Copy: There is a type of copy that sounds as if it were 
written by a college sophomore in order to produce an intense effect on 
the reader. This copy depends on extravagant phrases rather than on real 
thought or feeling. 


—————————— 
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"Here is an example taken from a jeweler’s advertisement for star 
sapphires: 


NOCTURNE 


Soft Sapphire ... Tt is like a cup of night blue, dazed with moonlight 
and soft shadows, and it bears a promise of the sky. For in its depths stir 
he six arcs of a veiled silver star ... eager to fling their beauty to the 
night. 


73. Unbelievable Copy: Copy that strains the credulity of the intel- 
igent reader is not as effective as it was years ago. 


"Most of the advertisers who procured sales through exaggerated 
and unbelievable claims have been reduced to using 60-line space in a 
ew ofthe cheaper publications. or they have gone out of business en- 
irely. 


One of the Most Important Ever 
Ad-Writing Breakthroughs Is Born ... 


Rosser Reeves was nothing more than a gleam in his daddy's eve when Al- 
bert Lasker hired Claude Hopkins as his chief "salesman in print" in 1908. 


... In fact, Lasker and Hopkins were already shouting product benefits in 
their headlines and ad copy on the very day Reeves was born in 1910. 


Nineteen years later — after leaving the University of Virginia in 1929 (how 
depressing!) — Rosser Reeves set out to become a newspaper reporter. How- 
ever, being an astute and ambitious young man, Rosser quickly realized he 
could make much, much more money in advertising. and promptly moved to 
New York. 


By 1940, a 30-year-old Mr. Reeves had been named VP and copy chief at 
the Ted Bates ad agency, where he did his most famous work: Still-memorable 
TV and print ad campaigns for Viceroy, Anacin, Carter's Little Liver Pills, Lis- 
terine and Colgate toothpaste. 


Impressed? Get this: In 1952, Reeves’ unique approach to creating TV spots 
was used to help send General Dwight D. Eisenhower to the White House! 


p PO—————————Ó——————————A————————— d 
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The Bates guys obviously knew which side their bread was being buttered 
on — and named Mr. Reeves Chairman of the Board in 1955. 


Wow — at just 45 years old, Reeves was chairman of one of the world's 
largest ad agencies! 


How did he do it? Reeves answers that question in his 1961 best-seller, Re- 
ality in Advertising ... 


Evolutionary — NOT Revolutionary 


Looking back over his work, it's clear that Reeves was heavily influenced 
by Albert Lasker and Claude Hopkins. Rosser was a firm believer that to be ef- 
fective, advertising must present the product's benefits in a compelling way. 


What Rosser did was distill and adapt the concept of “Salesmanship in 
Print" to accommodate short-copy print ads and even shorter copy TV spots. In 
fact, I guess vou could say that Rosser Reeves is the father of the modern-day 
sound bite! 


Now before we consider Rosser’s astonishingly powerful secret, let's try to 
keep two things in mind ... 


First, Reeves was no direct response guy. His job was to create memorable 
print ads and TV spots — ads that consumers would remember when they were 
shopping (or voting!). 

Second, unlike Lasker and Hopkins, much of Reeves ad copy was done for 
30-second TV spots — so longer copy extolling product benefits was definitely 
out. 


And there was a crucial third element that led Rosser to discover the 
Unique Selling Proposition: As Reeves recounts in his classic, Reality in Ad- 
vertising ... 

“A story goes that old Calvin Coolidge, sitting patiently in a stern little New 


England church, listened attentively to a minister who had preached steadily 
for two hours. A friend, later, asked him what the sermon was about. 


“Sin, said Coolidge. 


"" What did he say,’ persisted the friend. 
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"He was against it.’ said Coolidge. 


“The story has a value to advertising men, for it illustrates a reality prin- 
ciple made crystal clear by a study of hundreds of penetration case histories. 
The principle is this: 


“The consumer tends to remember just one thing from an advertisement 
— one strong claim, or one strong concept." 


And so... 


Given his mission to have consumers REMEMBER his product when shop- 
ping, and ... 


The fact that TV and magazine ads severely limited his ability to present a 
full reason-why sales argument, and ... 


The fact that consumers only remember one thing from each ad anyway ... 
... Rosser hit upon the idea that made him famous: 


Select the ONE benefit that lifts your product head and shoulders above the 
competition ... distill it into a memorable slogan or Unique Selling Proposition 
... and repeat it — mercilessly ~ in your advertising! 


According to Reeves, a USP is a memorable statement about a product that 
is... 


Unique: A claim that no competitor can make about his product — or failing 
that, that no competitor happens to be making about his product. 


A Selling Proposition: The “reason why” the prospect should buy your 
product — or as Reeves put it. "buy this product, and vou will get this specific 
benefit." 


Mr. Reeves also maintained that USPs can be communicated either with 
sales copy or with a photo or other illustration — and that they should be power- 
ful enough to sway brand-loyal customers to your product. 


The results of Rosser's insight were explosive. In his years at the Bates 
agency, Reeves created Unique Selling Propositions (or USPs) that sent his cli- 
ents’ sales rocketing into the stratosphere. 


———————— 
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No wonder: Reeve's ads made it impossible NOT to remember his clients’ 
products — and not just when shopping, either! 

Rosser's black & white TV spots claiming "The milk chocolate melts in 
your mouth, not in your hand" and "Helps build strong bodies 12 ways" go 
back a HALF-CENTURY AGO - and to this day, those slogans instantly blast 
images of M&Ms candy and Wonder Bread onto the little TV screen into the 
brains of baby boomers. 

You have tons of Unique Selling Propositions stuck in your brain, too. Let's 
see what happens when I say ... 

"Fresh, hot pizza delivered to your door in 30 minutes or less," 

I bet “Dominoes Pizza" sprang to mind — right? 


How about ... “When your package absolutely. positively HAS to get there 
overnight." 


BANG! The name “FedEx” pops into your brain. 


No doubt about it: If you're limited to short copy ... if you're not asking 
prospects to order now ... if you're pinning your hopes on prospects remem- 
bering your product when shopping ... Unique Selling Propositions work! 


Why Reeves’ USP Approach Sometimes Fails Direct Marketers 


Now, don't get me wrong here ... everyone should have tremendous respect 
for Rosser Reeves. 


If every creative director and copywriter on Madison Avenue was required 
to memorize Reality in Advertising — and slapped silly every time he or she 
violated its precepts — the major agencies would explode their mainstream re- 
tail clients’ sales and market share in no time flat. 


But did Mr. Reeves ever intend for us direct tesponse ad writers to adopt his 
objective of making the prospect “REMEMBER JUST ONE THING?" 


Heck no — and for four reasons: 


1. Reeves was limited in that his mandate was to create ads his prospects 
would REMEMBER when shopping because they were not being asked to 


Se 
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order now. But we direct response marketers ask for the sale NOW — by phone, 
return mail or by asking prospects to click a link. 


That means, we're freed from the mandate to create promotions that our 
prospects will remember. 


In fact. if a prospect doesn't buy your client's product, you'd just as soon 
he forgot he ever heard of it! Otherwise. when you send him a new promo, he's 
likely to think, "Oh - this is the thing I already decided NOT to buy" — and 
trash that promo before he gives it a fair chance. 


2. Reeves was often limited to one-page print ads and 30-second TV spots. 
But in direct response marketing. we generally have plenty of room or time to 
present all the reasons why prospects should buy. 


And that's good; because in test after test. 24-page self-mailers generate 
more new customers at a lower cost than shorter #10 component packages ... 
long landing pages sell more stuff than short ones ... and 30-minute infomer- 
cials are more cost effective than 30-second spots. 


3. Reeves? USP approach limited him to presenting one benefit and burning 
it into prospects’ brains through repetition in his headlines, body copy and tag 
lines. 


But as we have seen throughout this course, each product we sell offers 
dozens, perhaps scores of benefits: Practical and emotional benefits ... positive 
and negative benefits ... current and preventative benefits — and more. 


For most of us, hanging our hopes on promotions presenting a single USP 
would be silly. 


4. Reeves’ short-form ads appeared to be just what they were: Ads. That 
was OK — they shot straight into the brain before the page or the channel could 
be changed. 


But we're confronting our prospects with longer copy. And many of us 
have found that disguising our promos as value-added reports — “Advertorials” 
~ and/or appealing to the prospect's fears, frustrations and desires in our head- 
lines is often far more effective than shouting a USP. 
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Fast Forward te the Present 


A lot happened between the days of Rosser Reeves and our present time, 
more than I can possibly cover here. But I want to give you a brief little history 
of our direct response niche — including Clayton’s role and accomplishments 
in it — so that all the different names and references in this course make more 


sense to you. 


One of the direct response giants I’ll mention in this course is called Ro- 
dale. Rodale was started in 1923 by the two brothers J.I. and Joe Rodale, who 
published humorous and health-related magazines from a floor of their dad’s 
company. It began to pick up steam in the 1940s with the publication of books 
and magazines on organic gardening. 


Over the years, Rodale began to attract the top copywriting talent of its day. 
One of these writers was named Gene Schwartz, who I mention dozens and 
dozens of times throughout this course. Rodale's powerful line of books and 
their gutsy soft offers, combined with Gene's amazing skills at selling books, 
was a match made in heaven. 


Throughout the years Rodale grew and grew, expanding into mainstream 
magazines and books, like Prevention and Men's Health. And they continued 
to attract world class copywriting talent ... guys like Gary Bencivenga, Jim 
Rutz, Clayton, Jim Punkre, Parris Lampropoulos and many others. Today it's 
estimated that Rodale does at least $500 million in annual sales. 


Another company you should know about is Phillips Publishing. Phillips 
began in 1974 with two newsletters — The Retirement Letter and The Pink 
Sheet on the Left. Through the wise direct marketing savvy of Tom Phillips and 
later Bob King, it began to grow and attract top copywriting talent. 


Its product range began to grow into more financial newsletters and later 
health. By the 1990s, traditional health newsletter were struggling. But health 
wasn’t the problem. it's that the market was desperate and starving for natural 
health. 


This Is Where Clayton Comes In 


When Phillips found a promising new doctor — a highly vocal natural health 
M.D. named Julian Whitaker — they promptly flew Clayton out to meet him. 
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Clayton was skeptical about its success but took the assignment to promote the 
newsletter anyway. It was called Health & Healing. 


The promotion that he wrote, with the headline “Give Me 90 Days and I'll 
Help You ...” became a blockbuster success. And the follow-up promo with the 
headline “Forbidden Cures!” was one of ihe most successful direct response 
promotions of all time. All in all, they mailed nearly 100 million pieces. 


Even more importantly, Phillips saw the opportunity to begin selling nu- 
tritional supplements via direct response. Newsletters like Health & Healing 
became a way to build a customer list, so that they could then make even more 
sales and profits to those customers. Eventually, Phillips became so success- 
ful at this. they started an entire new company called Healthy Directions. This 
company does hundreds of millions in sales each year ... has a whole line of 
top doctors with newsletters and supplements ... and. to this day, hires many of 
the best copywriters in the world. 


After Phillips. Clayton freelanced a little and then eventually found another 
solid gold client waiting to explode: Weiss Research. Dr. Martin Weiss had 
already begun working with another copywriting legend named Dan Rosenthal 
(who had mentored Gary Bencivenga at his agency in NY). When Clayton 
came in, they were ready to take off. 


Through the power of his blockbuster customer acquisition promotions. 
Weiss became the largest $99 financial newsletter in the country. While com- 
petitors were mailing several hundred thousand pieces each month, Weiss was 
mailing millions! 


Two Last Companies to Profile 


The last company mentioned frequently in this course is Agora Publishing. 
Agora was started by a brilliant direct marketer and copywriter named Bill 
Bonner. Bill was the brains behind the famous International Living promotion 
that we've discussed in-depth in this course. 

Eventually, Bill came into contact with another direct response genius 


named Michael Masterson. With his help, they expanded both their health and 
financial divisions radically and in short order. To this day, Agora does nearly 
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$300 million in annual sales — and probably more on the Web than any of the 
other big name direct response companies. 


If fact, vou've probably already come into contact with Agora via some of 
their subdivisions - AWAT (American Writers and Artists Institute) and Early 
1o Rise. Both offer amazing products and do a fantastic job of teaching the di- 
rect response principles they've used to grow. 

Beyond Agora, the other major mailer vou must know about is Boardroom. 
Started during an interview between Martin Edelston and Gene Schwartz, 
Boardroom has become the premier 10096 soft-offer company in the world. 
They publish newsletters and books on health. investment, retirement. smart 
money management and more. And none of their promotions require a single 


dollar upfront! 


Partly because of the types of the products they offer. and partly because 
Gene Schwartz was present as part of their company from day one. Boardroom 
relies heavily on ‘fascination-based’ approach to copy. We've profiled a lot of 
winning Boardroom promotions throughout this course, and you'd recognize 
them by their heavy dose of ‘blind bullets.’ 


Through the amazing leadership of Brian Kurtz. Boardroom continues to 
grow and expand its presence offline and online. They’re very picky about the 
copywriters they select, and that's why — when you get a Boardroom promotion 
in the mail — you can almost always be assured that it's of exceptional quality. 
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Glossary of Terms 


i smesso 


ave you ever heard marketers throw out 
industry jargon — and yet you didn't have 
a clue what they're talking about? I have 
... and it's frustrating. Because then it be- 
comes hard to follow everything else they're saying. 


This glossary is the answer to that problem. In it, 
you'll find tons of the most popular (and important) 
terms for a direct response marketer to know. 


Also, each definition comes with an extended ex- 
planation — so that you not only know what it means, 
vou actually understand the concept. Reading and 
studying this glossary will dramatically strengthen 
your knowledge base — and make you a more fune- 
tional, more successful writer and marketer. 
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Action Devices 


Copy planted throughout a direct mail package that urges the reader to respond 
immediately — typically by calling a toll-free telephone number or completing and 


returning the response device (order form). 
Actives 


1) Members or subscribers who have not yet expired. 2) Customers who have 
made purchases within a given time frame. In many companies, active customers 
are defined as customers who have made a purchase in the preceding 12 months. 


Acquisition Cost 


The cost associated with generating a new customer. Example: If we spend $500 
10 mail 1000 pieces and get a 1% return that’s 10 customers- our Acquisition Cost 
is $50 per customer. 


Advertising Metium 


Refers to the specific way in which your ad is delivered to the prospect. Examples 
of different mediums are the mail, TV, radio, the Internet, billboards and more. 
The medium in which your ad is run plays a huge role in everything that you 
consider in the process of creating a promotion. 


Mivertorial 


The process of blending advertising with free information. The term is literally 

a synergy between the words ‘advertisement’ and ‘editorial’ — and it developed 
when advertisers realized that if they made their ads look like editorial articles, 
and provided the prospect with valuable free information, readership would be 
increased, And not only readership but response increases, because the valuable 
information drives the prospect deeper into the ad. This makes him more likely to 


buy. 
For more on this process, see Chapter 22 on Copywriting for Information Products. 


Advocate 


When you stand up for your prospect, or when your editor or spokesperson 
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stands up for him, this is referred to as advocacy. Clayton is a firm believer in the 
editor or spokesperson being an advocate for the prospect — that he demonstrate a 
commitment to the prospect’s needs, feelings, challenges and well being. Many of 
the examples in this course refer to figures Clayton has written for — such as Dr. 
Martin Weiss or Dr. Julian Whitaker — who are strong advocates for the prospect. 
Both are extremely committed to the prospect's safety and success, even if it 
means going up against some of the strongest, most powerful institutions in the 
world, 


Affiliate 


An Internet marketing term used to designate a company or individual who 
promotes your product for a percentage of sales. For example, a company may 
put one of your banner ads on their site, and then collect a percentage of the sales 
that ad leads to. Or an affiliate may send out e-mails for your product Jaunch to 
their list, and collect as much as 40-50% of the sales from the product. Affiliate 
marketing is powerful precisely because it’s so win-win: You get to access large 
quantities of target prospects without paying money upfront. You only pay after 
you make sales. So there’s little or no risk to you. Your affiliate partner gets to 
sell your product without the cost of product development, overhead or any of the 
other expenses that go along with running your business. 


Believe it or not, you can actually use the copywriting skills you develop 

from this course in order to garner affiliates. And that's because it's still about 
persuasion ~ and you'll need to follow a very similar process when attempting 
to sell them: You'll research and understand their needs and desires ... you'll 
get clear on the benefits they’re looking for (usually to make as much money as 
possible. with as little work as possible!) ... you'll prove how, just by promoting 
your product, they can make more money ... and you'll close the deal, getting 


them to sign up and mail out your promotions. 


Appeal 


Another way of talking about a benefit. Some of your benefits will have a stronger 


appeal to target prospects than others. 


Assignment 


A term for a copywriting job or project. 
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Attrition 
A reduction in response to a promotion or mail list due to repeated usc. 
Average Unit of Sale (AUS) 


Most direct response offers have multiple options for buying. For example. many 
nutritional supplement offers give the prospect the choice of buying one bottle 

... three bottles ... or up to six or even twelve boules. Of course, he'll be given 
discounts and additional gifts for purchasing more at once. Average Unit of Sale 
refers to the overall average dollar value of the orders that come in. 


For example, let's say you run a certain promotion and that 500 prospects make 
a $50 purchase ... 1.000 prospects make a $150 purchase ... and 1,500 prospects 
make a $300 purchase. That's 3,000 orders and a total of $625,000. Divide the 
total by 3000 and you'll see that the Average Unit of Sale is $208. 


On the other hand, lets say that another promotion pulls in 2000 orders at $50 ... 
1,000 orders at $150 ... and 1.000 orders at $300. That's 4,000 orders and a total 
of $550,000. That makes the Average Unit of Sale of $137. This is something 

to keep in mind when tracking response and working with clients, because the 
second promotion got higher response but a lower Average Unit of Sale. In the 
end, the Average Unit of Sale is more important than the response percentage. 


Awareness 


Refers to how aware the prospect is of his desire for the benefits your product 
offers. This idea was introduced by Gene Schwartz, because your ad — especially 
your headline — must address the prospect’s level of awareness. Please see 
Chapter 11 for an in-depth discussion of this concept. 


Backend 


When you make a sale. you've officially converted a prospect into a customer. 
Any additional sales you make to that same customers are part of what's called 
the backend. This is a powerful and essential concept in direct marketing because 
it’s incredibly expensive to acquire a new customer, and it’s very difficult to profit 
from that first sale. But making additional sales to that same customer is much 
less expensive and much more profitable. For more on this, see the definitions for 
Customer Acquisition and Breakeven. 


—— ————————————————————————————M 
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Banner Ad 


A small ad — with a visual component and headline - that’s placed on a website. 
A banner ad can and should be carefully tracked for how many clicks it produces: 
as well as, the percentage of those clicks that actually resulted in sales or opt-ins. 
Which raises another point: The goal of a banner ad is usually to drive a prospect 
to a sales letier/landing page with the hope that the sales letter will convert him 
into a buyer. But other times. it may be used to send the prospect to a squeeze 


page, where the copy attempts to get him to provide his name and e-mail address. 


Bangtail Envelope 


An envelope with an extended flap or extra flap containing the response device. 
Behavior 

See Buying Behavior. 
Belieis 


The beliefs your prospect holds that influence his buying decision. He may 
believe strongly in natural health ... he may believe that drugs are inherently 
destructive ... he may believe that Wall Street is dishonest and out to nip him off 
... the list could go on forever. This is a key part of understanding your prospect. 
because what he thinks and how he acts will strongly influence his response to 


your promotions, 
Benefits 


What your product or service really brings to the prospects life. A benefit is 

all about the positive impact your product has, one of the many ways his life is 
improved by buying and using your product. Fundamentally, people buy things 
because they benefit from them in some way. The process of clarifying and then 
showcasing your benefits goes to the very heart of direct response advertising. For 


a more in-depth discussion of this idea, see Chapter 4. 


Big Selling idea 


The powerful, unique idea that drives your promotion. There are virtually an 
infinite number of possibilities for your Big Selling Idea. But it's purpose is 
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simple: If you can get your prospect to believe in this idea, it's much easier to 
get him to buy your product. Some examples that have worked well ... Natural 
"Pennies-a-Day" Cures that Make Expensive Drugs and Medical Procedures 
Obsolete ...Billions of Dollars in Free Money Is Being Given Away by the 
Government — And You're QUALIFIED ... and so on. See Chapter 6 for much 
more on this. 


Bill Enclosure 
Promotional material enclosed with a bill. an invoice or a statement. 


Billboard 


As in billboarding your benefits. This is a loose term for when you showcase a group 
of related benefits on the cover of your promotion. For example, many of the magalog 
examples in this course have groups of connected benefits on the front cover, and the 
purpose of these cover benefits is to pull the prospect into the promotion. 


Bingo Card 


Reply card inserted in a publication. Used by readers to request literature from 
companies whose products and services are either advertised or mentioned in 


editorial columns. 
Bizon 


An informal expression for the “business opportunity’ market. This is the market 
where prospects are sold on the possibility of making more money through some 
kind of new venture — whether it be real estate or Internet marketing. 


Blind Bullet 


This is the kind of bullet intended to tease the prospect about a secret revealed 
inside your product. This kind of bullet is absolutely crucia] when selling 
information products, such as books, courses, manuals, newsletters and more. For 
example. here are some blind bullets from a successful Boardroom promotion ... 


m Reverse “incurable” brain-aging safely and almost instantly! 
This newly researched amino acid has even been shown to improve 
your mood, too. Page 6 
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m Get $100 just for changing a lightbulb? Yes, this little trick adds 
up to big money! Page 56 


= How to beat soaring pump prices. FREE GAS! Hardly anyone 
knows about this voucher program. Page 50 


You get the point. The goal of these little ‘blind bullets’ is to get vou so curious 
about the secret promised, you can’t help but order the product. This type of 


bullet, among others, are covered in incredible depth in Chapter 15. 
Body Copy 


The middle part of your promotion, between the lead and the closing copy. This is 
where you make your argument ... expand on your benefits and then prove them 
... keep your prospect's attention and interest in a peak state ... until he's ready to 
make a buying decision. For how to write and construct winning body copy, see 
Chapter 14 and Chapter 15. Chapter 14 will show you how to structure your body 
copy with a powerful argument. Chapter 15 will help you make your copy fast- 
moving. easy-to-read and explosive. 


The process where you establish trust and rapport with your prospect. This 

takes you OUT of the role of a salesman, and into the role of trusted friend and 
advocate. The premise is simple: People always prefer to buy from those they like 
and trust. To find out exactly how to accomplish this. and radically boost your 


response in the process, see Chapter 21. 
Bottom Line 


The name that runs through Boardroom's main newsletter publications: Bottom 
Line Health ... Bottom Line Personal ... Bottom Line Retirement. These 
publications are referenced throughout the course, because many of the top 
writers in the world have written for them. 


Bounce Back 


A flyer or other promotional material designed for insertion into a package in 
which products are delivered. 
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BRE 


A simple. postage-paid Business Reply Card that's used as a response device. 
Normally. the customer's name and address are already printed on it. To place an 
order, the customer just detaches the card and drops it in the mailbox. 


A posiage-paid Business Reply Envelope that comes with the promotion. The 
customer uses it to send in the order form and payment. 


Breakeven 


The strategy whereby you intentionally choose not to profit when acquiring a new 
customer. The savviest direct marketers bring in as many new customers until 
they hit right around the breakeven point — and they avoid making profit on these 
promotions — because they have a powerful backend system in place designed to 
maximize the profit from each of those new customers. 


Breakthrough 


This is a loose term that marketers use for a big discovery or “aha!” that heavily 
impacts their success or results. As you learned in Chapter 1, the invention 

of the magalog was a breakthrough at the time for direct marketers because it 
radically improved response rates on direct mail promotions. There are many 
other examples: The first successful infomercial was a breakthrough that's led 

1o billions of dollars in sales ... Clayton's discovery that dominant emotion 
headlines often work best was a breakthrough ... the list goes on. This course is 
built upon the many breakthroughs that have occurred in direct response over the 
years. so that you can begin applying them and achieve breakthrough successes of 


your own. 
Bullets 


Marked by the little symbol that separates them from running text. these are 
little sentences (or series of sentences) that present a benefit. and often tease the 
prospect with an element of intrigue and curiosity. Bullets play a huge role in 
Information Publishing and Information Marketing, because they enable you to 
sell the benefits of the information in a much more exciting and fascinating way. 
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Chapter 16 gives you a complete discussion of bullets. 


The process where you attempt to get the prospect to buy a more expensive 
version of your product, or another product — at the point of sale. For example. 
imagine you are buying something online. The page where you're finalizing your 
order asks you if you'd like the ‘deluxe’ version for another $39 — or if you'd 
like to try a related program for 30% off the normal price. This act of making an 
additional offer to bring in more revenue at the point of sale is called a "bump." 
because you're bumping the prospect up to a higher level of purchase. 


Burst 


A graphic device often used next to photographs of products or premiums. 
containing value or offer statements: “A $39 Value. FREE!” 


Buying Behavior 


Observable patterns of behavior you see in your prospects that govern their 
buying decisions. For example, you might see that your customers buy more 
from e-mail campaigns than sales letter pages. Or you might observe that your 
customers are looking for more in-depth, higher ticket programs that do much 
of the work for them. There are a million possibilities, but any time you see 
consistent purchasing patterns in your prospects or customers — you have an 
example of buying behavior. 


Gail te Action 
An informal term for when you push your prospect to act on your offer. You could 
use expressions like ... “Send for your free trial offer, TODAY” ... “order today 
and you'll receive 5 free gifts” ... "call now before you forget" ... and many 
more. This is a very necessary part of closing copy, which is discussed extensively 
in Chapter 17. 

Geli[s] 


A portion of a promotion used for testing purposes. When testing several 
headlines for example, each headline is mailed to a set number of names. These 
names are referred to as a cell. 
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Charter Offer 


This is the name for the first time a company offers a new produet or service to 
the prospect. The product itself may not be new, but it’s the first time the prospect 
has had a chance to buy it. Its used most often in the newsletter industry. but 
applies elsewhere. 


Claim 


Another word for promising a benefit. The advantage of using the word ‘claim’ 
sometimes is that it makes it clear that you need to back it up with proof. 

Many marketers simply think they can present a benefit and then that’s all. But 
when you realize that a benefit is just a claim, you understand that you must 
immediately back it up with proof for it to be believed. 


Glaim Density 


This is the term Gene Schwartz introduced — it refers to the depth of the promise 
or claim you're making. ‘Depth’ is when your promise is well targeted to his 
desires ... it’s quickly followed or joined to proof ... has a strong emotional 
component ... and fits well with every other aspect of your promotion. Following 


B 


the steps laid out in this course naturally gives your claims ‘density. 
Close 


The final stage of your promotion, where your copy pushes for the sale. The 
goal of the close is to take all of the interest and desire that's been activated in 
the prospect, and then get him to take action on the offer. This process mimics 
what good salespeople do in person, they carefully guide the prospect to making 
a purchase decision that’s in his best interest. The process is quite a science, and 
you can get a full breakdown of it in Chapter 17. 


Closing Cony 
The copy that’s used in the close. 
Coding 


A series of letters and or numbers printed on response devices that tell the 
marketer which list and/or creative test cell generated cach order. 
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Cold 


As in 'Cold List’ or ‘Cold Prospect.’ This refers to when the prospect or list has 
no prior relationship to you, your product or company. The term ‘cold’ is another 
way of saying that there’s no bond or rapport between you and the prospect. As 
you might guess, this type of prospect is much harder to sell than a ‘warm’ or 
‘hot’ one. See also ‘Hot’ or ‘Warm.’ 


Competition 


The name for any company or product that offers the same or similar benefits that 
you do. To wuly be considered ‘competition’ they must be a viable alternative to 
what you offer, and they must advertise in the same or similar mediums that you 
advertise in. Chapters 1, 2 and 3 provide the best information about how to study 
your competition in a way that assures your success. 


Continuity Offer 


Very similar (often identical) to the "Negative Option,” a continuity offer is 
one where the prospect gets billed each month. Sometimes it can simply be for 
a defined period of time. such as 12 months. Other times, it will keep going 
indefinitely unless he cancels. 


Control 


The most successful current version of an ad for a product is called the “control.” 
It’s the ad that’s been tested and proven to vield the highest response or average 
unit of sale. Other ads are often tested against the control in order to beat it. When 
anew ad outperforms the current control. it becomes the NEW control — and 

runs until a better performing ad comes along. This process leads to a natural 
optimization of response and overall success. 


Conversion 


An Internet marketing term that describes the process of converting a website 
visitor into a customer. True to the fundamental tenets of direct response 
advertising, this process is entirely measurable using tools like Google Analytics 
and others. For example if you know that you have 50,000 unique visitors each 
month. and you make 500 sales to new customers each month, you're converting 
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1 out of 100 visitors. In other words, your conversion ratio is 1%. 


Cony 


The sales message used by direct response marketers to compel prospects to 


purchase their products and services. 
Copywriting 


The process of writing advertising. As a buyer of this course, you're already 
familiar with this term. Still, it’s good to be able to accurately describe what you 
do to others who ask (especially because they'll assume vou do some sort of 
legal work!). ANY wording that takes place within an advertisement, whether it's 
direct response advertising or otherwise. is considered ‘copy.’ And the process of 
creating those words is called ‘copywriting. 


CoQ10 


This is a very popular heart health and energy supplement — referred to multiple 
times in this course — which Clayton. John Newtson. myself and other top writers 
have written promotions for. 


Cost Per Inauiry (CPI 


Total cost of a lead production promotion divided by the number of leads or 
inquiries generated. 


Cost Per Order (GPO) 
Total cost of promotion divided by the number of orders generated. 


Cost Per Thousand [GPM] 


1)Total cost of a promotion divided by how many thousands of impressions were 
made. A mailing costing $100,000 that mails to 200,000 prospects has a CPM 

of $500/M ($500 per thousand). 2) CPM is also applied to components of total 
promotion cost, such as mail list rental, printing costs, postage costs, etc. 


Credibility 


Anything you do that increases the feeling of legitimacy and overall 


SE S ——————————— ——— 
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trustworthiness in your prospect. With so many companies promising the moon 
and then under-delivering (or sometimes outright lying). prospects have become 
increasingly skeptical of advertising. Many times. they begin with the assumption 
that you're NOT telling the truth. But the proper use of credibility elements — such 
as testimonials, track records, endorsements, a guarantee, and many more — helps 
readers to believe and trust in what you're promising. Chapter 5 gives you 18 
distinct ways to bolster the credibility of your advertising. 


Cross-Selling 
Selling a promotion across the board to other demographic lists within the house. 


Customer Aequisition 


The type of promotion that has the direct goal of acquiring new customers. The 
goal of a customer acquisition promotion is NOT to make a profit. it’s to bring 
in as many new customers as possible at break even or less — and then let the 
backend products make the profit. 


For example, many of the top direct response information publishers — such as 
Phillips, Agora, Healthy Directions and others — have introductory newsletters 
written by experts. Some of them give financial advice, others give health advice, 
certain ones are focused on retirement and saving money. and so on. 


These newsletters usually range from $39 to $199 — and they’re not designed to 
immediately make money. The promotions selling these newsletters are called 
“Customer Acquisition” packages because they get sent out to new lists, in order 
to bring new customers into the company’s pipeline. Once the prospect buys that 
first newsletter, the company usually begins selling them progressively higher 
priced items (also known as the ‘backend’). 


Many of the promotions referenced in this course fall into the category of 
Customer Acquisition. And many of the top writers cited in this course have spent 
much of their time writing these kinds of promotions. That’s because the markets 
they sell into are highly competitive. the cost to acquire a customer is high and 
only the very best copy will do, 


On the Internet, an example of a Customer Acquisition promotion would be a 
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very low-priced product — such as a $19 e-book. It’s hard to make any real kind 
of money on such a product these days, but bringing a new customer into the 
company's database creates wonderful backend opportunities to sell products 
for $99 ... $299 ... $499 ... or more ... monthly continuity programs and more. 
These can be VERY profitable. 


Customer File 


This is your company or client's list of customers. Many companies do little or 
nothing with their customer file. which is a tragedy. That's because using the 
proper breakdown and promotional strategy with your customer file can make 

vou an absolute fortune. The top direct response marketers break up or ‘segment’ 
their customer file according to purchasing patterns, so they can modify their 
promotional strategies accordingly. This is what allows the highest possible 
response on backend promotions, and leads to explosive growth and profits for the 
company who does it. 


Customer Record 


A computerized record of a customer's name. address. telephone number, credit 
card numbers, buying history, etc. 


Customer Surveys 


Where you poll your customers, often through the Internet, to find out their 
interests, desires, problems, concerns, hopes, dreams, objections and more. The 
goal of such surveys is to get to know your customers on a much deeper level, 
create products and advertising that better matches them, and make much more 
money in the process. One great resource for doing this online is 


www. surveymonkey.com, 
Data Card 


Most major direct response mailers store information about their target prospect 
on what’s called a data card. This card contains relevant information about their 
average age, sex. habits, buying behavior and purchases, income and more. If you 
choose to work for a company that uses direct mail, be sure to ask them for the 


data card. 
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Database 


A collection of customer records containing vital information about each customer 
or prospect. 


Database Marketing 


Also known as House File Marketing. Promotions that are sent to existing 


customers. 
Deck Gony 


The copy right below the headline, which ... expands on the headline ... further 
stimulates his interest .., and attempts to drive him into the heart of your 
promotion. Sometimes deck copy is followed by teaser bullets, other times the 
promotion goes right into the “Dear Friend” type of salutation. 


De-Dune 


A process by which duplicate names are removed from a mail list prior to mailing. 
De-duping is also called a "merge-purge." as names from all lists to be used 

are merged into one large file and then the duplicates are purged in order to cut 
postage and printing costs. 


Demographics 


Similar to what you'd find on a "Data Card,” this often includes the age range, 
gender, income range, geographic segment, hobbies (and a few other things) of 
the past buyers of your product or service. The demographic data is often your 
starting point for knowing your prospect. 


Desires 


What your prospect wants, related to product and area of expertise. For example, 
if you sell nutritional supplements, you will consider your prospect's health 
desires and how your product fits in. If you sell gardening books, you will 
consider your prospect’s gardening desires. And so on. As human beings. we 
literally have an infinite number of desires — but for the purposes of copywriting. 
only the relevant ones count. 


Chapters 2 and 4 extensively discuss the issue of desire in a very actionable way. 
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Differentiate 


When you hear the word ‘differentiate’ in marketing, it’s referring to the act of 
making your product or service appear different. It first came from a classic book 
written by Jack Trout called, Differentiate ar Die. and the premise was that only 
the companies who differentiated themselves well enough to stand out would 
survive. 


Dimensionalize 


Not a word you'll ever find in a traditional dictionary. Rumor has it this term was 
invented by marketing guru Jay Abraham. It refers to the process of drawing out 
and expanding on something. For example. to *dimensionalize' a benefit (see the 
term *Dimensionalized Benefit below) would be to take it and expand it in vivid 
detail. To dimensionalize a fear would be to expand and flesh it out on a much 
more graphic and impactful level. 


Dimensionalized Benefit 


This is the specific category of benefits, where a vivid and compelling picture 

is painted. Chapter 4 spends a great deal of time on how to take a basic benefit 
and dimensionalize it. The purpose of doing this is so that the prospect can better 
imagine and mentally experience a key benefit of your product or service — 
BEFORE he orders it or tries it out. The goal of this kind of benefit is to put your 
prospect into a world where he vividly and seductively experiences the amazing 
effects of using your product or service. 


Direct Mail 


The type of marketing and promotional strategy that uses mail to acquire new 
customers, and sometimes uses mail to sell backend products to those customers. 


Direct Mail Package 
This is another name for a product promotion that’s sent out via direct mail. 
Direct Marketing 


Promotions that target a specific audience based upon demographic and/or 
psychographic traits. 


el 
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Direct Response Marketing 


The business wce'rc in. Direct response marketing is the type of marketing that 
attempts to elicit a ‘direct response’ from the prospect. In other words, an action. 
That action may be to give up his e-mail address, subscribe to a newsletter, come 
to a car lot for a test drive or call an 800 number and buy the new ‘hard abs’ 
product being sold on TV. This form of marketing is rooted fundamentally in 
testing, tracking. overall optimization of response and profits for the company 


using it. 
Dominant Resident Emotions 


Aterm Clayton invented and popularized, which refers to emotions found in the 
prospect that are both ‘dominant’ and ‘resident.’ By ‘dominant.’ he's talking about 
the strongest emotions that prospect is experiencing, relevant to the product he’s 
selling. And by ‘resident’ — he means that which is deep and long-standing in the 
prospect. An example of dominant resident emotions in a health prospect would 
be anger and betrayal anytime an authority lies or misleads him (like the FDA 

or pharmaceutical companies) and the feeling of freedom and power that comes 
tom being in charge of one’s own health and body. The word ‘resident’ applies 


because these feelings are not fleeting. thev’re predictable and constant — and can 
be harnessed for explosive results in your advertising. See Chapter 10 for much 
more on this topic. 


Doubling Date 


The date at which a marketer typically has received half of the total revenue a 
promotion will produce. Doubling dates are used to predict the final result of each 
list and creative test cell in a mailing, thus enabling marketers to plan subsequent 


promotions more quickly. 
Downsell 


This is when you make a lower priced offer to prospects who failed to take 
you up on your original offer. For example, imagine that you had a list of 
50,000 people that you promoted a $1000 Internet marketing product to. 
1000 responded and you made revenues of approximately $1 million. If you 
went back to the 49,000 people on your list who DIDN'T buy with a reduced 
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version of your product for $197. that would be considered a ‘downsell.’ 

The advantage of downselling is that you've already done lots of work in 
attempting to cunvert your prospect into a customer ... why not use that work 
and momentum to see if he'll take a lesser version of what you're offering. 
The beauty here is that you often make a bunch of money that you would have 
otherwise left on the table. 


A loose term for any kind of competitive advantage. For example, this course 
gives you a distinct ‘edge’ over other writers who don’t have access to this info. 
Building proof and credibility into your product gives it an edge over others 
selling similar things. 


Editor 


The person who writes and oversees a newsletter. Because newsletters and 
newsletter promotions are such a big part of our industry, certain editors have 
become very famous and we use their names a lot. If you were to write sales copy 
for a large company like Boardroom. Agora, Phillips, Healthy Directions. Weiss 
Research and others ~ you may end up promoting a newsletter. In that case, you'd 
need to get to know the editor, his or her viewpoint, tone, beliefs, style and more. 


E-mail List 


Direct response is very much about list marketing. And a big part of what we 

do online is build e-mail lists of targeted prospects through squeeze pages, joint 
ventures and more ... establish a relationship with people on that list ... and then 
sell them our products and services. Building a list on the Internet is a science in 
and of itself, and for skills like that ] suggest you check out the website of a top 
Internet marketer, like Rich Schefren www.strategicprofits.com. 


E-mail Marketing 


This is the process by which you communicate and promote to your target 
prospects via e-mail. It works best when you’re able to build a large list of 
qualified prospecis and then make offers to them, based on your knowledge of 
their psychology, feelings, buying behavior and more. 


_ a aL 
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Often times, you may ask them to place their order directly from the copy within 
the e-mail. Other times, you may use the e-mail to drive them to a landing page. 


Then the landing page will attempt to sell them on your product or service. 


Everything you're learning in this course applies to e-mail marketing, though 
you will need to study Internet marketing in much more depth if you want to 
maximize your success with e-mails. 


Emotional Benefit 


This is the positive feeling that a prospect gets from buying your product or 
service. It can be anything from the desire to feel cool ... feeling superior to his 
buddy ... the greed of making a killing in the market ... and more. Emotional 
benefits are often the strongest reasons why someone makes a buying decision, 
so it pays to carefully study how your product's benefits impact the prospect 
emotionally — and how you can tigger these emotions throughout your copy. 
Chapter 4 shows you exactly how to do this. 


Emotions 


It’s often said that “People buy on emotion. and justify with logic.” Which 
means it’s crucial that your sales copy always trigger the strongest, most relevant 
emotions for driving your prospect to action. Chapter 2 teaches you how to study 
your prospect and uncover his strongest relevant emotions ... Chapter 10 teaches 
you how to capture this emotion effectively in your headline ... and your FREE 
gift, Emorional Trigger Words, is virtually a complete course on how to use 
emotions effectively in your advertising. 


Entrepreneur 


The term we often use for a business owner. While this course is targeted more 
to copywriters and marketers, entrepreneurs can use this information to better 
recognize good copy ... refine and enhance existing promotions ... help the 
copywriters working for them to improve ... and more. 


Exchange 


An agreement between mailers to exchange an equal quantity of mailing list 


names. 
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Exnire 
A customer or subscriber who is no longer aetive. 
Fascination 


See also the definition for ‘Blind Bullet.’ This is a term that I believe Gene 
Schwartz invented to describe how certain bullets are designed to fascinate the 
prospect so intensely, he’s forced to respond. The complete art and science of how 
to do this is detailed in Chapter 16. 


Features 


he specific trait or attribute of your product. Every feature is worth noting, and 
the point of listing out your features is to convert them into benefits. Remember 
also that not every feature will have a benefit to the prospect. For example. one 
feature of a book may be that it’s 75 pages long — but there’s not really a benefit to 
that. But another feature may be that it offers twelve 30-day meal plans. That one 
has immense benefit to the prospect. Chapter 4 shows you how to convert your 
important features into the best possible benefits. 


Feeling 


Used most often to describe what the prospect is experiencing on an emotional 
level. Because people are so often governed by what they’re feeling in the 
moment, understanding what your prospect feels is key to your success. 


File 
See Customer File. 


First Glass Mail 


This is a higher grade of mail than many bulk mailers use. Clayton often advises 
his clients to mail their promotions via first-class mail because it allows the 


copywriter to list the full dollar value of the premiums. 


Flat Benefit 


An occasionally used expression that describes when a benefit fails to excite or 
intrigue a prospect. He reads it and has little to no reaction ~ it’s “flat.” 


———————Ó———ÓÓÓÓÀ————ÓÉÉ———— 
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Format 


This is the way in which vou deliver your advertisement. In direct mail. some of 
the most common formats are the standard envelope ... the jumbo envelope ... 
the magalog ... the tabloid ... the bookalog ... and sometimes the flyer, postcard 
or brochure. Obviously, the format you choose for your advertisement is going to 
heavily impact your writing process and overall strategy. For example. a magalog 
or bookalog requires much more copy than a 8-12 page sales letter. 


Another format possibility is a space ad that runs in magazines or newspapers. 
The size you have available for your space ad is going to determine what you'll 
be able to say, and how much you can say. 


On the Internet. you can deliver promotions via e-mails ... landing pages ... using 
amore traditional website. 


The more clear you are in the format you're going to be using, the better you'll 
be able to adapt and adjust your writing process accordingly. See Chapter | for a 
lengthier discussion on the subject of format. 


Front-end 


The opposite of the ‘back-end.’ this is another way of talking about customer 
acquisition. Front-end products are usually cheaper and not designed to make a 
profit; rather, their purpose is to bring in new customers that can be profitably sold 
backend products. 


Fulfilment 


The delivery of the product or service to the customer. 


Functional Benefit 


This is a type of benefit that’s worded in terms of what it does for the prospect. 
This is a very important stage in your benefit writing process because it's the point 


ai which your product comes to life. For example, some nutritional supplements 


contain an ingredient called enzymes. 


Tt actively brings value to the prospect. See Chapter 4 for more information about 


this. 
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Geographic 


Selection or division of a mail list or other advertising medium along geographic 
lines. Geographic selects may be by state, county, metro area, city or zip code. 


Guarantee 


Your risk-relief device ~ often coming at the end of a promotion — that allows 

the customer to get his money back should he be dissatisfied with your product 
or service. There are many different possibilities here — you can have one that's 
short (30 days) ... or long (one year) ... conditional or unconditional ... and 
much more. In fact, there are 10 different specific steps vou can follow in order to 
strengthen your guarantee which you'll find in Chapter 18. 


Hard Offer 


An offer where payment is required upfront. Most offers fall into this category, 
For a contrast, see the definition of a ‘soft offer.” 


Headline 


The gateway into your ad. this is what many advertising gurus throughout history 
believe is the most response-impacting aspect of what you do. There have been 
limes. in major advertising campaigns, they ve seen a lift in response by up to 
15-20 times just from a change to the headline. The purpose of your headline is 
simple: a) to grab your prospect’s attention ... and b) to get him to read the next 
sentence in your ad. Obviously, this is much easier said than done and coming up 
with the perfect headline is something writers spend days — even weeks — working 
on. You can learn much more about writing winning headlines in Chapters 9, 10 


and 11. 
Headline "Block" 

A term for when you struggle to come up with a winning headline. 
Health and Healing 


The most famous natural newsletter in existence. Written by Dr. Julian Whitaker, 
it was the first heavily promoted natural health letter. Clayton launched it in 1991, 


and it became one of the biggest successes in direct response history. 
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Hat List 


This term sometimes refers to you or vaur client’s list of hottest customers or 
prospects. If you're talking about a ‘Hot List’ of customers. you're talking about 
the customers who've purchased the most from you — and who've made the most 
recent purchases. If you're ialking about prospects. your hot list would consist of 
prospects who've demonstrated the most interest and qualified themselves best. 
For example, people who sign up for an early notification list of a product release 
are much hotter than others. In contrast to a ‘cold’ prospect the term ‘hot’ signifies 
how much more likely and ready this prospect is to make a purchase with you. 
It’s important to remember that prospects don't stay hot’ forever. so you must 
capitalize on them being in this state as quickly as possible. 


House File 


A mailing list containing records of all active customers. expired customers and 
inquirers. 


Human ature 


Used in our industry to refer to common, predictable patterns of human behavior. 
When marketers talk about human nature. they're referring to how understanding 
people increases your success in selling to them. And it’s true: The more you 
understand people and how they act, the better you can predict and guide their 
actions. 


Inbound Telemarketing 


The process of handling incoming calls from customers or prospects. 


information Marketing 


The process of selling information-based products. Many of the greatest 
opportunities for copywriters and entrepreneurs are in creating and selling 
information products. There’s no relationship between the cost to produce them 
in the price — CDs that cost $2 to produce could be sold for $200 or even $2000. 
This provides the opportunity for outrageous profits. Also, there’s an art to 
selling these kinds of products — one that involves the use of a lot of bullets and 
fascinations. Many of the examples throughout this course are of promotions 
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selling information products — so study them closely to see exactly how it's 
done. 


Infomercial 


A direct response ad that plays on TV. Usually about 30 minutes long, 
infomercials are designed to look and feel like a ‘show.’ Throughout the show, 
information about the product and its benefits are delivered to the viewers. And 
about every 5-7 minutes. a more condensed sales pitch for the product — whether 
it’s an ab roller, magic cookware, a miracle chopper or anything else - wil! be 
presented with a call to action and an 800 number. 


While there are some key differences between writing an infomercial and a print 
or Web promotion, much of what you're learning in this course still applies. 
You're going to need to grab your prospect's attention ... sell him on your benefits 
... prove those benefits ... keep him interested long enough to reach the point 
where you get him to act on your offer. Just watch some successful infomercials 
and you'll quickly recognize many of the techniques you're learning in this 
course. 


Inquirer 

A prospect who has requested more information about a product or service. 
Insert 

Promotional piece placed in an outgoing package or invoice. 
installment Offer 


This is the kind of offer where the customer is allowed to make payments rather 
than pay the full cost of the product in advance. Installment offers mean the 
prospect has to fork over less money upfront, reducing his risk, and often boost 
overall response. They're certainly worth testing and you can learn much more 
about this kind of offer, among others, in Chapter 3. 


Institutional Advertising 
This is the kind of advertising you DON'T want to run. It attempts to build up the 
name or brand image of the company, rather than elicit a response. Institutional 
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advertising is never tested, and therefore is almost always a complete waste of 
time and money. Many advertising agencies will attempt to convince unsuspecting 
companies to run these kind of ads, because they're more "creative." The good 
news is that simply reading this course all but guarantees you 1] never be able to 
use this kind of advertising, ever. 


intuition 
See Marketing Intuition. 
Joint Venture 


This is where you partner up with another person or company who has access to 
prospects for your product or service. For example. if you're selling an arthritis 
supplement and you know of a website that has compiled a large list of people 
who are interested in arthritis, you could joint venture with them. By partnering 
with them and sending a promotion to that list. you'll take advantage of their 
relationship with prospects. You'll make much more money in the process ~ and 
they'll usually get a cut of the sales or profits you make. So they benefit as well. 


You can use joint ventures to build up your list and acquire new names, or you 
can directly send promotions 10 someone else's list and give them a percentage of 
the sales. There's quite a bit you can do in this area. but it extends well beyond the 
scope of this course. If vou Google the term "joint ventures.” you'll come across 
some very good resources on the subject. 


Key Code (Key) 


Group of letters and/or numbers, colors, or other markings, used to measure the 
specific effectiveness of media, lists, advertisements, offers, etc. 


Landing Page 


The is the term Clayton and his clients use for a long copy sales letter on the 
Internet. You'll recognize these pages by the headline on top of the page, and then 
the long scrolling page that ends with the guarantee and order button. Much of 
the direct marketing that’s done on the Internet is an attempt to drive prospects 

to a landing page. The landing page (sales letter) is then supposed to convert that 
prospect into a customer by getting him to buy the product. 
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Lettershop/Mailhouse 


Company which performs the mechanical details involved with mailing including 
addressing, imprinting, collating, inserting materials into envelopes, etc. 


Lifetime Value 


The total revenue a customer will generate for a company. May be expressed as 
total gross revenue or total net revenue. 


Lift 
A simple term used to designate an increase in response. Sometimes, by making a 
simple change in your copy. you can get a ‘lift’ of 10%. 20% or more. 


Lift Note 


The little additional inserts that go inside a direct mail envelope. They’re designed 
to increase the selling power of a direct mail promotion. Your lift notes can 

be based on your guarantee, testimonials, a personal message and many other 
possibilities. The process of writing lift notes is valuable. even if you don't write 
direct mail. because it can be easily adapted to the Web for greatly increased 
success. For more on this. see Chapter 19. 


Limited Time Offer 


This is an offer made with a strict time deadline. This adds urgency to the offer, and 
often increases overall response. Offers are covered in great detail in Chapter 3. 


List 


This is one of the most essential aspects in direct marketing. In fact, 
copywriting legend Gary Bencivenga has demonstrated that the list is the 
second most crucial part of a direct response promotion, behind the offer. You 
see, the list is the group of prospects your promotion gets mailed to. In direct 
mail. list selection is an elaborate and highly scientific process that involves 
entire departments aud list brokers. Targeted lists get mailed the promotion and 


then response is measured. 


On the Internet, lists are gathered using joint ventures, opt-in boxes and squeeze 
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pages. Then that list is marketed to using e-mails and landing pages. 


On an advanced level, marketers will segment their list. separating prospects 
according to what they've purchased ... how recently they've purchased ... and 
how much they’ve purchased. This allows you to be much more systematic in 
your promotions. and often leads to dramatically higher response. 


When writing your promotion, studying your list is a big part of knowing your 
prospect. You must carefully consider the list your copy is going to before 
getting started. 


Long Cony 


The is the term for extended direct response promotions — often going 12. 16. 

24 pages or even more. There’s often a debate. especially on the Internet. about 
whether long copy works better than short copy. In the mail, most tests have shown 
that long copy outperforms shorter copy. On the Internet. it's contextual. There are 
times when long copy works best — especially when the prospect has no knowledge 
or awareness of the product. But other times. when the prospect is more aware of 
the product and its benefits — shorter, offer-driven copy works better. 


Mail Bate 
The date a mailing is delivered to the post office for processing. 


Mail Order Buyer a 


Someone who orders and pays for a product through the mail. 


Mail Preference Scheme [MPS] 


Aservice where consumers can request to have their names taken off or added to 


lists. 
Margin 


The gross profit on sales derived by subtracting the cost of goods sold from gross 


revenue, 


Market 


The group of target prospects for your product or service. As you learn in Chapter 
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2, it requires significant research and analysis to fully understand your market, its 
trends, what's working best right now, and any other factor that influences it. 


Marketer 


We use this term most often to signify someone who works professionally as 

a consultant or business builder — not merely a copywriter or entrepreneur. 

A marketer generally doesn’t write copy himself, he works to apply tactics 
and strategy to a business in order to increase its performance. Still. we're all 
marketers in one sense — because it’s impossible to write copy or grow a direct 
response business without a certain level of marketing understanding. 


Marketing Intuition 


This is the process of being able to instinctively know how a prospect is going 

to think, feel and respond. While not something you can consciously practice. 
marketing intuition comes from experience in working with prospects, markets 
and the principles taught in this course. The advantage is HUGE: It allows you 

lo instinctively recognize winning products and ideas before others ... to avoid 
wasting time on things that aren't going to work ... to be more accurate in all 
your advertising efforts, because you intuitively know what the prospect wants 
and needs. Clayton is a perfect example of this in the investment market right 
now, he’s so in tune with the prospects and so on top of what’s happening on Wall 
Street each day, that he can instantly recognize whether something will succeed or 


fail with his prospects. 
Mass Market 


When a product is almost universally appealing to people, or at least is desired 

by a large percentage of the mainstream population, then marketers will often 
refer to it as ‘mass market.’ To understand what this looks like. think about the 
difference between a self-help course that uses hypnosis and brain wave therapy 
and one created by Anthony Robbins. The one using hypnosis and brain wave 
therapy is going to appeal to a much smaller group of people who are interested 

in that — a ‘niche market.’ Whereas the Anthony Robbins product is based on 
basic motivational stuff — it’s so widely appealing that it can be sold effectively on 


infomercials. 
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Matte Finish 


Dull paper finish without gloss. 
Mature Market 


This refers to a market with lots of competition, and highly sophisticated 
prospects. Mature markets are much more difficult to sell products into because 
the prospects have heard all the claims and have become more distrustful of 
advertising. With all the competition, it’s much harder to stand out. This is one 
reason why you see so many examples in this course from the health and financial 
markets. Because these markets are so mature and difficult, companies are forced 
10 hire top copywriters in order to defeat the competition. See also the definitions 
for ‘Maturity’ and ‘Sophistication.’ 


Maturity 


Designates how evolved a market is. The weight loss market is the perfect 
example of one that’s highly mature. Over the last century, prospects have 

been hit with virtually every possible type of promise, and every possible “new 
discovery." Because of that. the burden of proof and uniqueness is much, MUCH 
higher than it would be in a less mature market. You must understand the level of 
maturity or ‘sophistication’ in your market before you can conquer it. 


Mechanism 


Also referred to as Mechanism of Action, this is the unique vehicle by which 
your prospect can achieve your benefits. A new dietary system is a mechanism for 
delivering the benefit of weight loss. The same goes for an herbal “fat blocker.” 
Same benefit, but different mechanisms. Revealing the mechanism adds overall 
believability to your promise, because it gives your prospect a glimpse into 
exactly how he’s going to achieve the benefit. Mechanisms are especially needed 
in competitive markets, because it’s what allows you to stand out and appear 
unique to your prospects. Looking back to the example of weight loss, new 

diets and weight loss products can succeed if they promise a strong and exciting 


enough new mechanism. 
Medium 


See Advertising Medium. 


A 
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Merue-Purue 
See "De-Dupe." 
Momentum 


The amount of power and intensity found in your body copy. Copy that reads 
quickly and easily ... copy that you just can't put down because you just gotta 
keep reading ... this is copy with momentum. The advantages of writing body 
copy with high levels of momentum are that your readership increases, more 
of your prospects make it to your order form ... and you sell more product as a 
result. Chapter 15 gives you 11 different secrets to increase the momentum of 


your writing. 
Hegatiue Option 


The type of offer where the prospect gets billed automatically each month 
unless he cancels. That's why it's called ‘negative’ — he must actively negate his 
membership or subscription to stop being billed. 


Nesting 


Placing one enclosure within another before inserting them into a mailing 


envelope. 
Net Name Arrangement 


An agreement where the list owner agrees to accept adjusted payment for less 
than the total names shipped to the list user. (e.g. pay for total names mailed after 


duplicates are eliminated). 


Net Sales 


This is a little different than profits. “Net sales” usually refers to the total revenue 
generated by sales of a product, minus fulfillment and marketing costs. That 
means that if you're selling a course on the Internet for $500 ... you sell 500 in a 
month ... production and fulfillment costs you $25,000 ... PPC advertising costs 
you $50,000 ... your net sales number for the month is revenue ($500 x 500 = 
$250,000) minus costs ($75,000). That means net sales for the month is $175,000. 


p€——————————ÁÁÁàÓÀ————————————— n — HC 


1034 www.makepeucerotalpackage.com 


Glossary of Terins 


As a copywriter working under a typical Internet royalty arrangement, you would 
have made about 10% of that. which is $17.500. 


New Customer Acquisition 
Promotions designed to attract new customers. 
Newsletter 


Often used as a vehicle for customer acquisition. this is a publication direct 
response companies put out in order to build relationships with their products 

... and then sell them further products down the line. Many print newsletters 
delivered in the mail also come with other offers from the company. Take 
Alternatives newsletter written by Dr. Dave Williams, it often comes in an 
envelope filled with other offers for natural products and supplements — items the 
reader of the newsletter is qualified and likely to buy. 


Niche Market 


The opposite of mass market. A niche market is a narrowly defined. specialized 
subject of interest that you can sell products into. The term ‘niche marketing’ has 
become something of a cliché in recent years, but the overall concept is solid: 
Pick a well-defined group of prospects ... understand them on a deep level ... 
create products specifically tailored to their most urgent desires ... and then sell 
to them, outmarketing your competition. Many of the opportunities you'll have 
as a copywriter will be to write for markets like this, and this course gives you 
virtually all the tools you need to understand a niche market and then write top 
notch quality copy for products and services being sold to it. 


Nixie 
Undeliverable names on a mailing list. 


Nith Name 


Method of selecting names from a larger file to create a smaller but geographicaily 
similar file. If a large file has 100,000 names and a mailer wants to test only 
20,000 of them, the list wovld be sorted by zip code and every fifth name would 


be selected for testing. 
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Nutritional Supplements 


These products, which includes vitamins and countless other nutrients, are cited 
throughout the course. Selling nutritional supplements via direct response is a 
big business, and it can be challenging. But it’s also very lucrative for people like 
Clayton, Carline Anglade-Cole, Kent Komae and others. 


Offer 


The complete “deal” you're presenting to your prospect. Your offer includes 
your main product, your free gifts and premiums, the price and delivery 
details. Many consider this to be the single most important factor in your 
success With a promotion, because it’s the heart of what you’re selling. 
Chapter 3 covers the subject of offers from A to Z. See also, Hard Offer, Soft 
Offer, Continuity Offer. 


Opt-in 


This is the act of a prospect choosing to get on your e-mail list. It’s an essential 
step in direct response marketing on the Web, because it allows you to build a 
qualified list ... legally. Sending out e-mails to prospects who have not officially 
opted in to your list and given you permission to contact them is called spam, and 
is against the law. 


The good news is that you can use everything you Jearn in this course to persuade 
the prospect to opt-in to your list. You will grab his attention ... promise him 
benefits that he cares about ... tell hina what he gets by giving you his name and 
e-mail, whether it's a valuable newsletter, free reports or anything else ... and 
then get him to take action. For more about the process of copywriting to win 


someone's e-mail, see the definition of a ‘Squeeze Page." 
Oral Chelation 


This is a supplement referred to multiple times in the course. This natural product 
helps bind to plaque in the arteries. and helps prevent heart and brain disasters, 
among many other things. It’s notable because it’s one of Clayton’s biggest 
winners in the supplement market — one variation of the same copy that he wrote 
ran for over three years and paid him over seven figures in royalties. 
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Outbound Telemarketing 


Calls that are placed by a marketer, as opposed to inbound telemarketing where 
the customer calls in first. 


Package 


Another word for a promotion or long copy advertisement. Used most often to 
refer to magalogs and tabloid style direct mail promotions. 


Past Promotion 


This is a term for a former test or control promotion that’s no longer running. 
As we discuss in Chapter 2. studying past promotions is a fantastic way to get to 
know your product, prospect and market — and helps you to quickly adjust your 
efforts according to what's worked well in the past. 


Pay up 


When you make a ‘soft offer’ (see the definition) to prospects. you've got to wait 
and see how many people actually end up paying for what they ordered. The 
amount of money that comes in relative to what should have been paid, is called 
‘pay up.” For example, if 1000 people ordered and 710 paid — the pay up would be 
71%. 


Personalization 


The use of the prospect’s name, address or other information in the text ofa 


promotion. 
Persuasion 


At the very heart of the advertising process, all serious marketers study the 
process of persuasion. Knowledge of what moves people and how to best 
persuade them not only makes you a great salesperson, it makes you a much 
more effective, powerful human being. One of the best resources on the subject 
is cited in Chapter 17. called Influence: The Psychology of Persuasion by Robert 
Cialdini. I urge you to read it, as well as other books and materials you can find 
on persuasion. Everything presented in this course is designed to make your 


advertising more persuasive. 
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Piggy-Back 

An offer that hitches a free ride with another offer. 
Poly-Bay/Pniy-Wrap/Plastic Wrap 

See through plastic bag used instead of an envelope for mailing. 
Pop-Up 

A web page that pops up on top of the page a prospect is viewing. 
Pop-Under 


A web page that appears beneath the page a prospect is viewing and becomes 
visible when that page is closed. 


Positive Acceptance Statement 


A recitation of the product's most compelling benefits. often used at the beginning 
of response device copy. 


Positioning 


How you set up your product or service to be mentally perceived by your 
prospect. The term originally came from a legendary marketing book 

called. Positioning: The Battle for Your Mind by Al Ries and Jack Trout. 

It explains how people naturally categorize products and services in their 
mind. for the sake of simplicity and convenience. Because of this, they tend 
to only remember the leader in each category — the company or product that 
establishes itself as FIRST. For example, Coke is the leader in soft drinks ... 
Xerox is the leader in copiers ... Red Bull leads the energy drink category ... 
and so on. 


This is a concept Clayton has used to make himself and his clients a fortune 
over the years, by establishing new categories when necessary — and then , 
placing his client's product at the top of that new ladder. He did this for Dr. 
Julian Whitaker, who became the leader in revealing natural cures — and with 
Dr. Martin Weiss, who became the #1 guardian of investor safety. 


The term "positioning? can also be used very similarly to the idea of USP, 
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where 1-2 sentences help describe where the product, spokesperson or 
company stands in the marketplace — and what makes him or her unique. For 
cxample, Internet copywriter Michel Forün has done a good job of positioning 
himself as the "Top Copywriter on the Web” and he has a slew of testimonials 
to that effect. Positioning is something that happens, whether you want it to 

or not, so it pays to think carefully about how you can control the process. 
Figure out how you want to position your product. your company and vou as 
an individual for maximum uniqueness and overall impact. 


Premium 
A free item offered to a potential buyer. 


Problem 


Refers to the problem a prospect faces, which will hopefully be solved by your 
product or service. Looking closely at the problem(s) your prospect wants solved 


can be one of the most powerful things you do — because it helps tell you what 
his strongest, most urgent desires are. Then, when you position your product or 
service as the solution to that problem — the single best way to fulfill his core 


desire(s) — your chances of success are exponentially increased. 


A brilliant marketer once pomted out to me: Nearly all of the most successful 
direct response promotions, both online and off, address urgent problems the 
prospect faces. When your product is clearly the best possible solution to that 
problem, you're off to the races. 


Product 


Whatever you're selling to the prospect. It can be physical — like a book, a 
nutritional supplement. or a DVD player ... it can be digital ~ like an e-book or 
an audio recording ... the possibilities are endless. The key things arc that you 
always select great products to work with. and that you thoroughly study your 
product inside and out. For more information in this area, sec Chapter 2. 


Profits 


i your OV ^ i fit is 
The difference between your overall revenue and costs. Sometimes pro 
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calculated purely on the basis of a product or a promotion. For example, you 
might sell $2 million worth of supplements and vour overall cost — between 
mailing/advertising expenses and the cost of fulfilling the orders — is $1.3 million 
dollars. So that’s $700.000 in profit. However, this is not your bottom line profit 
number, as there are usually many other costs involved to run your business 

and operate. So you'll need to differentiate between the net profit per promotion 
numbers and your end of the day or end of the year profit numbers. 


Project 


Another word for the advertisement you're writing. It can also be called an 
‘assignment’ or ‘work.’ Use whatever terms helps you to be most productive. 


Promotion 


The word used throughout this course for an advertisement. It comes from the 
verb “to promote’ — because you're essentially exposing as many qualified buyers 
to your product or service as possible. You're getting the word out, and closing 
sales in the process. 


Proof 


The process by which you back up and support the claims you make in your 
promotion. Advertising is much like making an argument. It’s one thing to claim 
something is true that supports your case ... but where's your evidence? Why 
should the other person believe what you're saying is true? To win an argument, 
you need proof for each key point. That's your evidence. and to the extent that 
you can prove desirable promises in your sales copy — the more successful you'll 
be. Copywriting legend Gary Bencivenga believes proof is the single most 
significant factor in increasing response, given how skeptical prospects have 
become these days. Read his bullets (www.bencivengabullets.com) and you'll find 
wonderful accounts of the power of proof. Also, be sure to study Chapter 5 over 
and over again ... because it’s probably the most detailed breakdown of the topic 
available today. For more info, see also ‘Credibility.’ 


Prospect 


The term we use (and probably overuse!) for the best candidates for our product 


e 
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or service. To be considered a prospect for your promotion, a person must match 
certain criteria — most notably psychographic data regarding what he believes, 


what he desires, how he feels and more. That's because, more than anything else, 
these desires dictate how willing he'll be to respond to your offer. 


Knowing your prospect which can take days or sometimes years, is one of the 
single most important things you can do. Few things will play a greater role 

in your success. That's because direct response advertising is fundamentally a 
ersonal process. Ads are written from one person to another — in stark contrast to 
the impersonal “Institutional Advertising’ that plagues so much of the world today. 


But to pull off this person-to-person approach to advertising. you must know who 
you're talking to. The better you know the person you're having that conversation 
with, the more accurate and persuasive you're going to be. This is why Clayton 
puts such a huge influence on knowing the prospect — it makes everything else 
you do easier and more effective. See Chapters 2 and 4 for much more on this 
opic. 


Psychographics 


While demographics describe objective facts about customers such as age, 
educational level, marital status, etc., psychographics describe preferences, 
interests. hobbies. and buying patterns. 


Purge 


The process of removing duplicates and other unwanted names and addresses 
from a list or lists. 


Qualified prospect 


This refers to someone who has demonstrated that they're an ideal candidate for 
your prospect or service. Some direct response companies use ‘bait’ - like having 
the prospect send in for a free report or gift — so that they know he's qualified. 
Once he's demonstrated that he's qualified (by taking action on his interest), it's 
easier to justify spending money to further him along in the sales process. For 
example, a TV commercial might advertise a free book for people looking to 
invest in real estate. Prospects can call and get it within days. all they have to do 
is pay the $2.95 for shipping and handling. 
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Of course. this company's goal is not to simply give away free books. It’s 

real goal is to get people to come to a $2000 real estate seminar. They have 

a more elaborate promotional kit that's expensive for them to produce; as 
well as, live salespeople dedicated to closing prospects who are interested in 
attending the event. The goal of giving away the free book is to generate a 
solid list of highly qualified prospects — so that thcy waste as little time and 
money as possible sending kits and sales people after those who would never 
buy anyway, What makes those who respond to the book qualified? Well, first 
of all, the book is about the same subject as the seminar — is addressing the 
key problem facing the prospect, which in this case is the desire to make more 
money with less work, using real estate. Prospects who respond to this have 
displayed an interest that also makes them automatically interested in possibly 
attending the seminar. 


Plus, having them pay for shipping can be a brilliant addition to this kind of 
strategy. And that's because people who pay for something — even if its just a tiny 
fee — are much more serious about it. This helps weed out the people who'd never 
buy anything but Iove getting free stuff. And it makes those who respond better 
qualified for the offer to come. 


There are other ways to look at the issue of qualification. For example, let's 
say that you've got an Internet marketing product that's designed to increase 
conversion on a website. And you've got a friend with a large list of prospects 
who've purchased a product on getting more traffic to their website. 


Well, it doesn't take a genius to see that prospects who've bought something 
about getting more traffic are going to naturally be interested in converting that 
traffic into paid customers. Which means that list is highly qualified for your 
product. 


Rate Gard 


This is a sheet where you list the fees and conditions for the various services 
that you offer. You may list your rates for writing direct mail promotions ... web 
copy ... e-mail campaigns ... consulting ... website makeovers ... and anything 
else you offer. This should list what the client will be getting for the money he’s 
spending, along with some basic info about time and availability. 
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* Readability 


Tf you want fa enjoy maximum tecponse, vou need to make your promotion as 
‘readable’ as possible. This means that it must be easy to read. the copy must 

flow smoothly and stay interesting. Another expression writers use for this 

same concept is ‘slipperiness’ — where the reader just easily glides through your 
promotion from beginning to end. Some of the factors that contribute to your copy 
having this quality are the graphic design (the layout, colors, font choice, margins 
and other design choices should all make your copy easier to read) ... the quality 
of your sales argument (faulty reasoning will stop a reader in his tracks) ... 
smooth transitions ... good word choice ... and a few other factors. These factors 
are covered in much more depth in Chapter 15 on Momentum. 


“Reason Why" Advertising 


This is a term popularized by David Ogilvy, and it refers to the advertising 
practice of systematically giving the prospect the most important reasons he 
should buy your product or service right now. This could include but is not limited 
10 ... reasons why the product will benefit him ... reasons why it will solve his 
problems ... reasons why he can believe what you're saying ... reasons why 
you're different and superior to the other options he has access to ... reasons why 
he needs to act immediately ... and more. This foundational practice is key to 
your success, and a more advanced version of it is covered in Chapter 8. 


Recency 


The latest recorded information about a company or customer on a customer list, 


in relation to purchasing or other recorded activity. 
Relationship 


One of the most overlooked principles in direct marketing, the relationship you 
have with prospects can literally make or break your success. You see, buying 
something entails risk and involves a certain level of trust. This is especially true 
with direct response marketing, because you're selling products sight unseen. It 


requires a leap of faith on the prospect’s part. 


But when you establish a positive ongoing relationship with your prospect 
— often times by bringing him immediate. FREE value ... being an advocate and 


wiewmakepeacetotalpackage.-com. 1043 


The Ultimate Desktop Copy Coach 
ETE 


watchdog for his best interests ... showing you're similar to him ... and staying 
in contact ... an intimate relationship develops that makes the selling process 


dramatically easier. 


This is one cf the chief benefits of marketing on the Internet these days. With little 
or no cost to contact prospects. you can build a relationship with your prospects. 
Clayton and others have done it via a free e-zine, delivering exceptional value for 
free ... and then transitioned into selling products. Other marketers do it via their 
blogs and extended product launches. However you accomplish this. the point 

is that there’s no stopping you or your clients from figuring out ways to deliver 
amazing value to your target group of prospects, and then creating paid products 
that help take them to the next level. 


All this is made possible by the power of relationship. 
Relatability 


This is a word I coined for how well a prospect can relate to your sales message 
- specifically, your Big Selling Idea. That means that the idea you convey must 
be something the prospect can quickly and easily relate to. An example is the 
one we give in Chapter 6, where the savvy advertisers for Total® Cereal were 
smart enough to make the claim that it took 25 bowls of competitive cereals to 
get the nutrition found in one bowl of Total®. You see, it's difficult for people 
to relate to dry statistics, but when you bring one to life by making it concrete 
and tangible — people can all of the sudden relate to it. That's what the term 
*relatability’ means. 


Relevance 


A powerful and underused term in marketing, this is the idea that vour research 
of your prospect and market should always be relevant. In other words, your 
prospect has a million and one desires ... thoughts ... beliefs ... feelings ... and 
behaviors. 


But only a handful of them are actually relevant to your goals in writing a winning 
promotion. And there’s really only one way to judge relevance: The extent to 
which that factor you’re studying influences the prospect’s likelihood to act on 
vour offer. That's one of the reasons why Clayton's Dominant Resident Emotion 
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practice (see Chapter 10) is so powerful. Because it taps into the prospect's 
strongest possible emotion related to the subject at hand, it’s the most relevant 


factor in his buying decision. 


The more you understand vour subject matter, and the better you get to know the 
prospect, the more you'll naturally laser in on his most relevant thoughts. beliefs. 
emotions and behaviors. 


Renewal 


A subscription that has been renewed prior to it expiring or within six months 
after that date. 


Report 
See Special Report. 


Research 


The process of gathering relevant data and information in order to better sell 
your products or services. Chapter 2 teaches you how to study your product, 
prospect and market extensively. But the research process certainly doesn't end 
there! You'll be gathering information all throughout your writing process — your 
proof elements, points for your argument, and much more. In fact, any time you 
run into a wall and feel like you need an additional fact ... a better benefit ... an 
improved bonding element ... or anything else. you're going to jump back into 
the ‘gathering’ process until you find what you need. 


General Douglass McArthur once said that “An old soldier never dies. he just fades 
away.” Well the same could be said about research. You never really stop doing it it 


just fades into the background as you complete and finalize your promotion. 


Response 


One of the most frequently used terms in direct marketing. ‘response’ refers to 
the percentage of prospects who respond to your ad. While there are complicated 
ways to analyze and calculate response (based on delivery info, and other factors) 
— the simplest way is to just look at the volume of promotions that went out 
versus the orders that came in. In other words, if you mail 1,000,000 pieces of 

a magalog, and 40,000 respond — that's a 4% response. Believe it or not, that’s 
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insanely high. When Clayton’s famous promotions for Health & Healing first 
mailed, they were getting a 496 response. This is what allowed them to mail close 


to 90 million pieces of his promotion. 


There wil] be times when you can't necessarily calibrate response in terms of a 
percentage. Think of a direct response space ad in a magazine. There's no way 
to tell exactly how many people actually see the ad or read it. Sure, you might 
be able to get a sense of circulation but that's a fuzzy number at best. But what 
you can do is measure the number of responses you get from running a specific 
version of an ad. And then, you can run an alternate version. The version that 
pulls in the most responses for the cost that you paid is the winner, and the one 
that you keep running. 


And that's the whole point. This is not an exercise in mathematics or ego. Rather, 
the response number is just one of the most reliable ways to judge whether to 
continue running an ad or not. 


Response Bate 


Number of responses received as a percentage of the total number of advertising 
impressions or pieces mailed. 


Rerturn On Investment (ROW 


Total net profit of a promotion divided by the cost of the promotion. An ROI of 
100% indicates that the mailer broke even. 


RFA 


Acronym for Recency. Frequency and Amount. RFA codes are used to select 
small groups of buyers on a larger file. A marketer may choose, for example to 
mail only to customers who have bought within the last 90 days (Recency). have 
bought three times in the last year (Frequency) and who have spent a certain 
amount of money with the company or on each sale (Amount). 


When a direct mail package works successfully, it is continually mailed out 
in larger quantities to qualified lists. This process of mailing larger and larger 
quantities is called ‘rolling out.” 


el 
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Royalties 


Because copywriters are essentially sal espeople in print, they arc incentivized foi 
selling more and more product. These incentives are called royalties. Typically. a 
writer will receive an advance payment that counts against future royalties. The 
writer gets paid royalties to the extent that his promotion is successful. The higher 
the response on the promotion — or the higher the average unit of sale — the more 
the client is able to mail or run the promotion and the more money he makes. 
Thus the writer gets paid more in royalties. 


In direct mail, the typical structure for a top writer is a $25,000 advance that goes 
against a royalty of 3-5 cents per piece mailed. The difference i in the royalty is 
often based on the size of the universe. For exampie, some of Clayton's most 
Successful health promotions had a massive universe to rol! out to — it’s why they 
were able to mail 90 million pieces of his various Health & Healing promotions. 


Because of the large universe, he received 3 cents for every piece mailed. But in 
financial promotions, the universe is smaller so the typical royalty is 5 cents per 
piece mailed. 


On the Intemet royalties work a little differently. Typically, the copywriter will get 
a fee — which is often a little less since the writing time is shorter than writing a 
direct mail promotion. Then that fee will go against a royalty of about 10% of net 


sales. 


Running Text 


This is another word for the body copy of your advertisement. It’s the text 
from the lead all the way to the close. and does not include sidebars. It's called 
‘running’ because it runs from tbe beginning of your promotion all the way to the 


end. 


Stands for return on investment. In direct response — and especially in direct mail 
— the ROI of a promotion is one of the most absolutely critical numbers. This 
represents the percentage of the campaign's cost that is recovered by sales that 
result from it, or more simply, the profit-building power of the campaign. The 
ROI can be calculated by subtracting the campaign cost from the profit from sales 
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that resulted from the campaign, then dividing by the campaign cost. 


For example, pretend that a campaign with advertising costs of $10,000 generates 
$30,000 in total sales. Let's also say that the product itself costs $8,000. The total 
cost would be $18.000 and profit from these sales might be $12,000 (subtracting 
both the advertising and product costs). The campaign profit is thus $12,000 - 
$10,000 = $2,000. The ROT is thus $2,000 / $10,000 = 20%. 


Calculating the ROI provides a way to compare different direct marketing 
campaigns or to compare a DM campaign with other marketing efforts. The 
higher the ROI, the more effective that campaign or technique is for generating 
profit. 


Safe Money Report 


This is the newsletter publication written by Dr. Martin Weiss, Ph.D. that Clayton 
helped explode in the late 90s and early 2000s. The Safe Money Report was Weiss 
Research’s (the name of Dr. Weiss’ company) front-end vehicle for acquiring new 
customers — and as a direct result of Clayton’s guidance and promotions, became 
the #1 selling $99 investment letter in the country. This allowed them to make a 
fortune selling high-end investment services ranging from $1.000 ... all the way 
up to $25,000. 


Sales 


Whenever someone spends money with you, it’s considered a sale. Often you'll 
hear direct marketers talk about “growing your sales and profits” and in that 
sense, ‘sales’ is another word for ‘revenue’ or total sales, You'll also often hear 
writers and marketers use expressions like. “as a result of this program, youll 
make many more sales.” In this sense, the word ‘sales’ just means orders. See 
"Salesmanship In Print’ for more. 


Sales Argument 


The series of points you make in your sales copy, with the goal of persuading 
your prospect to buy. For example, in your research process you may discover 
that there are six main reasons why your prospect should buy your anti-cancer 
supplement product. Those reasons might be something like this: 


el 
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Studies from Harvard show that selenium is the chief nuuient responsible for 
cancer prevention. People with an abundance of selenium in their system are 


80% less likely to contract cancer. 


The problem is that selenium is completely deficient from US food supply. 
You can't get it in your daily diet. 


The problem is further complicated by the fact that most selenium supple- 
ments are useless — too large for your body to absorb. 


But a revolutionary new technology has created a new type of selenium 
supplement that's 100% absorbable by your body. 


That means you can reverse your selenium deficiency in a matter of minutes. 


Bottom line: You can help prevent cancer simply by taking this revolutionary 
new selenium supplement! 


See, this is a logical argument that helps you make the sale. Hence the term, 


"Sales Argument." Chapter 8 shows you exactly how to do this in meticulous 
detail. 


Salesmanshin in Print 


When John E. Kennedy was asked the question, “What is advertising?” His 


response was simple: “Salesmanship in print.” Kennedy's meaning was 
simple. The only purpose of advertising was to sell goods. With that purpose 
in mind, the ad should do everything a good salesman would do in person. It 


should stimulate the prospect’s interest ... get him excited about those bencfits 
... make everything believable ... and then motivate him to take action. 


This simple expression cuts right to the heart of direct response advertising. 
For more on the story of John E. Kennedy and the history of direct response 
marketing, see the bonus prior to this glossary. 


Sales Pitch 


An expression that's used in reference to the sales argument of your copy. This 


term is usually used less formally, it's almost "slang" for what master copywriters 


and salespeople do naturally when selling a product. 
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Seed 

A name inserted deliberately into a list to monitor list usage. Sce also “dummy” 
Seli-Mailer 

Any promotion that is mailed without a carrier envelope. 
Selling Voice 


Lf you're a copywriter, you'll need to develop a “voice” — a specific tone and 
style — that you use in your sales copy to sell a product. This is called a “selling 
voice” because it's very different than the voice used in other forms of writing. 
Yes. it needs to be friendly and personal — but it also needs to be extremely 
“you oriented” and focused on the benefits awaiting the prospect. It takes time 
to develop your own unique selling voice — with the tone and style it takes to 
persuade prospects who read your copy. But it’s worth it. Chapter 21 gives you 
three very powerful strategies for finding your own unique selling voice. 


Scanner 


This is the tezm for the kind of person who doesn't really read the copy word- 
for-word, rather he scans over it looking for a main idea, the price, the offer or 
anything that interests him. Scanners tend to have shorter attention spans, and 
because they invest less in the reading process. are often more difficult to turn 
into actual buyers. It is for that reason that much of the material in this course is 
designed to bring scanners more deeply into the copy. 


Service 


Used most often in the expression "product or service" — this usually refers to the 
process of selling something other than a physical product. Some examples of 
services are consultations, cleaning, evaluations, lawyer work, doctor visits and 
much more. Pretty much anything you do for the prospect would be considered a 
service. The beauty is that the secrets revealed in this course sell services every bit 


as well as products. 
Sidebars 


Sidebars are the little blocks of text that you so often see in magalogs and Intemet 
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landing pages. The purpose of a sidebar is to present copy that's entirely distinct 
from the ‘running text’ of a promotion. Sidebars allow you to present benefits, 
proof elements, testimonials and "calis to action’ that don't quite fit into yous 
running text. yet are vital to your success. Sidebars also allow you to support and 
reinforce key elements of your running text. at exactly the right time. 


Sophistication 


The more ‘mature’ a prospect and overall market is, the more ‘sophisticated’ 
it’s considered to be. The term really refers to the level of exposure the 
prospect and market has received to advertisements for products like yours. 
And it makes sense when you think about it: Someone who’s seen little or 

no advertising for products about health supplements is going to be much 
more naive. trusting and less skeptical than the person who's been exposed to 
countless advertisements for those kinds of products. 


It’s just common sense. When you're repeatedly promised something, over 
and over again, you see that many of those promises don't hold up. Also, you 
see that while everyone is claiming to be unique, they re all essentially saving 
the same thing. So who do you believe? This process forces you to become 
much more discerning about what you believe and who you trust ... you tend 
to “read between the lines" much more than unsophisticated prospects ... 

and, consequently. it becomes much more challenging to reach this kind of 
prospect. 


Knowing this. it’s easy to see why you MUST address the sophistication of 
your prospect in every piece of copy you write. Otherwise, you won't be 
speaking to him in a meaningful way, and you'll be dismissed in a matter of 
seconds. 


Space Ad 


This refers to a shorter type of direct response print ad that is placed in 
newspapers, magazines, and other print publications. The ‘space’ aspect of the 
name:comes from the fact that these ads are often priced and sold on the basis 
of the space they take up on the page — the bigger the ad in the magazine or 
newspaper, the more expensive it is. The process you're learning in this course 
applies very effectively to Space Ads, except that you'll have to condense your 
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copy much more than you would on the Web or direct mail. The key is really 
doing as much as you can, with the space that you have available. Since this is 
almost always going to vary, you'll need to simply adapt what you're learning 
here, including only the most essential benefits, proof and other elements into 
your final copy. 


Special Report 


This is a document that’s absolutely critical to the success in creating and 
selling information products. Special reports are compilations of valuable free 
information — specifically tailored to solve a problem, and provide immediate 
benefit to the prospect. Here are some examples of some special reports: In 
the financial market, The Beginner s (and Expert) Guide to Safe & Simple 
Overseas Investing ... in the health market, How to De-Plaque Your Arteries 
... for financial opportunity seekers. How to Get Free Money to Quit Your 

Job ... for Internet marketers, The Internet Business Manifesto (why most 
Internet entrepreneurs fail. and how to thrive online while working less) ... the 
possibilities are endless. 


Special reports can be used in many, many ways. Online, they're often used to 
entice the prospect into opting into the e-mail list, which then allows the marketer 
to develop a relationship and sell the products via e-mail. They may also be used 
as value-added free gifts and premiums, which sweeten the appeal and overall 
value of the offer. This is how they're used in direct mail, and as you go through 
the many examples in this course, you'll see up to ten special reports given away 
free on a single offer. The cool thing about these reports is that they can be easily 
changed according to the prospect and the times. so that they stay current and 
address his most pressing problems. 


You see this most often in the financial market, where topical events are 
constantly causing shifis in the market, prospect psychology and everything 
else. For example, financial newsletters change every single month and it’s 
difficult to sell the information inside the newsletter itself. But when you offer 
highly compelling special reports that show the prospect how to get rich — this 
information can be sold effectively. In this sense, the special reports become the 


stars of these newsletter promotions. 
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Split Test 


Representative samples from the same list, used for package tests, or to test 
homogeneity of the list. 


Spokesperson 


This is the person who stands behind the product or service. Often times. it’s 
either the founder of the company, or someone brought on board to be the face. A 
mainstream example of a spokesperson is Michael Jordan for Gatorade. In direct 
response, celebrities are rarely used as spokespeople. One exception is Vanessa 
Williams, the face for the direct response giant. Proactiv. 


The role of a spokesperson is several-fold: 1) to bond with the prospect, by 
making the advertising message more fun and likeable ... 2) to lend credibility 
to the product, company and overall offer — through the stature and expertise the 
spokesperson has developed in the related field ... 3) to humanize the sales copy. 
making it come from a passionate advocate rather than a faceless corporation. 


Having a powerful, likeable, trustworthy expert in place as your spokesperson 
makes your sales copy much stronger because then it’s written from one person to 


another — and we're hardwired to respond better to this form of communication. 


The process of finding the right spokesperson is often critical to the success of 

a direct response company. If the owner of the company — or the creator of the 
product ~ is not ideally suited for this role (either he’s boring. unqualified, ugly 
or unfitting in another way), then you need to seek out a qualified face. Again. the 
criteria is simple: 1) as highly qualified/renowned as possible ... 2) as likeable 
and charismatic a personality as possible ... 3) good looks never hurt (because. 
according to Dr. Cialdini. good looking people are more persuasive) ... and 4) a 


passion for the subject matter. 


Spread 


In direct response, this term most often refers to the two pages running together 
in a magalog or bookalog. For example, if the cover of a magalog is page 1, then 
pages 2 and 3 would be a single spread. Sometimes, it’s helpful to think of the 


spread because you can stretch your headline across the top of a spread. 
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Squeeze Page 


This is a webpage that’s entirely dedicated to capturing a visitor's name and e- 
mail address. This is what allows direct response marketers to build a list on the 
Internet ... develop a relationship with that list ... and then sell products and 
services to the prospects on that list. 


There are a varicty of ways to structure a squeeze page, and your success at 
capturmg e-mails will depend on your market and prospect. For example, in some 
markets ~ just offering an e-newsletter and some free information on the next 
page will be enough. This is the kind of page the Internet marketing superstar 
Eben Pagan popularized through his Double Your Dating business. Here’s one 
version of the copy he’s used: 


“You’re About To Learn Secrets That Most Men Will Never 
Know About Women...” 


Inside you'll learn... 

a “The Kiss Test” - How to tell if she’s ready to be kissed. 

m the difference between how men and women think about 
dating - and why most women want to keep you from being 
successful. 

m How to use "secret" body language to keep a woman's 
attention. 

m How to approach a new woman that you'd like to meet - and 
exactly what to say to start a conversation without “pick up 
lines". 

= Fun places to take women that are FREE - no paying for 
expensive dates... 

m And you'll also get a FREE trial-subscription to David 
DeAngelo's exclusive Dating Secrets e-Letter... 

m Just use your first name and valid email as your password - 
then click the “Free Instant Access!” button to enter (Use the 


same password when returning. All information kept 100% 
confidential). Allow the next page a few seconds to load. 
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For Eben, this approach has been the optimum way to capture quality names 

and e-mails. But in many markets, simply offering a newsletter and some free 
information is not enough. It all depends on how competitive and sophisticated 
the market is, and what the prospect coming to the page will see as ‘valuable.’ 
For example, it’s difficult to acquire quality names in the financial market without 
delivering more tangible value to the prospect — whether it’s via an in-depth 
special report ... a money-making video about the hottest new investments ... and 
so on. 


That brings up a key point about squeeze pages overall. Many marketers think 


from a very minimalist point of view. In other words, they think, “What’s the very 


least I can give away in order to capture my prospects e-mail?" But this is short- 
sighted and only leads to mediocre results in the long run. You see, top marketers 
look at their squeeze pages and think, “HOW MUCH can I give away to assure 
the maximum number of opi-ins? " 


And the beauty is that you can split-test. Just like you would with your sales 
copy, testing to see what kind of offer you make on your squeeze page(s) leads to 
highest overall response. 


Finally, know that writing squeeze pages is easy, once you progress through the 


material in this course. Just like sales copy, they're about grabbing the prospect's 
attention with the headline ... promising and proving desirable benefits ... teasing 


him about what’s to come (using ‘blind bullets’) ... and then calling him to act. by 


giving up his name and e-mail. 
Statement Stuffer 

Printed piece inserted in an envelope carrying a customer's statement of account. 
Step Un 


Special premiums used to get a mail order buyer to increase his unit of purchase. 


Strategy 


Strategy is the backbone of your marketing efforts, the overriding plan of atlack 
that guides everything you do. Different from a ‘tactic’ or ‘technique’ - which is a 
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specific action vou take in order to increase the results you're getting — ‘strategy’ m 
is the higher level vision, the 1,000-foot view. 


Understanding and being able to operate on a strategic level is absolutely critical 
to your success. because no ‘tactic’ will work in the long run — unless guided by 
the proper strategy. 


For example, let's say that you're offering an energy supplement. Your overall 
Web strategy might be multi-faceted: You position your product as completely 
different than anyone else in your market (it's the only product that gives you an 
insiant, yet — long-lasting surge of energy, and is recommended by doctors and 
medical journals) ... you offer a highly valuable free report on the dangers of 
caffeine and the revolutionary new altemative (which pre-sells the idea of your 
product to visitors of your website) — to get it visitors have to give up their name 
and e-mail ... once they’re on your list, you begin to communicate with them 
about the benefits of your product and the amazing success stories of people 
who've given up coffee, transforming their health and feeling better than ever ... 
and your ultimate goal is to use these e-mails to sell the prospect on signing up for 
monthly auto-ship of your product. This allows you to get maximum value from 
your customers, and automates your revenues and profits. =. 


This overall plan of taking a visitor from arriving to your site, all the way to 
becoming a highly valuable customer ~ is one example of strategy. The specific 
things you do along the way — the e-mail copy, the product landing page, and so 
on — these are all ‘tactical.’ 


To get better at strategy, you need to often step back and study entire marketing 
campaigns ... the competitive landscape (including the ‘positioning’ of various 
products/companies in the market) ... and then you need to actively think about 
what strategy is optimum for the product. service or company that you’re helping 


to market. 

Subhead 
The little bolded sentences you see, usually every 4-8 paragraphs. The purpose of 
subheads is fourfold: 1) To give the prospect “eye-relief.” because reading large 
blocks of text without a subhead can be intimidating and straining ... 2) To catch 
a ‘scamner’s’ attention and bring him back down into the copy (this is why your 
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subheads should be intriguing and benefit-oriented ... more on this in a second) 
... 3) To help the reader mentally categorize the various sections of the copy 
and make more sense of it ... 4) When done properly. to increase the tempo and 
impact of your copy — increasing the likelihood that he'll read to the end. 


Good subheads typically (though not always) contain a benefit and an element of 
intrigue. And in that sense, they’re very much like the process of writing ‘blind 
bullets. That's why world-class bullet writers, like Parris Lampropoulos, also 
write incredibly strong subheads. Here are some from one of Parris’ controls: 


Doctor's Secret #1: The Cold and Flu Remedy That Fights 
Cancer 


Doctor's Secret 42: The Unusual Pain Remedy That Works 
Faster Than Aspirin 


Doctor's Secret #3: The “Magic Beverage" That May Clear 
Clogged Arteries 


Notice how these all contain a benefit, but the benefit’s worded in an intriguing 
way that you simply have to know more. And to find out more, you simply must 
dive into the text that follows the subhead. The more you do this, the more your 
prospect reads and the more likely he is to buy your product. See Chapters 9 and 
10 for more advanced advice on making this process work. 


Success Rate 
See Track Record 


Sunhlements 


The word used to collectively refer to vitamins, minerals, and any other 
nutritional-based product. Nutritional supplements are so often sold via direct 
response because a complete argument can be made for the product. This is 
especially critical with so many different supplement products available on the 
market. Using long copy, you can show ... all the benefits of your product ... 
what makes it unique and different ... prove everything extensively ... make a 
compelling offer, with added bonus value ... and then urge your prospect to act 


now. 
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Swine File 


This is the collection of winning promotions that copywriters keep on hand, with 
the goal of ‘borrowing’ from them. A good swipe file is priceless, if you know 
how to use it correctly, because it enables vou to ... “stand on the shoulders 

of giants” — learning from the very best writers throughout history ... quickly 
generate new ideas. based on what's worked best in other markets ... cut your 
writing time down significantly ... understand each component of the copywriting 
process in much greater detail ... and much more. 


In fact. a good swipe file is so powerful — it’s virtually the only thing that great 
writers like Gary Bencivenga and Clayton had to go by as they were coming up 
the ranks. They would simply look at the winning promotions being mailed and 
then break down all the various elements ... the headline ... the benefits selected 
... the word choices ... the offer that was being made ... and so on. This created 
an interactive learning experience for them that was powerfully transformative. 


Chapter 20 teaches you exactly how to break down and study your swipe file so 
that you can use it to dramatically improve your progress, results and income as a 
writer and marketer. 


Swiping 


The term used for when a copywriter ‘borrows’ the words from another winning 
promotion, changing them to suit his own needs. Headlines are probably the most 
commonly ‘swiped’ copywriting clement. For example, many Internet copywriters 
have taken John Carlton’s famous one-legged golfer headline: 


“Amazing Secret Discovered by One-Legged Golfer Adds 50 
Yards to Your Drives ... Eliminates Hooks and Slices ... and Can 
Slash Up to 10 Strokes from Your Game Almost Overnight!” 


And it might look something like this: 


“Amazing Secret Discovered By Google Outcast Puts Your Site 
on the First Page of Key Organic Searches ... Reduces Your PPC 
Cost hy 50% ... and Sends Thousands of New Visitors to Your 
Website Almost Overnight!” 
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See how the second headline is a simple substitution of the original one? That’s 
one example of this process. And, this can work like this for many of the other 

elements of your promotion. whether it’s your guarantee ... your close ... your 
order form ... or anything else. 


At its very best, however. the process of swiping copy is NOT simple substitution! 
It's about looking at what's working (or what has been working), then adapting 
what you learn in your own copy writing process. For example, if you see that 
certain benefits are resonating well within your market, you ‘borrow’ that benefit 
and use it in your copy. The same with winning themes, or sales arguments. This 
is one of the best ways to learn the process of copywriting — including learning the 
deeper secrets the top writers use — because it's highly interactive. For much more 
on making this process work, including how to use your swipe file as the ultimate 
advanced learning tool, see Chapter 20 of the course. 


Tactical 


Considered to be the flip of side of ‘strategic’ — the term ‘tactical’ refers to the 
ground level, nitty-gritty actions you take in order to improve your results. 
Examples of tactics might be upselling, referral strategies, testing, or other 
concrete steps you can take. 


On a copywriting level, tactics may include specific things like bullet writing, 
guarantees, tweaking your body copy and that sort of thing. It’s different than the 
big picture, overview that guides your overall promotion. 


Tactics are absolutely vital to the success of a business and to the success of a 
copywriting promotion, but they must be guided by strategy. Most marketers 
focus all their efforts on tactics, because tactics are often easier to understand and 
much sexier, and often neglecting the strategic stuff. 


Target 


This term often refers to the ideal prospect or market that you seek out. A ‘target 
prospect’ is one who is well-qualified for your product or service, he’s the person 
you want your marketing efforts and sales copy to reach. Also, you'll often hear 
the term ‘target market’ used 10 refer to the ideal group of prospects to go after. 


For example, these are some of the first things you want to ask yourself as à 
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copywriter, “What's my target market? Who is my target prospect?" The more 
accurately and specifically vou can answer these questions — based on the 
research you've done about your product or service — the better you'll be able to 
guide your writing process. Remember, effective copy is not about being showy, 
entertaining or exciting. It’s about accuracy - matching what you promise and 
prove up with exactly what your prospect and market is looking for. The closer 
you get to a bullseye in this area, the more successful vou'll be. 


Teaser Ceny 


This is very related to the process of bullet writing, its just that teaser copy is 
usually a little longer. Used extensively in the process of information products, 
this process is about building up the value of your information WITHOUT 
revealing the secret. 


Every top copywriter has mastered this process — and here's the example: 


But now they're pointless. Because Dr. Wright has found a 
common substance that blows the drugs away. In fact, when 
independent researchers tested it against costly statin drugs like 
prevastatin (Prevachol), lovastatin (Mechavor), simvastatin ... 


Tt proved seven times better ... 


While statin drugs simply cut cholesterol, clinical studies now 
confirm that Dr. Wright's discovery can ... 


1. Slash LDL cholesterol by a whopping 25% ... 

2. Cut TOTAL cholesterol] as much as 17% ... 

3. Yet raise “good” HDL cholesterol by over 29% ... 

4. Reduce dangerous TRYGLYCERIDES up to 16% ... 
Lower both systolic and diastolic BLOOD PRESSURE ... 


6. Slash the risk of deadly BLOOD CLOTS, without any need for aspi- 
rin... 


tn 


7. All without blocking your CoQ10 ... 


Getting the picture? A tiny dose of just 15 mg a day ... 
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Gives your entire circulatory system A NEW LEASE ON LIFE 


So what is this awesome new powerhouse? Some ultra-risky drug 
that still needs years of testing and tinkering? Something we'll 
have to pay hundreds of dollars for, when it finally appears? 


Not at all! This new wonder is made from nothing more 
dangerous than ... 


SUGAR CANE EXTRACT 
And it’s not even the sugar component, but the part we've been 
hrowing away! 


In fact, this extract has practically zero carbohydrate content. It's 
so harmless that even type II diabetics can use it without raising 

heir blood sugar. And when scientists tested it for any other bad 
side effects ... 


t proved even safer than the placebo! 


Tts available right now, at low cost and without a prescription. 
And there's even more good news about this lifesaving discovery. 
as you'll learn in your FREE BONUS Library of Food and 


Vitamin Cures. 


Notice how this copy builds up the benefit and value of the discovery. yet does 
not reveal exactly what it is. This “teases” the prospect into wanting to know the 
answer, and increases his desire for the product. 


Good teaser copy always ... a) builds up the value and benefit of what the 
prospect will be getting ... b) makes it seem mysterious and exciting ... c) proves 
what it will do ... and d) ties it into the end product that he will receive when he 
responds. 


Technigues 


Much like the word "tactic." this term refers to any specific thing you can do to 
increase the overall performance and impact of your marketing and sales copy. 
This course is literally filled with hundreds of techniques — techniques for writing 
better headlines, better leads, better bullets. closing copy and much more. Some 
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are more powerful than others. depending on where you're at in the writing 


process. 
Telemarketing 

Using ielecommunications in sales and marketing efforts. 
Test Panel 

A term used to identify each of the parts or samples in a split test. 
Till Forbid 


An order by a customer which is to continue until the customer advises you to 
stop. Till forbid can also be abbreviated to “TF” 


Theme 


This the guiding overall vision for your copy. In conjunction with your Big 
Selling Idea, your Theme directs your copy. Your theme determines what you 
say in your copy ... how you structure it ... how you build up your problem and 
present the solution ... and much more. 


Most beginning copywriters spend very little time thinking about their theme. 
while advanced “A-list” copywriters spend a significant amount of their process 
on the theme. In fact, most top writers conduct their research with the hope of 
discovering the blockbuster Big Selling Idea and theme — and do not write a 
single word of copy unti] they’ve uncovered it. 


Chapter 6 teaches you exactly how to find the Big Selling Idea for your copy, and 
Chapter 7 teaches you the best thematic approaches for showcasing that idea. 


Token 


An involvement device, usually a removable sticker or perforated order card. 
Prospects are directed to move the token from its original location in the 
promotion to the order device to signify they want to buy. 


Topical 


Topicality is a very important consideration when you're designing a promotion. 
You see, whatever's in the news — especially news that affects your market — is 
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almost certain to affect your prospect's psychology and desires. 


In the financial market, topicality is everything. Prospects are constantly watching the 
news ... reading the Wall Street Journal ... checking financial websites ... and in order to 
meet them psychologically, you need to know what they're thinking and feeling about. 


Whatever market you're writing copy in, the key is to find out what kind of events 

... trends ... people ... and concerns are affecting your prospects. What kind of 
conversations are vour prospects having ... what are they thinking about? The more 
you can get in touch with them and the events that are impacting their ability to make a 
purchase decision. the better off you'll be. 


Track Record 


This is the documented record of performance experienced by you. your editor, vour 
Spokesperson or your company. Though it's most often used in the financial markets 
(referencing the advisor's performance in selecting winning stocks) ... track records 

can be used in the health market (a doctor's record at curing patients) ... the marketing 
arena (a consultant's record of performance in helping companies) ... and many other 
industries. 

Track records are one of the strongest forms of credibility — if you can make it well- 
documented and specific, because it tells your prospect the realistic probability of 
success. For example. if you're a consultant who's produced a significant profit for over 
90% of your clients, that tells the prospect there's a VERY good chance he'll make more 
money with you. 

In order to effectively tap into the power of a track record, you (or your client) MUST 
carefully document what measure of success you're using — whether it’s customer 
satisfaction ... profits ... health recoveries ... or anything else. This requires a system of 


monitoring success so that you can use it in your promotions. 


For more about track records, see Chapter 5 on Proof and Credibility. 


Trust 


Trust is a big part of the selling process. People tend to buy from people they trust. And 
there are a variety of ways to enhance the relationship you have with prospects, including 


their overall level of trust with you. 


Some of them can include ... showing that you're similar ... being vulnerable and 
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showing weakness ... displaying genuine care and empathy for them and their problems 
... giving them value BEFORE asking them to buy anything ... and much more. Chapter 
21 gives you a very in-depth look at the process of becoming friends with your prospect. 
and how it builds trust. 

It’s also crucial to consider the trustworthiness of your spokesperson ~ making sure you 
have the right face standing behind your product or service. People need to identify with 
the person they're following. and the more they do this. the more they'll buy. In certain 
markets. like with doctors selling supplements, prospects can develop such trust that they 
will buy almost any product the doctor offers. They trust his advice over all others. 


Two Young Men Promotion 


This is the famous Wall Sreet Journal promotion, considered by many to be the most 
successful advertisement of all time. It’s estimated that this one piece of copy has 
generated over a billion dollars in sales. 


Ultimate Outcome 


This is a term sometimes used for the optimum picture and result your prospect wants to 
experience. For example, the great Gary Halbert used to say that the overweight prospect 
just wanted to pop a pill ... sit on the couch and watch TV ... and then wake up slim in 
the morning. This is the ultimate outcome, and the closer you can come to promising and 
proving this for the prospect — the more excited he'll be. 

The key is NOT over-promising or misleading him in anyway, just because you know 
what he wants. Rather it’s structuring your product or service in a way that it actually 
delivers the ultimate outcome he’s looking for. This way, you can promise it in your copy 


in a believable and honest way. 


Understanding 


The process of understanding — whether it’s your prospect, your market, your product or 
company — al] this is absolutely essential to your success. This course gives you a variety 
of tips for understanding these essentials — and the bottom line is that you must study. 

The more you immerse yourself in any one factor involved in your promotion, the better 


you're going to understand it. 


Unigueness 


This idea is absolutely fundamental to advertising. If you can't make your product or 
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service come across as unique, the prospect will not buy. It has no value to him 
and he simply moves on. 


A big part of making the “uniqueness sale” is studying your competition. The 
better you understand what your competition is promising your prospect, the 
easier it will be for you to figure out where you differ. And then you can showcase 


what makes your product different in the copy. 


With this process being so fundamental to advertising success, it’s shocking to see 
so many promotions emphasizing no uniqueness whatsoever. And whenever you 
see that, you can tell that the writer/marketer got lazy with his research. They just 
rushed through the process ... unaware of the competition or market ... assumed 


what they were saying was unique ... and then bombed. 


By following the many secrets presented throughout this course — especially 
Chapter 2 on research — you're sure to avoid this problem and create the highest 


possible sense of uniqueness. 
Unsell 


The act of asking the prospect to buy something else — at the point of purchase. 
The reasoning behind the upsell process is that he's hot for your product ... he 
trusts ... he’s got his wallet out and is in “full buying mode” ... so why not ask 
him to get something else. Even though many prospects say no, a good percentage 
will often say yes. Especially if you offer them something valuable, appealing and 
highly complimentary to whatever they just purchased. 


Stands for Unique Selling Proposition. This is the condensed explanation for 
why you're different and superior to the competition. It showcases the unique 
advantages or benefits that you offer your prospect, in a concentrated compelling 
way. 


Some of the best early examples of the USP came from Claude Hopkins. He 
helped pioneer the tactic of using long copy to position his products as unique 
and therefore better than the competition. His famous campaigns for Schlitz Beer. 
Van Camp’s Pork & Beans, Pepsodent Toothpaste and others are all legendary 
examples of finding out what was unique about a product (or at least what 
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competitors weren't saving), and then selling the hell out of that uniqueness. 


In Reality in Advertising, advertising legend Rosser Reeves savs the Unique 
Selling Proposition is, “the hidden secret of the most successful advertising 
campaigns ever written.” 


Here's more, in Reeves’ own words: 


"U.S.P. is a precise term, and it deserves a precise definition ... 


1. Each advertisement must make a proposition to the consumer. 
Not just words, not just product puffery, not just show-window 
advertising. Each advertisement must say to each reader: *Buy 
this product, and you will get this specific benefit ...' 


2. The proposition must be one that the competition either 
cannot, or docs not, offer. It must be unique — either a 
uniqueness of the brand or a claim not otherwise made in that 
particular field of advertising. 


One might assume that a unique proposition, in itself, would be 
a strong theoretical base for an advertisement. However, there 
are thousands of unique propositions that do not sell. Witness, 
a famous toothpaste once advertised:‘It comes out like a ribbon 
and lies flat on your brush.’ This was a proposition, and it 

was unique. However, it did not move the public, because it 
apparently was not of importance to them. So we come to the 
third part: 


3. The proposition must be so strong that it can move the mass 
millions, i.e. pull over new customers to your product." 


One way to come up with a USP is to take the top 1-3 unique benefits you offer 
your prospect ... add a credibility element ... and then put them into a single 
statement. Then you can add a hook, or attention-grabber. One very famous 
example is John Carlton's one-legged golfer headline that we've already 


discussed in this glossary: 


Amazing Secret Discovered by One-Legged Golfer Adds Up to 
50 Yards to Your Drives ... Eliminates Hooks and Slices ... And 
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Can Slash Up to 10 Strokes from Your Game Almost Overnight! 


That's the USP for the product — three unique benefits ... a proof element 
(specificity) ... and then a hook (one-legged golfer). 


Even if you choose not to explicitly use your USP in the promotion you're writing 
(many writers don’t), it’s an excellent way to get clear about what separates you 
from others. If vou cannot write one, it’s a good sign vou need to work and study 
harder to differentiate your product or service. 


Value 


One of the most overlooked principles in advertising: your success in seiling the 
value of your product or service is everything. The prospect must feel he's getting 
adequate value for his money ~ meaning the impact your product's benefits have 
on his life well exceeds the cost. 


Infomercials are often exceptional at convincing the prospect of the value they're 
offering. For example. they'll present the prospect with a supersonic blender that 
replaces all kinds of other appliances ... is high powered ... saves the prospect 
time ... gives them a whole new world of food prep options ... and then costs less 
than anything available in stores. On top of that. they often offer the prospect a 
second one absolutely free — along with 1-2 valuable bonuses. 


So much value is being offered for the price. the prospect feels like an idiot if 

he doesn't order. You want to do the same in your advertising. Sometimes it's a 
matter of emphasizing the right benefits ... other times you might need to bolster 
the offer and bonuses. Both are great ways to ratchet up the perceived value of 
your product or service. 


Another thing to remember is that value doesn't just apply to your product or 
your sales copy. Some of the biggest breakthroughs in response — both online and 
off — have occurred when the advertiser figured out a way to make his marketing 


efforts more valuable to the prospect. 


For example, the magalog differed from the sales letter in that it offered useful 
information that was of value to the prospect. On top of that, it simply appeared to 
be more valuable. And as a result, more prospects read them and responded. 
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Same with e-mails and product launches. The more that marketers have found 
ways to include valuable info in the process of sending them out, the better the 
response has generally been. 


So as you prepare to write your copy or design your marketing campaign, think 
long and hard about how you can make it valuable to your prospect. The more 
successful you are, the more your copy will be read — and, quite often, the higher 
the response will be. 


Value Sale 


The " Value Sale’ is the term Clayton coined for the process of building up the 
perceived value of your product or service. You see, whenever the prospect is 
considering buying something, he must be convinced of its value. And he must 
be convinced that it has greater value than the other options he has in that same 
product category and price range. 


In many ways, making the value sale depends on the degree of the benefit you can 
convince your prospect your product will have for him. The higher the perceived 
value of your product or service, the more you can charge. 


For example. if you're an investment advisor and you can convince your prospect 
that he’s virtually guaranteed to make another $100,000 this year from using your 
new service ... then you can easily justify a pricepoint of $5.000 ... $10,000 ... or 


more. 


Which brings us to another point about making the value sale: Cost justification. 
That's the process whereby you make the price of your product seem pale in 
comparison to the value the prospect will be getting. You can usually notice this 
at a specific point in the sales letter, right after the price is revealed. For example. 
selling a course for $497 works out to only $1.36 a day - less than half the cost of 
a single cup of Starbucks coffee. “Would you trade the ability to make thousands 
of extra dollars every month, for only $1.36 day?” Statements like that are often 
made in the cost justification process. 


The Key is to make the value believable — and not sound patronizing. Dividing the 
price of a $19 e-book by 365 to figure out how much it'll cost per day just seems 
silly. So always compare it to something that's fitting for that market, price range. 
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etc. For example, if your e-book is about dating. you compare it to the cost of a date. “For 
less than half the cost of a typical date. you can meet the woman of your dreams ... blah 
... blah ... blah." You get the point. 


No matter what you say, your ultimate goal is to make your product seem so ridiculously 
cheap in comparison to what vou're asking for it ... the prospect would have to be insane 
to pass on the offer. 


Virgin 
As in Virgin Prospects or Virgin List. When a prospect or list has not yet been marketed 
to (or very little) then we often call them ‘virgin.’ Virgin prospects — by definition — are 


much less sophisticated and are easier to sell to. Your promises are going to be met with 
less skepticism — and the burden of proof when selling to them is much less. 


One of the most famous examples of selling to a virgin list is a story Clayton loves to tell. 
Dr. Martin Weiss had built up a list of 40-50,000 subscribers to his newsletter. Although 
these prospects had made a small newsletter purchase, they had never been sold a high- 
end service (something that costs $1,000 or more). 


Seeing a huge potential opportunity, Dan Rosenthal approached Martin Weiss with an 
idea for a $5,000 service. Dan knew the market well. and was convinced these virgin 
prospects would jump at the opportunity to make much more money. So they struck an 
agreement and Dan spent two weeks writing the copy. When they mailed it. they were 
looking at $10 million thirty days later. Dan earned a liberal percentage of these sales. 


Such is the power of recognizing and then capitalizing on a virgin list and prospects. 
Warn 


The term *warm' refers to how qualified and ‘ready’ a prospect is to buy. Warm prospects 
are typically those who already know and trust you ... who've expressed interest in your 
product or service (or something very similar) ... and who've taken steps to find out more 


about what you're offering. 


For obvious reasons, warm prospects are always precious in your marketing efforts. The 
more warm prospects you can reach with your copy, the better the response will be. 


Also, you can take specific steps to warm your prospects up! You don't have to be passive 


about the process. This is one of the big advantages of marketing online — you can give 
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your prospects valuable free information — on your site, via e-mail, download and 
more — that warms him up to you. If you give him the right info and make the 
experience enjoyable, he will begin to like you and trust you. And if you wet his 
appetite for more — showing him how your materials will transform his life — he 


will become much more warm to your future offers. 
White Mail 


A response to a promotion, complaint, comment or other mail that does not 
contain a key code and therefore the test panel is not known. 


Winner or Winning Promotion 


This is the term used for successful copy. Not always synonymous with the word 
"control — this is usually used to describe a promotion that has done very well, 
and made lots of money by the clients standards. It goes without saying that 

the more winners you have under your belt, the more attractive you become to 


potential clients. 
Winning Percentage 


See also Track Record or Success Rate. This term is used to describe how 

often your copy becomes the control when it’s tested against others. Not many 
writers keep a strict record of their winning percentage, but it’s rumored that 
Gary Bencivenga’s copy beat others about 7 out of 8 times. Th other words. his 
winning percentage was approximately 85%. If your copy does start to get tested 
against other quality competition, it's a good idea to document how you do. 
That's because — should your numbers become impressive. you will have a very 


powerful selling tool when promoting yourself, | 


Writer's Block 


When you want to write, but you can't think of anything to say — the feeling is 
often called ^writer's block.’ Things just seem to be stuck and no matter how hard 
you try. it's difficult to get a flow going in terms of getting words out onto the 


page. | 


There are some writers who don't believe in writers block — guys like Gene 
Schwartz argued that writer's block is a myth and that you can train yourself to 
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write automatically. Essentially, he was saying that if you experience this ~ there's 
a flaw in your process. More of this is discussed in Chapter 23. 


Other writers have different strategies for making writer's block a non-issue. 
Carline Anglade-Cole often writes the technical elements of her copy first — the 
order form, the guarantee, etc ... and this gets her into the flow of writing. Guys 
like John Carlton and Gary Halbert often began by writing tons of bullets. because 
this came easy and automatic for them. 


A big advantage of this course is that it’s built upon a proven system — one that 
takes you from one step to the next without any guesswork. And because it’s a 
system, you just have to follow it and your copy will continually write itself until 
it’s a polished shiny diamond of persuasion. Sure. there will be creativity involved 
at certain stages. But with the proper guidelines and procedures, you will find it 
easy to be creative. And writer’s block will be a non-issue for you. 


a ee 
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Before you take the copywriting world by storm, there’s 
something you should know ... 


Pursuing a copywriting career is NOT a get-rich-quick scheme. It 
can, however, be the single best idea you ever had. 


So whatever you do, do NOT be discouraged. If you need encourage- 
ment, just look at how far you’ve come; all the stuff you know now that 
you didn’t know a week, month or year ago. 


Resolve to do whatever it takes in the short term to reap the long-term 
rewards. Stick with it. Redouble your efforts. Refuse to accept anything 
but success. 


Take my word for it: 


The first time a client wires six figures into your bank account to pay 
you for two weeks’ work, you'll be glad you hung in there. 


In that moment, all the hours you worked to perfect your craft ... al 
the rejection you faced in finding your first few clients ... and all the sac- 
rifices you made to build your copywriting business ... will all be worth 
it. 


Yes, it's going to take some effort on your part. 


If you think this is easy ... if you sleepwalk through your work ... if 
you fail to invest the mental and physical energy required to get the de- 
tails right ... if you resent honest, well-meant criticism ... and if you're 
going to cut and run the first time the going gets tough, there's not much I 
or anyone else can do to help you. 


But if, as my high school football coach loved to say, you're eager 
to pour 110 percent of your genius, your creativity and your energy into 
this ... 

If you're willing to take the time and expend the energy to do it right 
... and obsess about the minute details that must be right to bring in every 
last sale ... 
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If you're willing to expend every ounce of mental and physical energy 
at your command ... take your best shot ... accept the consequences ... 
take a hard, honest look at what you did right and what you did wrong ... 
and learn your lessons ... 


... And if, when all else fails, you can muster the will to pick yourself 
up, dust yourself off and do it better next time ... 


... There's no stopping you. Whether you've made it vet or not, you're 
a winner in my book. And someday soon, you'll find yourself relishing 
the winner’s rewards. 


Just look at what you've accomplished already. You've completed one 
of the largest, most comprehensive copywriting courses on the market. 
And you've gained all the tools you need to succeed in a big way in this 
business. 


... Now, it’s time to go to work. 


But what if nobody wants to hire you? Or worse: You create the best 
campaign you know how to create — and it flops? 


Look. Let me tell you something that all the gurus out there probably 
won't. 

It's not until you begin applying this stuff in the real world that you 
REALLY begin to learn! 

Unless and until you persevere through the rejection that's required 
prior to bagging your first real clients ... and until you suffer the humili- 
ation of getting your butt kicked — repeatedly and publicly — by real pros- 
pects when there's real money on the line ... you're still just a student. 

Students have to pay to learn. Once you begin doing, others PAY YOU 
to learn. d 

Sure — you’re going to have to bang the phones for hours every day 
until you get a client — and those first few clients may not be worth a 
bucket of warm spit. 

You're going to have to create five, ten, twenty or even more promo- 
tions before you get your first huge winner. 
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Courage ~ true courage — means being scared to death and then doing 
what needs to be done anyway. 


You can do this. I know you can. 


Yours for Bigger Winners, More Often, 


Clayton Makepeace 
Publisher & Editor 
The Total Package 


P.S. What's standing between you and the success you crave? 
What are you afraid of? 


What's keeping you from sending your writing samples to a client who 
could make your career and then calling him or her to close the deal? 
What's keeping you from partnering with a copywriter/marketer who 
could take your company to the moon? 

The best definition of the word “courage” I’ve ever heard is ... “Being 
afraid and doing the right thing anyway.” 

So here’s your assignment for today: Identify the one thing that stands 


between you and the success you dream about — the one thing that terri- 
fies you the most. 


And then - DO IT. 


